









































ALUMINUM 


Dy TIPO OX GF «4 


With satin anodized finish for long-lasting beauty 


Now Dexlock, the low cost Dexter lock with the high quali- 
ty Dexter look, is available in solid aluminum. It’s finished 
with a brilliantly smooth, satin anodized lustre that won't 
corrode or tarnish. And the moving aluminum parts are 
New sample mount for Dexter declers protected against wear by stainless stee] bearings in roses. 
Plus all the other important Dexlock features: Factory pre- 
assembled tie screws. Extra-easy cylinder removal for 
re-keying. True self-aligning latch to assure fast installation 
and smooth operation even if edge hole is bored out of line. 
Solid brass cylinder plug—not die cast or powdered metal. 
Concealed tie screws. Stee] interior parts. New tulip 
knob. Fits standard Dexter boring for all residential doors. 
Dexlock also in solid brass or bronze, standard or two-tone 
finishes including chrome and black anodized aluminum. 


NO LOCK INSTALLS FASTER THAN A DEXTER 


DEXTER LOCH DIVISION Dexter industries, Inc., Grand Rapids, Michigan 
In Canada: Dexter Lock Canada itd., Galt, Ontario. © In Mexico: Dexter Locks, Plata Elegante, S.A. de D.V. Monterrey 


Dexter Locks are also manufactured in Sydney, Australia; Milan, Italy and Porto, Portugal 





THE 
FINEST 

+} =] i ex aie). 
FOR A 
LIFETIME 
KITCHEN 
OR 


BATHROOM 


Kitchen and bathroom remodeling is big business 
today. Get a profitable slice of this growing market 
by displaying Pionite lifetime woodgrains, marbles, 
and decorative patterns. Customers find it easy to 
make a selection from this colorful store display. 

Work-free, wear-proof Pionite is the perfect an- 
swer to any surfacing problem in home, business or 
industry. From floor to ceiling, this versatile high 
pressure laminate provides a better installation in less 


Pionite 


LIFETIME LAMINATES 


PIONITE STANDARD 1/16” MELAMINE HIGH PRESSURE PLASTIC LAMINATES. 
PIONITE POST-FORMING GRADE @ 5/32” PLASTIC-SURFACED GLAMOR-BOARD. 


BUILDING PRODUCTS MERCHANDISER 


time, at lower cost. 

Already used in over 8,000,000 homes, Pionite 
exceeds rigid NEMA standards, withstands cigarette 
burns, fading, scratches, and stains, requires virtually 
no maintenance. 

Three modern east and west coast plants are at 
your service. 

PIONEER PLASTICS CORPORATION 


Salem, Mass. Sanford, Me. Los Angeles, Calif. 


PIONEER PLASTICS CORP., 
SALEM, MASS. 


Send me free brochure ‘‘Pionite In The Home, In 
Business, In Industry."’ Include chips of your newest 
decorative patterns and woodgrains. 
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COMPANY. 





ADDRESS 





CITY. STATE 











Circle No. 1 on Coupon, page 268. 


3 





AMERICAN 
| UMBERMAN 


Publisher Herbert A. Vance 
General Manager A. W. Boulton 


Chairman Editorial Board Arthur A. Hood 


Editorial Department 
Editor Gordon J. Lawler 
Executive Editor Richard W. Douglass 
Managing Editer Wesley Wise 
Eastern Editor Hoyt Hurst 
Western Editor Dexter W. Johnson 
Associate Editor Ruth Lundahl 
Production Editor George F. Van Zevern 
Architectural Consultant James N. Lindenberger 


Editorial Offices: Headquarters, 139 North Clark St 
Chicago 2, Ill. EAST, Hoyt Hurst, Grand Central Ter- 
minal, 70 East 45th St., Room 2034, New York 17, N. Y 


Business Department 


Advertising Manager W. G. Simpson 
Promotion Manager H. Royal Lee 
Eastern Sales Manager Tom Lindsey 
Circulation Manager Robert E. Monetti 
Circulation Service FE. B. Cunningham 
Advertising Production Louise Pliska 
Classified Advertising A.M. Schwab 


Advertising Sales Representatives 


Eastern: Tom Lindsey, Fred Pearson, Quentin OUrza, 
Grand Central Terminal, 70 E. 45th St., Room 2034, 
New York 17, N. Y., Telephone Murray Hill 3-2333 


Central: Harry L. Gebauer, Room 536, Bulkley Bldga., 
1501 oy Ave., Cleveland, Ohio, Telephone Pros- 
pect 1-32 


Midvast: Duke Lynch, Bruce McGregor, John Sne!! 
139 WW. Clark St., Chicago 2, Ill., Telephone FInancial 
6-5380 


San Francisco: Charles W. Hoefer, 1664 Emerson St., 
Palo Alto, Calif. Davenport 4-266] 


Los Angeles 57: (Charles W. Hoefer) Ted E. Schell 
2700 W. Third St., Dunkirk 2-4889 





MEMBER 
AUDIT BUREAU ASSOCIATE 
CIRCULATION BUSINESS 
PUBLICATIONS 


tober 7 
ider the : 


and Building Products Mer 
other Monday at 139 N. 

r Vance Publications 

s, FOO 





Sakae toate 8 a Meat aoe sia 
INDEX — SECTION I. 
How to Arrange Store for Fall Selling... . .86 
Flo@r plans give practical suggestions. 
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Home Improvement Market 
Facts on housing inventory. 


* * » 


Home Improvement Management: 


Remodeling Can Be Big Business 
Case example of major modernization. 


How Dealer Sells Big-Ticket Remodeling. . . . 144 
Success story of Massachusetts dealer. 


How to Sell $500,000 in Remodeling Yearly. . 146 


Counsel from Southern dealer. 


Sell Materials AND Labor 


Secrets of a booming modernization dept. 


5 Pointers Which Netted 13% on Sales... . 160 


How modernization works for Louisiana dealer. 


Initiate the Sale; Check Installation 
Pointers from Washington lumber dealer. 


Labor Supply Sells Improvement 
Key to small-town dealer's sales. 
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Facts behind campaign in Seattle, Wash. 


Dual Incentive Plan for Salesmen, Customers. 166 
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Key to Efficient Selling is Unit Estimating. .. . 168 
Examples from dealers who know how. 
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Sales Plan for Big Fall Profits 
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Tips on Glass Replacement Sales ......... .106 Do-It-Yourself School Boosts Hardware Sales 126 
Pointers from three lumbermen. Leng ‘sand dealer tells items to push in fall. 
8 Pointers to Help You Sell Power Tools... 108 Clinics Step Up Insulation Sales 30% 128 





Seasonal school at New Jersey yard. 





How eastern dealer sells 900 units annually. 





Sells More Insulation by Turning on the Heat. 130 







, Doubles Sales of Floor Finishes. .... .. ee Sales tips from small city New York dealer 
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Seasonal sales pattern for Massachusetts yard. 
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Examples from American Lumberman service. 









* * * 









* 





* 





* 





Home Improvement Showmanship: Home Improvement, Kitchens: 






Two-Week Remodeling Show by One Dealer 178 How to Double Kitchen Seles an + 202 
Amazing results by Tennessee lumber retailer. ae a ee 
Kitchen Trend: Women Sell Women 204 





Community-Wide Saturation Program . . 182 
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Home Improvement, Roofing & Siding: 
Home Improvement Display: Pitch Sales on Better Grades 206 


; Fall and winter sales help from Rhode Island. 
How-to-Do-It Model Room in Dealer Store. . 184 ak wie P vist ise 
Ohio lumberyard shows how to sell packages. 
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Showroom Exclusively for Package Selling 190 Fall is Time to Sten Up Garage Sales 208 


Outstanding ''Homearama” display. Market roundup of dealer successes 











September 2, 1957 bE SR ODEO Gm, See | | Bap pee tS 
ee a ee og Aa amon eee yay eo rte ~ 
Open Letter to Distributors... 0... eee ee eee 84 Wholescier News .......... 210 New Literature ............. 7: 





Editorial on fall and winter merchandising. 








BUILDING PRODUCTS MERCHANDISER 




















Ce 


pp hn 











co 


luxury waits | | 


through LUPTON Aluminum Sliding Doors |, | 


The big home-buying and remodeling season is now— ‘oe 
the lazy outdoor-living time. And there’s a powerful 

new reason for buying now—this handsome, weather- ith = 
tight LUPTON Aluminum Sliding Door that brings 


the fun of patio life closer to the most modest budget. eerily 
Here’s how the panels slide on three- and four-panel doors, 
There are three LUPTON Sliding Door models— 
nine sizes—a style for every taste. One or two smooth- 
running, rattle-free sliding panels in combination 


with one or two fixed panels... beautiful aluminum 
or Lucite pull-handle ... simple, strong indoor latch 
... double-row woven-pile weather-stripping... 


...and look at that low, easy-access threshold— METAL WINDOWS « SLIDING DOORS 


easy to roll the party table through, and hard to 


MICHAEL FLYNN MANUFACTURING CO. 


trip over! 
Main Office and Plant: 700 E. Godfrey Ave., Philadelphia 24, Pa. 


For further information on the new LUPTON West Coast Offices and Warehouses: 2009 East 25th Street, Los 
Angeles 58, Calif.; 1441 Fremont Street, Stockton, Calif. 


Sliding Doors, write today. Sales representatives and distributors in other principal cities. 








Be 


BUILDING PRODUCTS MERCHANDISER 





AMERICAN 
| UMBERMAN AND TRENDS 


NEWS... 





BUILDING 
July Starts 96,000 


The annual rate of new housing 
starts picked up in July to match 
May’s level, but actual starts were the 
lowest for the month since 1951. To- 
tal starts were 96,000 from 97,000 
the month before and 101,000 a year 
earlier. 

The adjusted annual rate was 980,- 
000 in July up from June’s 970,000 
rate, but lower than the 1,070,060 level 
a year earlier. The largest declines 
came in the west, where strikes were 
in progress. Starts in the south 
gained. In the first seven months 
starts totalled 604,500 homes, 12% 
below 1956. The entire drop was in 
government-backed housing, volume 
on conventionally financed homes was 
ahead of 1956. 


California Leads 

California was by far the leading 
state in construction contracts in the 
first half of 1957, according to F. W. 
Dodge Corp. New York and Illinois 
were second and third, respectively, 
and the three states together account: 
ed for nearly one-third of all con- 
struction in the nation. 

Calfiornia contracts totalled $2,185,- 
000,000, 13% of the national total. 
They ranked first in residential build- 
ing and heavy engineering, second in 
non-residential. New York hit $1,683,- 
000,000, first in non-residential, sec- 
ond in residential and heavy engineer- 
ing. Illinois had the sharpest gain of 
any of the three leading states. Total 
contracts were up 17% in the first 
six months, compared with 13% for 
New York and 7% for California. 
The national average was up 5%. 


Marketing Conference 

Both builders and manufacturers 
will gather in San Francisco on Sep- 
tember 12 for a marketing conference 
on home building. The conference will 
be part of the annual fall meeting of 
the National Association of Home 
Builders, September 12-17. The con- 
ference proper will be sponsored by 
NAHB’s National Housing Center, a 
merchandising affiliate. 

Acceptances from manufacturers in- 
dicates that top executives from all 
major manufacturers will attend. Ba- 
sic goal of the conference will be to 
formulate a program for expanding 
the market for new homes. 


Women's Housing Congress 

The success of the first Women’s 
Housing Congress on Housing held 
last year in Washington under the 
sponsorship of HHFA has led to a 
second Congress sponsored by private 
industry. 

The new organization to be known 
as Women’s Housing Congress, Inc., 
will hold its panels for 100 women 
participants October 9-11 at the Shore- 
ham hotel, Washington, D. C. Spon- 
sors now include McCalls magazine, 
Portland Cement Assn., Copper & 
Biass Research Assn., National Asso- 
ciau.on of Plumbing Contractors, and 
the Better Heating-Cooling Council. 
Franklin Greene is chairman of th2 
executive commr.iee planning the 
Congress. 


DEALER NEWS 


Exposition Roundup 

Plans are rapidly taking shape for 
the fourth annual Building Products 
Exposition to be held November 4-7 at 
Philadelphia. Sponsored by the Na- 
tional Retail Lumber Dealers Associa- 
tion, the show seems headed for rec- 
ord dealer attendance and full sup- 
port by manufacturers. Highlights to 
date: 


Personnel Training 

Arthur Clifford, 
president, A. W. 
Burritt Co., 
Bridgeport, Conn., 
will be chairman 
of a luncheon 
clinic on person- 
nel training at 
the 1957 NRLDA 
Exposition. Clif- 
ford has had 
wide experience 
in the field of training, having con- 
ducted courses for the past 11 years 
at New York State University and the 
University of Massachusetts. 

A former director and an original 
member of the education committee of 
NRLDA, Clifford played a leading role 
in establishing the 30-day training 
courses now well established in many 
colleges and universities. 


Clifford 


Space 91% Sold 
With 91% of exhibit space sold, the 
NRLDA exposition committee is con- 


sidering adding more space for ex- 
hibitors. To date 37 manufacturers 
who did not exhibit at the 1956 Chi- 
cago show have signed up for space. 
The Exposition will require 165,000 
square feet of inside floor area, plus 
31,000 square feet on the outside for 
materials handling demonstrations. 
Hotel reservations also going fast, in- 
dicating record dealer attendance. 


Model Store 
_ rT Covering an 
area of 5,400 
square feet, the 
store will be a 
practical, full- 
scale demonstra- 
tion of the latest 
in showroom 
merchandising. It 
will duplicate an 
actual store re- 
cently opened in 
Ohio, showing display methods, prop- 
er inventory of products and store 
layout. The store will blend into one 
selling machine lumber, building ma- 
terials and hardware. 

Phil Creden, chairman for the store, 
commented that a 1957 showroom was 
planned “after observing the outstand- 
ing success scored by last year’s mod- 
el store so ably handled by American 
Lumberman. The immediate favorable 
dealer reaction to the store last year 
convinced us that in the new store we 
had something the retailers had long 
needed.” 

Question and answer clinics on store 
merchandising will be held in an adja- 
cent meeting room on two mornings 
during the Exposition. At these ses- 
sions the owner of the original store 
and his manager will be on hand to 
answer questions. Fixtures for the 
store will be supplied by the W. C. 
Heller Co., Montpelier, Ohio, and the 
Franklin Hardware and Supgly Co., 
Philadelphia jobber, will provide the 
hardware inventory. 


Creden 


Cole Featured Speaker 

Albert M. Cole, Housing and Home 
Finance Administrator, has accepted 
an invitation to be the featured 
speaker at special Building Industry 
Day luncheon on Thursday, November 
7, the closing day of the NRDLA Ex- 
position. Builders, architects, bankers, 
realtors and other allied business lead- 
ers interested in the building indus- 
try will be invited by lumber dealers 
to the luncheon. 
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AVY-BODIED KLEAN-STRIP 


KLEAN-STRIP 





The best remover you can sell 


... for wash-off or scrape-off use 


Why charge your customers a premium price for water- 
washable paint remover? Offer them Heavy-Bodied Klean- 
Strip, a fully wash-type remover at a regular price. 

This nationally-advertised, non-inflammable remover is 
also unexcelled for scrape-off paint removal. Used either way, 
it removes any finish from any surface . faster, cleaner, 
better than any remover made. 

Heavy-Bodied Klean-Strip is the only paint remover you 
need to stock. And one sale leads to more sales . . . of paints 
and brushes as well as removers . . . because Heavy-Bodied 
Klean-Strip works so well it makes customers want to do more 


refinishing jobs. Order from your jobber; write for sample. 


Compare prices Size | Suggested Retail 
with other __ Fe 
h-t Pints 
wash-type — 
removers Gallons 





Important AlignaLock Features: 


1. Extra rugged exterior set construction 
—greater strength where needed. 


2. Full 2%" backset—no knuckle 
scraping. 


3. Extra long bolt throw compensates for 
maximum door shrinkage 
—latch always holds. 


Write today for complete information. 
#524 with new 


Dalton knob 


The square escutcheon $524 shown with Ashcroft knob. 3-5/16" x 3-5/16". 
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Alignalock 


AlignaLock offers personalized high-style escutcheons rugged security with a famous name and a budget 
—interchangeable richly textured vinyl inserts of price. And remember . . . no lock costs less to apply. 
Black— Dull Flamingo—Straw— Mocha. Inspect the new color-carrying AlignaLock: at your 

Choose from these attractive finishes: Polished Brass, supplier...or write Sargent & Co., New Haven 9,Conn. 
Dull Bronze, Satin Aluminum, Bright Chrome. Also manufactured in Canada by Lift Lock Hardware 


These new locks combine the appeal of beauty and Industries, Ltd., Peterboro, Ontario, Dept. 3-J. 
® 


SARGENT LOCKS Se 
“sign of a well built house” 
lanice@ian 


NOMNes: 
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Reduce Glass Prices 

Three glass manufacturers have re- 
duced prices by 5% to 16% on heavy 
sheet glass for large windows in 
homes and commercial buildings. and 
on thin glass used for picture fram- 
ing. No change was made on prices 
for single and double-strength win- 
dow glass. Companies concerned are 
“ibbey-Owens Ford, Pittsburgh Plate 
Glass and American Window Glass Co. 
In the trade competition from im- 
ported glass, was largely credited for 
the price cuts. 


Kitchen Training School 


Forty-two graduates of the first 
industry-wide training school for 
kitchen specialists were back on their 
jobs this month determined to con- 
vert their added “know-how” into 
greater kitchen volume. Coming from 
16 states, the 38 men and four women 
successfully completed a 30-subject 
course at Purdue University, July 22- 
August 2. 

The school was sponsored jointly 
by the National Institute of Wood 
Kitchen Cabinets and the Adult Educa- 
tion Division, Purdue University. In- 
terest in the school was so high that 
20 applications for attendance were 
rejected because of space limitations. 


A major accomplishment of the 
school was the assembly of a complete 
textbook on installing and merchandis- 
ing kitchens a notebook weighing ap- 
proximately 10 pounds. Nearly 20 ex- 
perts from the kitchen industry and 
eight from the Purdue staff acted as 
instructors for the courses. 


a DEC? 2 ae ~o 


Hot summer weather did not seem 
to discourage the trainees. Their in- 
terest in the subject was so strong 
that discussion continued far into the 
night at “bull sessions” in the hotel 
rooms. Readers interested in the next 
school may write the National Insti- 
tute of Wood Kitchen Cabinets, 75 E 
Wacker Drive, Chicago. 


Sellina More Appliances 

Lumber dealers continue to gain 
ground as appliance suppliers to both 
builders and consumers. 


For examvle, 15 demonstrator 
homes in Fort Wayne, Ind., have 
either G.E. or Westinghouse appli- 
ances from American Coal & Supply, a 
retail lumber dealer. American spon- 
sored a Builders’ Open House last 
month where appliance lines were dis- 
played along with servings of cham- 
pagne, punch and hors d’oeuvres. 


In Salt Lake City, the Knudson 
Builders Supply Co. has been appoint- 
ed built-in appliance distributor by 
Preway Co., manufacturers—newest in 
an increasing list of building mate- 
rial companies now set up as appli- 
ance distributors. 


In Detroit, Mohawk Lumber & Sun- 
ply has launched a retail major appli- 
ance division with a goal of $1 mil- 
lion retail sales in the coming year 
on name-brand appliances. They sell 
both free-standing units and the full 
installed kitchen package throughout 
Detroit metropolitan area. 


Meanwhile, at the recent kitchen 
clinic staged by wood kitchen cabinet 
institute at Purdue University the ma- 
jority of retail students were from 
lumber yards—all of them vitally in- 
terested in appliance sales. 


AMES 8S 


KITCHEN SCHOOL drew many leading lumber dealers. In this photo, left to right, 
Gordon J. Lawler, editor, American Lumberman, one of 28 instructors, Alfred Latham, 
Tappan Lumber Co., Baldwinsville, N. Y., Lee Maine, Maine Lumber Co., Albion, N. Y., 
Calvin Hansen and Paul Bergling, Bergling Bros., Melrose Park, Ill., and Anthony Lei- 
deker, Mohawk Lumber & Supply Co., Detroit. In hte foreground, left to right, are: Don 
Thibodeau, Hartwick-Wescott Lumber Co., Ypsilanti, Mich., and William Conway, Ed 


Williams Lumber Co., Canton, Ohio. 
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Freight Rate Hike 

Early in August the Interstate 
Commerce Commission granted sub- 
stantial rate increases to railroads. 
The authorized increases are as fol- 
lows: 


Within eastern territory 

Within western territory 

Within southern territory 

Inter-territorial eastern 
and western 


Inter-territorial southern 
and other 


Hold-downs or maximums were au- 
thorized as follows: lumber and arti- 
cles listed in tariffs taking lumber 
rates, 9¢ per 100, building woodwork 
and millwork, except when listed in 
tariffs as taking lumber rates, 10¢ per 
100. The increases granted are over-all 
or total increases, which include the 
earlier emergency increases granted 
to 5% to western roads, 7% to east- 
ern and 5% to southern railroads. 


New LDRC Grant 


The Lumber Dealers Research Coun- 
cil has given the Small Homes Council 
a research grant of $17,425 for fur- 
ther studies on building components. 
Emphasis will be placed on develop- 
ment of an improved roof framing svs- 
tem using pre-assembled panels. The 
Council now has to its credit roof 
trusses, pre-assembled wall panels 
(Lu-Re-Co), floor panels and parti- 
tion panels which are designed to the 
four foot module. 


LUMBER MARKETS 


Tacoma—Despite the current mar- 
ket slump, plywood leaders continue 
to express ovtimism for the future. 
They predict the industry will ride out 
the drop and emerge in a better posi- 
tion than ever. They sav overproduc- 
tion and competition frem low-cost 
nlywood imported principally from 
Japan is responsible for most of their 
trouble. Arnold Kuotenen, Olympia, 
general manager of the plywond divi- 
sion of the St. Paul & Tacoma Lumber 
Co., emphasizing the seriousness of 
the Japanese competition, said that 
50,000 tons of the Jananese product 
equivalent to 30.000.000 square feet of 
plywood, now is in Longview, Wash.. 
awaiting pick-up by an American cus- 
tomer. 


Seattle—The market is weaker with 
nrices soft. The trend is downward. 
None of the normal ovtlets for lumber 
show any strength. Earlv fall busi- 
ness is a matter for coniecture. 

Both upper and lower fir items are 
softer and hemlock lumber follows 
the pattern set by fir and is $2. to 
$3. down. The shingle market is about 
the same with No. 2 and 8 shingles 
in good demand but with other grades 
weak. Cedar siding is apparently hold- 
ing but in actual selling prices are 

(News continued on page 16) 
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Here’s another exciting power-tool “first” like the famous 888 Workshop 
— the new Millers Falls Router-Plane-Shaper line! It’s a line with a long 
line of bring-’em-back attachments and never-before-offered features (un- 
matched in models costing twice as much) .. . Plus an amazing new line 
of Router Bits — faster, longer-lasting and costing 1/3 less than other 
styles! Designed, built and powered to give professional results, this 
3-tools-in-1 combination is priced to bring the adventure of fine cabinet- 
work within reach of every one of your customers. 


No. 6800 Router (Power Unit and Base) is available as a unit or in com- 
bination with No. 6826 Plane Attachment and No. 6818 Shaper Attachment. 
And, there’s a special package of “industry exclusives” for plastic laminate 
fabrication, too! 


CHECK THESE IMPORTANT FEATURES 


PLANE ¥ Big 14” shoe ¥ Outboard arbor 
support ¥ Micrometer-screw adjustment 
for front-to-rear shoe and cutter align- 

oz . ment W Direct-reading depth adjusting 

ROUTER ¥ Large 6” dia. base and big scale Notched quadrant for quick 
hardwood handles for positive control bevel cuts (—15° to +45°) 


Direct-reading scale for fine depth 
adjustment ¥ Exclusive micrometer- SHAPER ¥ 1/3 cost of comparable models 
screw adjustment for control of cut ¥ Big work surface (24” x 7/2”) ¥Built- 
location ¥ Extra long rods for long in motor mount for es. vy change- 
reach cuts # Base and non-marking sub- overs ¥ Adjustable fence ¥ Rugged 1” 
base take all popular templet guides marine plywood table 


POWER UNIT ¥ Rugged 3 amp. motor 
Y Ball bearings throughout #¥ 30,000 
R.P.M. for smooth, fast, clean cutting 


17 Fastest selling ROUTER BITS— 
New Design Concept —Longer Lasting —Special M-2 High Speed Steel—Amazing low cost 





No. 6919 


CORNER 
BEADING ROUND BITS COVE BITS 


No. 6917 No. 6918 








No. 6911 Ve” 
No. 6912 4” $3. 
No. 6913 3%” $3.40 





No. 6908 4” $2.95 
No. 6909 ¥%” $3.25 
No. 6910 2” $3.40 





No. 6914 4" $2.95 
No. 6915 Ye” $3.25 
No. 6916 2” $3.40 





Chamfer Bit 
$3.50 








Rabbeting Bit V-Grooving Bit 
$3.50 $2.50 
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No. 6800 ROUTER 
Power Unit ) ONLY $3995 


and Base 
(Power Unit alone $34.00) 


No. 6826 PLANE 
ATTACHMENT SET 
ONLY $3495* 


(* without Power Unit) 


No. 6818 


SHAPER ATTACHMENT 
(big 16” x 24” table 
with built-in motor mount) 


ONLY $1995* 


(* without Power Unit) 


ACCESSORIES 


ALSO AVAILABLE 


No. 687 
Metal Carrying Case 
No. 6825 
25 ft. Extension Cord 
No. 6811 
Plane Cutter Sharpening 
Fixture 
No. 6812 
Router Bit Sharpening 
Fixture 
No. 6920 
Cup Grinding Wheel 
No. 6901 
Plane Cutter 


A COMPLETE LINE OF ATTACHMENTS AND 


: $16.50 
LAMINATE 
TRIMMER BASE 
ROUTER SUB-BASE An “industry exclusive’ 
Phenolic composition TRAMMEL POINT for full edge-trimming 
avoids scratching work. For routing circular of post-formed lami- 
Takes popular templet grooves 3%” to 81/2” nates in tight-radii 


screw adjustment, and guides. radii. curves. 
long rods for cut loca- No. 685 $2.65 No. 683 $2.50 No. 6810 $12.50 


No 684 $3.25 4 " i" 


STRAIGHT AND $ 8.25 
CIRCULAR GUIDE 
Die-cast aluminum. 
Exclusive micrometer- 


$17.50 


$14.50 


TEMPLET GUIDES 
To handle most fre- 
quently used templets. 
No. 6814 


$ 1.00 


« | iy U 
4 LAMINATE 
45 TRIMMER GUIDE 


DEPTH — 


Spring By , oor in 
lé6ths and 32nds for 
direct-reading depth 
adjustment. 


For trimming overhang 
of plastic laminate flush 
to supporting wood 
Mounts on No. 684 for 
easy in-and-out bit 
feed. Unique Nylon 


EDGE 
TRIMMER GUIDE 
Mounts on cap of No. 
680 for offhand 45° 
bevel on edge of wood 

or laminates. 


General Purpose 
No. 6815 

on and Insert 
No.6816 

ae e Butt 17/32” 
No. 6817 


“hi e Butt 34” 


(Carbon Tool Steel) 
No. 6902 

Plane Cutter 

(Carbide Tipped) 


And complete 


$ 4.95 


$18.00 


roller guide. 
No. 688 $ .75 No. 689 $2.50 No. 6819 $2.95 5 each Laminate Trimmer Kits 











MILLERS FALLS FINEST HAND AND POWER TOOLS 


MADE FOR HOME AND INDUSTRY 


MILLERS FALLS COMPANY 
Greenfield, Mass. 





MILLERS FALLS CO., Dept. AL-5 
Greenfield, Mass. 


To help me sell your new Router-Plane-Shaper, please 


BIT KITS 


contour- 
styrene 


Popular bits and grinding wheel, 
nested in sales-making ‘showcase’ 


boxes. pane, 
ae a7, 


=i No. 6977 Basic 


No. 6999 Deluxe Bit 
Kit. Consisting of No. Bit Kit. Consisting 
6903, 6905, 6909, 6912, No. 6903, 6909, 
6918, 6919, 6920. 6918, 6920. 

Price $16.95 Price $9.25 


SPECIAL 


Carbide Tipped 
Laminate Cut- 
ting Bit with 
exclusive 
“triple action’ 
—trims on bev- 
el, or end or 
straight cuts. 


No. 6924 


» CJ Have Millers Falls representative call. 


C] Send me complete literature. 


RD cacti 


CS 





City ——— 





eee a ae or ee ne ee 


Seine on a an ete en eae enien en an en waitin 
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NEWS & TRENDS 


(begins on page 8) 





likely to show weakness. Pines and 
spruce are very weak. Pine items have 
declined up to $3, an dlow grade pine 
is gluting the market. British Colum- 
bia is dumping lumber on the US 
side because there is no UK business. 
Japan can’t pay for lumber cut for 
her. Other export consumer are in- 
active. Plywood is weak. Many opera- 
tors are curtailing. 


San Francisco—Depending on the 
condition of their bank account, most 
northern California lumbermen are 
either out on the golf course, away 
fishing, or off on vacation. “Business 
is so bad,” the majority of them re- 
port, “that we might as well be miser- 
able away from the shop as miserable 
while at work!” 

Demand is at a standstill for most 
grades and most species and prices are 
either shaky or actually dropping, a 
situation attributed to a variety of 
reasons such as “summer slump,” 
“continued drop in new housing,” 
“strikes in related industries,” etc. 


California redwood is about the 
only item reflecting stability. Prices 
remain comparatively unchanged and 
demand, although slow, is. steady. 
Utility and better fir studs are bring- 
ing $53 to $55, while standard and 
better 2x10 is priced at $63 and lower 
for other widths. Demand for boards, 
spokesmen report, is “almost non- 
existent” and prices are low at $30- 
$35. 


Kansas City—A generally better 
feeling pervaded in southwestern lum- 
ber circles, as demand picked up a 
little and mills posted higher prices of 
$1 to $2 a thousand on some key 
items. It was apparent that because 
of the apathy on the part of the larger 
mills to build up stocks and the elimi- 
nation of many small mills, the modest 
improvement in demand was quickiy 
reflected in shortages of many items. 


Mills in recent weeks have been 
selling considerably more lumber than 
they have produced and this has made 
for a relatively strong statistical po- 
sition in yellow pine. Even finish, 
which has been a definite drag in the 
market all year, began to show some 
firmness. Industrial buying remains at 
a low point for this time of the year. 
On the other hand, railroads are mak- 
ing inquiry for timber in sizable 
amounts and mills have booked busi- 
ness at fairly good prices. 


On the east side of the Mississippi 
river 6”, No. 2 boards are bringing 
$80 and 8” lumber is going at $2 quite 
generally. Kiln-dried lumber for such 
grades are about $2 a thousand higher. 
For dimension, 2 by 4’s are command- 
ing $86 and 2 by 6’s are selling at $87 
and $88. 
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Free Plans for Product Display Center 


The Masonite Corp. has answered 
the call for more help to dealers in 
the home planning display problem. 
The demountable self-standing 
Product Display Center shown 
above was designed by the manu- 
facturer for lumber dealer stores 
for demonstrating exterior siding, 
doors, windows and ‘‘Peg-Board” in 
a closet. 


Directions for constructing the 
roofed product display center are 
available in a free plan, No. AE- 
333, from Home Service Bureau, 
Masonite Corp., 111 W. Washing- 
ton, Chicago 2, IIl. 

As dealers increasingly promote 


home improvement “packages” and 
step up home planning services the 


problem of displaying end-uses of 
building materials is intensified. 
This was highlighted in an Ameri- 
can Lumberman series of articles 
on big-ticket merchandising last 
spring. A.L. editors are now col- 
laborating with other building 
product manufacturers who have 
shown an interest in creating 
“idea” displays for dealer stores. 
The Masonite design above is de- 
signed for Shadowvent siding in 
exposed construction, Ridgeline, 
Ridgegroove, Primecote Panelwood, 
“Peg-Board” and Tempered Presd- 


two outstanding examples 
of dealer showrooms which show 
end-use of materials, see pages 184 
and 190 in this issue.) 
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The Wheeling flag is up... 





You get years of worry.tree wervice with a Whecling 
Chatockiram tort. Exctuwre Gave mcdade. (1) 
over Cap-ReLoy steel ior ated 
ap for greater erengih, axe 

fer grower Worm Protectan, 





Remember: when a tex rool is called for...cell an 
wear Wheeling devier fer tot whe tar renders i ra 
genes corropated waking steers, dow rapes and pT 


specrns comming comet, HEN." 
17's WeLING STR : 


for greater Channelarain sales for you! 


Wheeling ads like these in the nation’s top 
farm magazines — Farm Journal, Successful 
Farming, Southern Planter, Progressive 
Farmer — make your Channeldrain sales job 
easier than ever. Since your customers know 
the Channeldrain story, you have a real head- 
start on more sales, bigger sales! 


Moreover, fast Wheeling warehouse delivery 
of Channeldrain — and any stocked product 


you want — gives added support to your sales 
effort... . gets the goods to you quickly, 
on-time. 

Stock Channeldrain . . . sell Channeldrain... 
and jump on the Wheeling ad-wagon for more 
Channeldrain sales! Call 

the Wheeling warehouse 

or sales office nearest you 

for complete details. 


WHEELING CORRUGATING COMPANY ¢® WHEELING, WEST VIRGINIA 
IT’S WHEELING STEEL 


IMMEDIATE DELIVERY ON ALL STOCKED ITEMS FROM THESE WAREHOUSES: BOSTON, BUFFALO, CHICAGO, COLUMBUS, DETROIT, KANSAS CITY, 
LOUISVILLE, MADISON, MINNEAPOLIS, NEW ORLEANS, NEW YORK, PHILADELPHIA, RICHMOND, ST. LOUIS, SALES OFFICES: ATLANTA, HOUSTON 
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Home owners visiting dealer show- 
rooms have been admiring the richly tex- 
tured beauty of TENEX. But wait until 


they see it installed. Each color in paint or 
stain that your customers apply gives 
TENEX’s wood-mosaic surface an amaz- 
ingly different character and beauty. Rooms 
take on new individuality—a new luxury 
look at low cost. 


handsome waferwood 


textured panel 


TENEX 
was cut into 
decorative 
diamond shapes 
for this study area 
wall, Designed by 
the distinguished 
architect, 
Henry Hill A.I.A. 








That’s why we say TENEX sells on sight 

and sells in volume. More importantly—build- 

ing material dealers everywhere are saying it too. 
TENEX, the new wood wafer paneling is 

available in 4’ x 8’ and 4’ x 16’ sheets 14” thick. 
Ask Packy for literature and free sample 

of TENEX. P.O. Box 1452, 

Spokane, Washington. 

Phone Riverside 7-3011. 


Ne sight 





QuauitizeD 3 
LUMBER, LATH, g 
TENEX WAFER. 3 
PANELS & OTHER © 
SPECIAL PRODUCTS 


Member: National-Americaa Wholesa. 


Member: National-Americaa Wholesale Lumb 





AN ENTIRELY NEW GARAGE DOOR... 


Mn — wes 
\o eer) 7 


FILON Nylon Reinforced Fiberglas-Plastic Panels 
in 5 Decorator Colors! 


Exclusive Monocoque Construction for 
High Structural Strength and Dramatic Design! 


Ma. = 


\ 


Fiberglas-plastic panels by 
FILON in 5 permanent, 
translucent colors that 

NEVER NEED PAINTING... 
Snow White, Cool Green, 
Dusty Peach, Sun Yellow 

end Florida Coral. 

















THESE FEATURES ALONE WOULD MAKE 
ALDOR AMERICA’S MOST POPULAR 


GARAGE DOOR 











* ty 
sete 
mnt MPT Oy. 








HURRICANE TESTED by Pittsburgh Testing FEATHER TOUCH OPERATION 
Lab. Withstands over 149.9 miles per YET...s0 light in weight a small Patents applied for 
hour wind with NO DAMAGE! child can operate it with ease! 


Also available in all aluminum construction, sectional and rigid types. 


eS OE SO Oe OS Ee eee 


Be ready to meet the demand for the ALDOR MONOCOQUE design, ! 
which adds sweeping, graceful lines to any architectural style, and ALDOR » INC. Dept. AL-9 
2415 N.W. 75th Street, Miami, Florida 


the exciting new colors for perfect harmony with any exterior color! 
Please send me complete information on the new ALDOR 


Garage Door. 


Write today for complete ALDOR sales brochure and price lis?. 
Manufacturers’ agents inquiries invited. 


ALDOR, INC. 


2415 N.W. 75th STREET * MIAMI, FLORIDA 
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EXPAND YOUR BUSINESS WITHII 























; 4 


interchangeable wood door and 
drawer fronts are big news! 


The very latest, and most desirable wall and base cabinets today are 
the new RCA WHIRLPOOL Select-a-Door Imperial cabinets. Now 
you have a complete standard line of durable, easy-to-install steel 
shells... with wood door and drawer fronts finished in rich fruitwood 
and limed oak, plus popular yellow, pink, and white. Colors may be 
mixed or matched as desired for the smartest kitchen styling your 
prospects have ever seen! 











fronts snap on in seconds! 
It’s a big selling advantage for you! New Select-a-Door cabinets 
simplify inventory problems because you can display and sell an 
infinite variety of designs with only one kitchen set-up! 

In addition, these new fronts are so simple to take off and put on 
that any homemaker can change them... in seconds, without tools... 
to create dozens of brand new kitchen color schemes all by herself! 


JOIN UP!...IT’S EASIER TO SELL 
RCA WHIRLPOOL THAN SELL AGAINST IT! 


Use of trodemorks fd ond RCA outhorized by trademork owner Radio Corporation of America J < 
Ridie ° Real. aetna - 


al ~~? — ss st 
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HERCA WHIRLPOOL KITCHENS 








here’s practical help 
that can put you into 
the kitchen business! 


Whirlpool Corporation has coordinated its 
product design, its training program, and its 
selling force so that it can give dealers every 
assistance to make kitchen selling easy and 
profitable. Take full advantage of this new 
program now.. . . and you'll succeed in the 
kitchen business. 


Get the details now! 


...get a bigger share 
of the rich, growing 
kitchen business! 


Ready now .. . from one source . . . a complete line of 
cabinets and appliances design-coordinated to simplify 
kitchen planning and speed kitchen selling. 

Ready, too, is one of the most comprehensive and 
practical training and merchandising programs available 
in the industry today. It covers every phase of kitchen 
merchandising . . . from promotion to closing sales. 

Act now... the sooner you take advantage of the new 
RCA WHIRLPOOL Kitchen Selling Plan the sooner you'll be 
able to expand your present business and make big profits 
in the booming kitchen business! 


























@) Whinkpoot 


COMPLETE KITCHENS 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


BUILDING PRODUCTS MERCHANDISER 


"| siiehaeiamieatersiii tie ctosmmbameieanins 21 miadiees:, 
| WHIRLPOOL CORPORATION, St. Joseph, Michigan. | 
I Gentlemen: Please rush me complete information about the | 
I new RCA WHIRLPOOL Kitchen Selling Plan. | 
I | 
Name l 
| Firm Name ‘ Title | 
3 Firm Address 
| City, Zone, State | 
I | 
hee een gp eee ene ae ee cone aw em enn een omnes abil 
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New ceiling tile staple puts 


Tilustration courtesy of 


Be sure! Use [F/[ J] staples... eliminates costly call-backs! Compa 


YOU NEVER LOSE A SALE BECAUSE YOU’RE 
PROTECTED BY ARROW’S SALES GUARANTEE PLAN! 





e Arrow sells only through the trade 


e All consumer inquiries are immediately referred back to 
the nearest Arrow dealer or distributor 


Repeat staple business automatically reverts to the dealer 


Send now for details on Arrow’s 
SPECIAL DISTRIBUTOR-DEALER PLAN! (See Coupon) 





See Arrow’s Complete Line of Automatic Nailers, Tackers 
and Office Stapling Machines! Write for full line catalog. 





For heavy nailing jobs. For light nailing jobs. 
LIST: 














For non-metallic For any wire 
sheathed cable up to 4%” in dia. 
up to 4” in dia. 


LIST: 

















INSTALL CEILTILE STAPLES QUICKLY, 
EASILY WITH ARROW’S VERSATILE 
T-50 AUTOMATIC NAILER! 


America’s No. 1 automatic nailer does 
1001 jobs... use it not only for fasten- 
ing ceiling tile, but for insulation, wire 
fencing, woodworking, shingles, metal 
lath, weatherstripping, etc. 


© Patented mechanism makes it abso- 
lutely jam-proof! 


Takes 6 different staple sizes from 
1/4” to 9/16” leg. 


Rent or sell the T-50 for big profits 
and for steady repeat staple business. 











Aanaow FASTENER [0../Nc. 1 Junius Street, Brooklyn 12, N. Y. 
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an end to hidden fractures! 


ARROW’S CEILTILE STAPLE IS THE ONLY 
STAPLE DESIGNED FOR CEILING TILE! 


Hailed as the first major innovation in staple 
design in the last ten years, Arrow’s new 
Ceiltile staple has been created exclusively 
for ceiling tile installation. Ceiltile penetrates 
and drives flush without fracturing the tile 
flange! Its uniquely designed leg locks firmly 
into wood and special cement coating gives it 
extra holding power! 


Here’s the big difference you usually can’t see! 





Hidden Fractures Endanger Ceilings! 
Tests show that 9 times out of 10 ordinary 
staples fracture the back of the flange on most 
ceiling tiles. The holding power of the staple 
is greatly diminished even though the frac- 
ture is not visible to the naked eye! These 
“hidden fractures” often cause ceilings to sag, 
tiles to buckle and staples to pop out. 








CEILTILE staPLes 


(CEMENT COATED) 














ORDINARY STAPLE 
® Often fractures the flange 
®@ Staple loses 50%, holding power 
@ Sagging, wavy ceilings result 


ARROW’S CEILTILE STAPLE 
@ Unique leg design drives flush, holds tight! 
@ Flange is never fractured . . . CEILTILE 

penetrates perfectly! 

@ Special cement coating provides tremen- 
dous holding power! 


LIST PRICES 
5M Bulk-Pak: 


$3.50 


10M Ten-Pak: 
(10 1M Packettes) 


$7.20 











p= ae ee ee ee eee eee eee eee eee eee eee 


Arrow’s New CEILTILE Staples 


Have Been TESTED AND APPROVED BY: 


BUILDING 
MATERIALS 


(Reg. U.S. Pat, Off.) 
JM 

: rv | 
RODUCTS 
and other leading manufacturers 


Gold Bond 


BUILDING PRODUCTS 


SEND FOR FREE SAMPLE! 


Test GCEILTILE vourRseLF! 


Arrow Fastener Co., Inc., Dept.AL, 1 Junius St., B’klyn 12, N.Y. 


Date 


Gentlemen: Send us 
00 FREE sample of Ceiltile staples 


(0 Details on Arrow’s special Distributor-Dealer Plan 


We are Distributors Dealers —_Wholesalers — 





(If dealer) My distributor is a * 





City : ___Zone 


| 
[ 
l 
l 
[ 
Company name_— - ae a oo | 
| 
| 


(Name and City) 





ee ois ai eat 


State. 
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open a R 
source of extra i HAN AR 
— with 


THE PREFINISHED SURFACING MATERIAL 

















OU'LL channel extra sales from three directions NEVAMAR resists stains and scratches, admits no dirt 


when you add NEVAMAR to your lines of fast- and never needs refinishing. It is a super-hard high- 
moving products. Builders and contractors recognize pressure laminate, made in a wide variety of colors 
its potential value because of the lasting, carefree : : ; : 

. and patterns, including a host of authentic wood-grains. 
beauty it adds to any home...or to any home- 
modernization project. Do-it-yourselfers come back 
for it again and again because NEVAMAR is so easy 
to apply—enables them to do a real professional job. extra profits. 


Latch on to NEVAMAR now and you'll be set with a 


dependable source of substantial volume... and 


This io GET THE FACTS ABOUT NEVAMAR NOW! 
N EVAMAR You can establish yourself as a NEVAMAR dealer by writing today for all 


» a high-pressure laminate surface i J 
» designed for long lite necessary information. A 3-cent stamp will open a 3-way market for you. 


and lasting beauty 
» resistant to cigarette burns 
» withstands boiling water NE VAM A R DIVISION: 


> won't craze, crack of 


peel in normal use 
> not affected by alcohol 
Oe ee seg ‘Mit acids, ammonia Ve, , 4 
aT Otani ordinary ink or time 


F eucserned by by > easy to clean 
ee ere > never needs pasting Saran and Nylon Filaments —Nevamar High-Pressure Laminates —Wynene Extruded and Molded nt 


na aw AE ODENTON, MD. @ NEW YORK,N.Y. @ LOS ANGELES, CALIF. @ MIAMI, FLA. @ PORTLAND, ORE. 


NEVAMAR conforms to (NEMA A}i Charlotte, N. C.: 5640 Wedgewood Dr. © += Memphis, Tenn.. 1008N. Watkins © — Indianapolis, Ind.: 6479 River View Dr, 


NEMA Specifications wy) Chicago, !l.: 4900 W. Madison St. © San Francisco, Calif.; 115 New Montgomery St, 
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American Welded Wire Fabric 


can add EXTRA PROFIT for you 
on every sale of concrete 


An extra sale of a high-profit item every time 
you sell concrete! That sounds pretty good, 
doesn’t it? It is good, and it is easily possible 





if you tie-in the sale of American Welded 
Wire Fabric Reinforcement. Concrete needs 





BUYERS WILL ASK 


ie dt Renfree” 


Be sure it is reinforced with 


USS American 
Welded Wire Fabric 


that YOU HAVE SOLD! 
UNITED ee STEEL 
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this reinforcement to resist cracks and heaving. 
American Welded Wire Fabric adds strength 
and extra life that cannot be provided after 
completion of the home, but adds less than 
10% to the cost of the concrete—less than 
1 cent a day to the cost of the average mortgage. 
These are facts that help you make extra sales. 
They are facts that are being presented force- 
fully for you to both builders and home 
owners . . . and prompt the question... 
“Is it Reinforced.” 


NATIONAL ADVERTISING 


There are powerful selling tools now available 
which help to merchandise American Welded 
Wire Fabric as an extra which cannot be added 
after the home is built. In New Homes Guide, 
and in House & Home, American Builder, and 
Practical Builder, American Steel & Wire is 
supporting you by selling the advantage of 
concrete that is reinforced with American 
Welded Wire Fabric. In addition to all of these 
selling aids, there is the added impact of the 
Wire Reinforcement Institute advertising pro- 
gram, in such publications as Better Homes 
and Gardens, reaching millions of prospective 
home builders. All you need to do is tie-in with 
this advertising at the local level. And, here are 
the promotion materials you need: 


FREE MERCHANDISING AIDS 


rofessionally prepared brochures, ad mats, 
and direct mail pieces, needing only your 
signature or imprint, are yours for the asking. 
They will help make you Reinforcement Head- 
quarters in your community! They will help 
you make that extra sale every time you sell 
soncrete! Send the coupon! 

AMERICAN STEEL & WIRE 


DIVISION 
UNITED STATES STEEL, GENERAL OFFICES: CLEVELAND, OHIO 
OLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISO, PACIFIC COAST DISTRIBUTORS 
NNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA.. SOUTHERN DISTRIBUTORS 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


ag eo a ao 


American Steel & Wire 
Dept. 3A-97, Rockefeller Building 
Cleveland 13, Ohio 


Rush me a merchandising kit, today, that 
will help me moke extra sales and extra 
profits on American Welded Wire Fabric. 
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MACKLANBURG-DUNCAN CO. 


SIZES AND STYLES 


M-D. Vametal WEATHER STRIP 
PACKAGED DOOR & WINDOW SETS 


DOOR SET WITH METAL & FELT DOOR BOTTOM 
Completely packaged with all necessary strips, nails 
and instructions. Sets are available with or without 
metal and felt door bottom. 


DOOR SET WITH THRESHOLD & EXPOSED HOOK 
Packaged door sets are also available with metal 
threshold and exposed hook. Sets are complete with 
nails, screws and _ instructions—ready to use, ready 
to sell! 


PACKAGED SETS FOR WINDOWS 
Here again in one package is a complete weather 
strip set for one window, Available for all standard 
28”, 30”, 32” and 36” double hung windows. M-D's 
packaged window sets save selling time cut han- 
dling costs... make inventory easy. 


3’ x 68” (36” x 80”); 3’ x 7’ Aluminum Threshold AF-1%”, 
(36” x 84”) available with any of with Brass Threshold BF-1%”, 


D Sets in Stainl Steel following accessories: with El-S with Alum. Threshold AFT-32”, 
Sor Sets in Stainless Stee! or stain. Steel & Felt bottom, with with Alum, Threshold AFFT-3 1%”, 


Bronze to fit 26” x 6’8” (30” x 
80”); 2’8” x 6’8” (32” x 80”); 


M-D —Miz-'WAY WEATHER STRIP 


Display takes 


small space .. 
does big job of 
selling! 


Fast-selling because it's so easy to put on. 
This is the ‘‘original’’ coil metal and wool 
felt weather strip. Each individual carton 
contains one 18 ft. roll with nails and in- 
structions, Packed 12 cartons in free display. 


MACKLANBURG-DUNCAN 
Oe 10) Ge may Am me) .46-). 10), ):e ane ae 


EI-A Alum. & Felt bottom, with with no door bottom Lock keeper 
EI-B Brass & Felt bottom, with strips in boxes of 25 or 50 


m-D On-GARD 
COIL 
WEATHER STRIP 


The ideal coil metal 
weather strip which 
comes in handy rolls— 
100 ft. each in individ- 
val carton—8 sizes 
from 9/16” to 12” 
wide ... or in 17 ft. 
rolls 14” in individual 
carton packed 12 to, 
display. Available in 
stainless steel or 
bronze. Specify metal, 
width and lengths de- 
sided 


co. 


OKLAHOMA 
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M-D <-1Z-GARD Automatic 
DOOR BOTTOM 


Meets 
Federal 
Specifications 
TTC-598 
(Grade 1) 


avtomotically } snugly agoinst 
to clear carpet floor to seal 
easily when rere out drafts when 
door opens i door closes 


Here's the perfect door bottom for all doors Com- 
pletely solves old problem of clearing rug or floor every 
time door opens—felt strip automatically raises 
Smartly designed and available in silvery-satin finish 
or anodized Albras (permanent brass color) finish on 
shield—neither will rust or tarnish. Packed in individ- 
val cartons for 28”, 32”, 36”, 42” and 48” doors 
eeeeeeeeeoeoeoooeooeoeoeeeeeeeeeeeeeeeeeeeee 


Po M-D _Aéimeal DOOR BOTTOMS 


Made of extra thick wool felt and heavy 
gauge stainless steel, brass or aluminum 
Standard lengths 28”, 30”, 32”, 36”, 
42” and 48”—packed one dozen same 

- Mi hy / ae length to carton. Special lengths also 
ad IELTS available ‘ x 
SPHOHSHSHSHHSHSHHHSHSHSHSHSHSEHHOHHHHEHHSSHOSOHHEEEE 


M-D Extruded Aluminum 
DOOR BOTTOM 


Heavy duty door bottom with extra thick 
wool felt. Packed in individual poly tube. 
Available in natural Alacrome and in 
3 permanent Anodized finishes Standard 
b lengths 32”, 36”, 42” and 48” 


@eeeeeeeoeeooosoeoeoeoooeoeeeoeeeeeoeeeeeeeeeeeee 

M-D DRIP CAPS 
for windows and doors 
Prevents rain from draining or blowing 
under door or wood casement windows. 
At left is DCB Brass or DCA Aluminum 
Holes punched, nails furnished—comes 
in any length. 


Extruded Aluminum DRIP CAPS 
New, heavy duty drip cap. Packed in 
individual poly tube. Available in natural 
Alacrome and in 3 permanent Anodized 
finishes. Standard lengths 32”, 36”, 42” 
and 48”, 


Now shipped in 12- 

pack or 24-pack, M-D 

Speed Loads are avail- 

able in Off-White or ~ 

White colors, with or without plastic nozzle. Off-White 
load without nozzle shipped unless specified. Freight 
prepaid and allowed on orders of four 24-packs (96 
loads) or more. Remember to order in multiples of 12 
or 24 


M-D Extruded Aluminum 
THRESHOLDS 


























Now comes with vinyl 
INSWINGING | 


calking strips on each foot Ncoce . | 
Now M-D Extruded Aluminum S- oy 
Thresholds Nos. AP-3% and AP-118 e Fei 
have vinyl! calking strips along the 
outside foot on both sides, as well 
as the replaceable vinyl insert on 
top. Also available in Anodized Above is application on the 
Albras (brass finish—never tar- bottom of a door of the 
nishes—never needs polishing). AP-158 Threshold, 


/ OAK THRESHOLD 
Co | Houtsine A 
> = ~~ 











y hardware, 
nd building supply deal- 
hout the country. 


ERS Order direct today. BUILDERS Sold > 


L tly. 
_soggen shipped promPr'y lumber © 
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NOW! KAISER ALUMINUM 


T THIS NEW POLICY: 


wibL Give 
a, AT LEAST> 
, 10 33% A 
ENTING 


Ince 
Hwa COs 
p. Hayden» yiaa 
Tacksonv? Soil 





SHOW 
S CONFIDENCE IN KAISER ALUMINUM ROOFING. WILL PUT US IN 


AP 
OSITION TO GIVE GREATER SERVICE TO OUR CUSTOMERS 


Russ McGinnis, S 

nis, Stott Buildir 

ggg ry Div., 2102 Wabash Septal 
t. Paul, Minnesota 


—— i eEi~O a 


Pp IN CLOSING MORE SALES OF 


KAISER ALUMINUM ROOFING. OUR THANKS FOR YOUR COOPERATION 


| THIS POLICY WILL BE A BIG HEL 


AND SUPPORT OF OUR BUSINESS. 


Harley Sherman, The T. H- Rogers Lumber CO. 


Oklahoma City, Qklahoma 





THIS REPLACEMENT PLAN SHOULD GIVE EVERY DEALER ADDED CON- 
FIDENCE IN KAISER ALUMINUM ROOFING AND WILL PROMOTE EVEN 
GREATER CUSTOMER ACCEPTANCE. IT IS A PLEASURE TO BE AFFIL- 
IATED WITH A COMPANY WILLING TO BACK UP ITS PRODUCT IN THIS 
MANNER. 


Homer F. Prakel, Ge ) 
Sanne’ Samceiiehin o. He Worch Lumber Cos 


———————————————— 


YOUR NEW POLICY WILL BE AN ADDITIONAL EFFECTIVE SALES TOOL 


FOR KAISER ALUMINUM DEALERS. IT WILL DEMONSTRATE TO THE 


THAT THE DEALER IS HANDLING QUALITY MERCHANDISE 


R WILL STAND BACK OF. 


CUSTOMER 


THAT BOTH HE AND THE MANUFACTURE 


James We Melville, J- H. Melville Lumber Co- 


Broken Bow, Nebraska 
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ROOFING OFFERS 
REPLACEMENT POLICY! 


KAISER ALUMINUM BACKS UP ITS PRODUCTS 





.-- BACKS UP ITS CUSTOMERS 





Any customer stocking Kaiser Aluminum Roof- 
ing can make an immediate replacement of de- 
fective roofing up to a value of $50. No prior 
inspection of the roofing by our representative 
is necessary. You determine the adjustment. You 
make the replacement on the spot. 


Over the years, Kaiser Aluminum Roofing has 
established an unrivaled record of consumer satisfac- 


tion ... a record so good that we are now prepared 
to back you up with this sensational new policy. 


When a claim arises you make the adjustment and 
Kaiser Aluminum will promptly replace the new roof- 
ing you furnish your customer. What little paperwork 
is required will be handled for you by our salesman. 
Only on those rare occasions when claims involve more 
than $50 will prior inspection by our representative 
be necessary. 


Kaiser Aluminum 


THE BRIGHT STAR OF METALS 


Stop in and see us at the Kaiser Aluminum booth, 1957 NRLDA Building Products Exposition, Philadelphia, Noverrber 4-7. 
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Find out how you can benefit from this new on- 
the-spot replacement policy. Our representative 
will be glad to give you full information on the 
complete Kaiser Aluminum Roofing program. 
Simply mail in the coupon! 


Kaiser Aluminum & Chemical Sales, Inc. 
Merchant Products Dept. 

919 N. Michigan Avenue 

Chicago 11, Illinois 


Gentlemen: 


Please have your representative call with 
complete information about Kaiser Alumi- 
num’s replacement policy and promotional 
program. 


NAME 





ADDRESS. 





CITY. 


Circle No. 10 on Coupon, page 268 








Selling works 
like this... 
when you get 


the kingpin! 


The Saturday Evening 


POST 


A CURTIS MAGAZINE 


Circle No. 9 on Coupon, page 268. 


Most dealers can name a lot of 
key customers. They’re the people 
who set the living trends and buying 
habits. They influence the others 
around them. That’s why they’re so 
highly prized as customers. 

National advertisers have been 
trying to woo and win these same 
people for you for years. But, until 
now, nobody knew for sure how to 
influence a large concentration of 
them in every community. 

Now, researcher Alfred Politz has 
discovered how these INFLUENTIALS 


Sells the POST 
-the mass market of active influence 


can be reached through one maga- 
zine. His recent study shows that 
8 out of 10 of the millions of Post 
readers recommend or talk about 
things they see in the Post to other 
millions around them. 

These POST-INFLUENTIALS make up 
a huge market. There are thousands 
of them in every sales territory. 
They’re helping you sell Post-adver- 
tised products . .. by word of mouth 
and by example. Are you helping 
yourself to more profits by featuring 
the brands they’re pushing for you? 


INFLUENTIAL 
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GRANT’S QUALITY PRODUCTS 
HELP SELL YOUR HOMES FASTER! 


Prospective home owners are looking for built-in 
features. Grant, keeping pace with the market, 
offers you two outstanding products, designed 
to help sell your homes more easily: 
the Grant Folding Door and Grant 
No. 2200 Drapery Hardware. Both 
speed your prospects’ decision 
to buy your home! 


GRANT NO. 2200 THE GRANT 
DRAPERY HARDWARE FOLDING DOOR 


A Real Door 

That Folds 

Styled by Paul 
McCobb, the Grant 
door has a solid 

core, %¢” thick/vinyl 





Larger glass areas give builders the 
opportunity to capitalize on Grant’s 
permanent drapery hardware. Unex- 
celled for fine appearance, sound con- 
struction and durability. 

Grant No. 2200 Drapery Hardware is 
simple to install. You'll find the addi- 
tion of this small cost item is a large 


is permanently 
laminated to core/ 
plus in your selling results. is sound-proof, 
light-resistant/can 

be trimmed with 
hacksaw/takes 
minutes to install / 
comes in four 

colors and a variety 

of sizes/is equipped 
with a friction 
catch/has new, fabric 
covered, fascia strip. 


oi 


Write for your copy of the 108 page 
Grant Reference Catalogue. Impor- 


tant information on the full line of : re | ee oe 


Grant Sliding Hardware. A refer- 


. gey 3 High Street, West Nyack, N. Y. 
ence book for all your sliding needs. 


944 Long Beach Ave., Los Angeles 21, Calif. 
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to 
help you get 


- EXTRA 
CHRISTMAS 
PROFITS 


with these 








LIFE-SIZE 
PASTE-ONS 


for 







——————— 





FIR PLYWOOD 


HERE'S A REPEAT -—with improvements —of 
last year’s successful “plywood and pattern” Christmas 
promotion. In fact, it was so successful that we com- 
pletely underestimated the popularity of the paste-on 


plywood idea. As a result, we couldn’t meet demand. 


Many dealers’ orders (we're sorry to say) couldn’t be 
filled, or were late. 

This year we have a much bigger supply on hand 
—plus several new patterns and merchandising aids. 
But don’t delay. Get your order in right now. 


If you didn’t tie-in last year, don’t miss out again. 


42 


These colorful paper paste-ons help you make three 
sales in one: 

1. the pattern itself (with a handsome mark up). 

2. glue, nails and possibly tools. 

3. and most important—a 4’ x 8’ panel of Exterior plywood. 
All of it is extra business, building sales and traffic 
—in the busy, free-spending holiday season. 


BACKED BY NATIONAL MAGAZINE AND TV ADVERTISING 
Last year’s modest DFPA Christmas ad campaign brought in hun- 
dreds of thousands of requests for patterns from people who then 
bought plywood from their lumber dealers. This year’s DFPA 
advertising is bigger and broader—national magazines, Sunday 
newspaper sections—plus national TV coverage. 
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FIRST AGAIN... 





Nee PLUS FREE SALES TOOLS for Your Own Promotion 


¢ ner se 
25 per set Each package contains a selection of 1 and 2 column ad mats for your news- 
$250 paper advertising and a supply of colorful envelope stuffers for your customers. 


per dozen 


FULL-COLOR PATTERNS PRINTED ON HEAVY PASTE-ON PATTERNS DOUGLAS FIR PLYWOOD ASSOCIATION, Tacoma 2, Washington 


PAPER READY TO PASTE ON FIR PLYWOOD 


[ss $9 
2 B $2.50 per doze 
| (25¢ each oF 0 per ‘ Yes, we want to tie-in. Send patterns in quantities checked 
| SANTA CLAUSES at left and invoice at time of shipment. (Good USA only 
| REINDEER 
. f ’ | SLEIGHS Name 
Individually {3 atom - . CHOIR BOY TRIOS 
Packaged > 6’ 6’ Long Sleig 
: : | PAIRS OF ANGELS Firm 
| FREE SALES TOOLS 
| Envelope Stuffers 
| (Up to 500 free of charge) 
| Newspaper ad mats 
| 


Address 
ee | i 


(YY 


5’ Long Reindeer | 4’ Singing Angels | 4’ Choir Boy Trio 
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Hardware Profile 





Butt-Weld @ Trussed Design 


"We Still Call Them Lumber Dealers’ 

ie a In a recent issue Hardware Age pin-pointed a 
thought with which we heartily agree. It was this: 

® it is dangerous to generalize and say, for example, 

that all retailers are sleeping, that every dealer, 


Rigid Bockbone of Steel every wholesaler is dead on his feet. Actually the 
picture is in tones of gray, a mixture of bad, fair, 
average, excellent and sensational. 


We were amused, however, by the following state- 
ment: 


"We have the same situation with the folks who say, 

'The lumber dealers are taking the hardware business 
away from the hardware dealer.’ A statement like that 
indicates a lack of familiarity with hardware selling. 


More Than 8,000 "In the first place, many, many hardware dealers oper- 
Deolers stock Dur-O-wol ate lumber yards. This is a common and profitable com- 
bination. But the hardware sales in such a combination 


are made by hardwaremen, not lumber men. 


"Selling lumber is entirely different than selling hard- 
ware. You can't take a man out of a lumbershed, where 
he's been talking running feet and square feet and put 
him into a retail store where he has to talk about gross, or 
yards, and must know the difference between 20 different 
hammer weights and styles. 


“Anybody that is going to sell hardware, at retail and in 
volume, is a hardwareman, regardless of what else the 
store may sell. We know from our correspondence that 
the men who run the retail hardware side of a lumber- 
hardware combination think, talk and read like any hard- 

would show wareman." 

where Dur-O-wel. is used ” The above, of course, shows a misunderstanding 
every second course 16" c. to c. of the lumber dealer and his hardware department. 
Good hardware people have come from the lumber- 
shed but no dealer in his right mind would set such a 


pGlinié DEFORMED man to work without some training. This training may 
be short on theory and largely practical experience 


MORTAR LOCK SIDE RODS in the long run. Actually, training comes fairly easy 
because people in yards usually know construction 
and hardware is in most bills of materials. Our 
people are doing well with builders’ hardware and 
cabinet hardware for this reason. 


And as for the other hardware, new packaging meth- 
ods are making buying, inventory checking and store 
merchandising a breeze for the new man. Having 
worked in a hardware store the men on our staff 
remember the long after hour chores of checking 
stock, writing up orders—almost endless detail which 
is being avoided now by packaging and carrying 
only fast-moving items. We’d say, for example, that 
with 20 different hammer weights a dealer would be 
ee practically knocking on the poorhouse door, if he 


EAS f TO} had an average-size store. 


‘ HANDLE As for wanting to be known as hardwaremen, this 
Call your tg, we surely doubt. In spite of expanded lines most of 
nearest distributor our retailers still consider themselves lumber dealers 
os “ite Bon, SL and we thi.ik the general public feels the same way. 
nttos Only in the largest yards do we have a full hardware 
. > department with a manager. Hardware becomes a 
part of the one-stop shopping for items needed in the 
home. 


additional If the truth be known, the lumber dealer with an 
eye to the future has something bigger in his mind. 
His thinking is being reflected in new showrooms 
which illustrate grouping for a new phrase to express 


his wider lines of merchandise and growing service 
to the home owning public. Terms like: “The Home- 
owners Center,” “Home Shopping Center,” “Every- 
thing for Building” are turning up with increasing 
frequency. 


Dur-O-wol Div., Cedar Rapids Block Co., CEDAR RAPIDS, 1A. Dur-O-wal Prod., We wish the hardware dealer well. He, as the 
Inc., Box 628, SYRACUSE, N.Y. Dur-O-wol of IIl., 119 N. River St., AURORA, BLL. lumber dealer, is participating in the old-fashioned 
4 — American freedom of choice in setting a course for 

Dur-O-wal Products of Ala., Inc., Box 5446, BIRMINGHAM, ALA. Dur-O-wol his business. He is devoting more emphasis to house- 
Prod., Inc., 4500E. Lombard St., BALTIMORE, MD. Dur-O-wal Div., Frontier Mfg. ware, sporting goods and giftware. This makes sense 
for him because only the lumber dealer has a sound 


Co., Box 49, PHOENIX, ARIZ, Dur-O-wal, Inc., 165 Utah St. TOMO, OMIO basis for complete service to the homeowner. 
Circle No. 12 on Coupon, page 268. 


information | 





34 September 2, 1957, AMERICAN LUMBERMAN 





To create her dramatic new living room, Arlene Francis 


chose rich walnut 


Craftwall has that genuine hand-rubbed 
look ... professionally pre-finished to give 
the most durable, stain-resistant wood fin- 
ish known. Every “plank’’ is hand-selected 
to show rich, natural grain. You can sup- 
ply hardwood Craftwall for an 8’x12’ 
wall for approximately $60. 


Nothing gives a room that special feeling of 
warmth and new-home style so beautifully 
as walls of Craftwall wood paneling. Case 
in point is this striking living room shown 
in Craftwall advertising in Better Homes 
and Gardens, Sunset and other magazines. 
Here’s dramatic beauty sure to make Craft- 
wall appealing to all your customers. 
Craftwall lets you offer variety: E/m, two 
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Craftwall 


America’s best-known homemaker, Arlene 
Francis, relaxes and entertains in this 
dramatic town-apartment living room 
Her choice of Craftwall wood paneling 
reflects the flair for the unique demon 
strated on her TV homemaking programs 


Note interesting 


kinds of Birch, Maple, Cherry, Oak, Knot 
ty Pine, Mahogany and Walnut. And build 
ers (home handymen, too) like Craftwall’s 
14” modular panels (48"x96", 48”x84 
32”x64", 16”x96”). Paneling jobs go fast 
with nails or Roddis Contact Cement. 
And that Craftwall factory finish sells 


Circle No. 14 on Coupon, page 2 


‘wood paneling! 


= ~~ , 
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use of moldings on the walls for framing pictures. 


homeowners. It takes abuse doesn't even 
need waxing. A damp cloth cleans it. Roddis 
Craftwall life-of-the-home guarantee helps 
convince customers, Send the coupon 
for full Craftwall details. (In New York, 
visit Roddis’ Rockefeller Center Showroom 
620 Fifth Ave.) 


too 


Wood Finishes Adhesives Plywoods Timboard 
Dealers’ Craftwall Fact File on request 

Roddis Plywood Corp., Dept. AL-957 
Please send me the Dealers’ Fact File on 


wood paneling 


Marshfield, Wis 
Craftwal 
Name 

Firm 

Address 


City 


IBS 





It’s new and different... and you will profit 
2 ways with L-0-F Glass Fibers’ Home Insulation 


- It reduces your overhead! 


You'll add extra dollars to your profits 
with the money you save on storage space 
and handling costs when you carry L:O-F 
Glass Fibers’ Home Insulation. 


iF It’s easier to sell! 


Builders and contractors are really going 
for L-O-F Glass Fibers’ new Home Insu- 
lation because of the advantages it offers 
to them and their customers. 

@ Superior performance summer and 
winter. 
much more quickly after sundown than 


those in homes with other types of 


blanket or bulk insulation. In winter, 
home temperatures respond more quick- 
ly to modern thermostatic control 
fuel bills are reduced. 


@ Reflective facing. One of the most effi- 
cient barriers to moisture-vapor travel; 
also turns back radiant heat. 


@ Easier, less expensive to install. L-O-F 
Glass Fibers’ Home Insulation weighs 
only about 1 oz./sq. ft. Permits fast, 
easy one-man installation. Lightweight, 
resilient blanket fits snugly, stays put 
while handy tabs are stapled. 


L-‘O°-F GLASS FIBERS COMPANY > 
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In summer, bedrooms cool off 


@Conserves valuable floor space. Com- 
pressed rolls take less than half the 
room needed for most other insulations. 


@ Takes up less room on trucks. Only three 
to six packages (depending on thickness 
of insulation used) are enough for the 
ceiling of an average home. 


@ Easier to handle. So lightweight, it packs 
400 sq. ft. of Standard Thick into a 20- 
lb. package. Rolls are easier to store in 
“hard-to-reach” lofts . . . easier to load 
and unload on trucks. 


Get immediate delivery on L°O-F Glass 
Fibers’ Home Insulation, in standard 
widths and three thicknesses, from the 
distributor nearest you. For his name, 
write Dept. 58-97. 


TOLEDO 1, OHIO 
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FERN FOREST DESIGN 


INVITATION TO PROFIT WITH 


DEALERSHIPS AVAILABLE FOR WASCOLITE BATH AND SHOWER ENCLOSURES 
These enclosures were the hit of Home Shows coast to coast . . . acclaimed by lead- 
ing home editors in New York . . . backed by high fashion, full page, full color ads 
in House Beautiful and other leading consumer magazines plus hard hitting trade 
ads in builder publications. 

The glamorous designs of natural fabrics, ferns and vines are not laminated but 
permanently embedded in durable Acrylite* by an exclusive Wasco process. There’s 
nothing else on the market like Wascolite Showerwall® shatter resistant, decora- 
tive, easy-to-clean, moisture proof, stays beautiful a lifetime. Enormous consumer 
acceptance makes it a high profit line. 

Send today for full-color booklet plus complete profit-facts on what a Wasco 
Distributor or Dealer Franchise can do for you. Write J. H. Leonard, Wasco 
Products, Inc., Cambridge 38, Massachusetts. 


WASCO PRODUCTS, INC. 
Cambridge 38, Mass. Toronto 15, Ontario 
Makers of Famous Wascolite Skydomes 


ascolit 
thik Shower 
nclosures 


Translucent Acrylite ceiling panels 
also available in coordinated designs. 


*A trademark of Wasco Products, Inc. 





What would a fire cost you? 


“osses don’t stop as soon as the fire is out... 
usually they are just beginning! 


When you suffer a serious fire, insurance usually com- 
pensates for the tangible losses. It’s the intangible 
losses that really hurt ... customers, good will, key 
employees, additional capital needed to put you back 
in business, your peace of mind, and a host of other 
items which, in most cases, cannot be covered by 
insurance. 


Fires seldom start big; they grow from small ones.. 
all they need is time. When you shift the burden of 
detection from human shoulders to ADT Automatic 
Protection Services, you go a long way toward de- 
priving fire of its chance to grow, and of its power 
to destroy your property and ruin your business 


ADT Aero Automatic Fire Detection and Alarm Ser- 
vice, or ADT Sprinkler Supervisory and Waterflow 
Alarm Service, will detect the incipient blaze and 
summon the fire department direct to your premises 
in those vital first few minutes 


Intruders, the cause of many lumberyard fires, auto- 
matically reveal their presence when your property 
is protected by ADT Intrusion Detection or ADT 
Burglar Alarm Services. 


May we show you what ADT cam do tor you? 


Whether your premises are old or new, sprinklered 
or unsprinklered, an ADT specialist will show you 
how ADT Automatic Protection Services can safe- 
guard your property more effectively than other 
methods...and at lower cost. Call our local sales 
office; or write to our Executive Office. 


Controlled Companies of 
AMERICAN DISTRICT TELEGRAPH COMPANY 
Executive Office, 155 Sixth Avenue, New York 13,N. Y. 


—— 


LUMBER CO. | 


= i 


ee ay 
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grant WiTh THE FLOORS Oe It Yourself ft 
our Ayn. rental sander Chega ousatinns f 








RETAILER 


* knows he’s making above average net profit because he rents American Floor Sanders 
and follows the American easy-step plan to earn a $1000 net profit annually! 





Sander rentals are here to stay, Mr. Retailer. But it’s the make of sander that determines your profit 


and your customer relations. Send for free literature now—learn why you should have an American Rental 


Sander working for you! According to national surveys, more than half the stores serving your market rent 


tools and sanders. The overwhelming majority of stores with top sales volume have sander rental 


departments! With American you get the sander and the plan 


that work best. Low cost maintenance guaranteed for 5 «i Ga New 48-page book, tells 
of ever ything your store 

i i i i Psi y be ao bs ae ie to 

full years. Big free sales promotion kit. Expert friendly sy we a rae 24 ry hors phew the 


Rta any toteds fit year after year. Get this 


help. Get all the buying facts now! ao | valuable book free—send 


coupon! 





i i TOOL RENTAL PROFIT DIVISION 
A Knowing Retailer Speaks American Floor Machine Co., 521 South St. Clair Street, Toledo 3, Ohio, 


TULSA — ‘We switched Please rush me my free copy of your “$1,000 Extra Net Profit” book. Also send me 


from another make of san- full information on the following: 
ders to your machines and (0 Send me your big illustrated catalog giving all the buying facts on sander rentals, 


Vv Vv as (1 The sander rental business is all you say it is, but | want to make even more net 
nave pene mi ple sed profit so rush me literature on your new all-purpose wet-dry rental vacuum 


; vi *, , c y 

pe he yoy es eal (0 Please send me prices on Super Speed sandpaper for my rental sanders. 
a customers like tos pets ine (0 More and more folks want floor seal—what's the story on American Pentra-Seal? 

hi i We hav ticed - ? (0 Send me a free supply of your How-To Booklet on floor sanding so | won't have 
c anes. We “ic © “iy = he to spend time explaining to customers how to operate a sander. 
increase 1n oor nisning 
materials.’’ V. B. Lawson, 
Lawson Hardware Com- ial etrs : Firm. 


pany. 521 So. St. Clair St., Toledo 3, Ohio Street. 
City, State. 


A 
GroriJrroven RENTAL FOCOLE © GALES. AMD SERVICE. CH PRIN 
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Take full advantage of the “New 


New Weldwood Department stimulates sales of wood paneling 
_and related items, enhances the appearance of your salesroom. 


WELDNO00PARELING 





WELDWOOD PANEL PARADE displays over 70 types and finishes of Weldwood Paneling. Dealers report that paneling 
sales zoomed after they installed the display, with a pronounced shift in sales from cheaper to higher priced paneling. 


Reports from dealers all over the country tell of 
increased paneling profits after they installed the 
new Weldwood Panel Parade, focal point of any 
Weldwood Home Improvement Department. 
Here your customers can see and touch the real 
wood beauty of prefinished (or unfinished) Weld- 
wood Paneling in generous-sized panel samples. A 
selling tool geared to help a prospect visualize how 


his own problem room will look when it’s paneled 


with Weldwood, the Panel Parade helps your trim, 
lumber, hardware, wood finishes, and contact 
cement sales, too. 

Contractors, new homeowners, confirmed do-it- 
yourselfers, and drop-in trade are all potential 
targets for your home improvement business. Make 
sure theyre your customers by displaying a com- 
plete line-up of Weldwood structural plywoods, 


handsome paneling, and wood finishing materials. 


ASK YOUR WELDWOOD REPRESENTATIVE 
FOR FULL DETAILS ON THE “WELDWOOD PROFIT 
DEVELOPMENT PLAN” FOR DEALERS. 
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Weldwood Profit Development Plan”’ 


A complete plan that incorporates these 4 methods of boosting 
your profits in the 15-billion-dollar Home Improvement Industry. 


® Comprehensive, sales-tested 
merchandising ‘‘packages”’ to help 
build your remodeling business 
and to increase your sales to your 
builder customers. 


®@ The Weldwood Panel Parade dis- 
play in your showroom, a “‘silent 
salesman” that really sells. 


® Sales Training to teach salesmen 
how best to take advantage of 
Weldwood Paneling’s self-sales- 
manship. 


@ Plus extensive Weldwood nation- : 
al advertising to consumers and | What cou 


Biv8 © N2-by. O46 


, Id wood Paneling do for 
the woodworking and construction (© “SuSE ° 


your dining room? 


ex = 
trades. : 


NATIONAL ADVERTISING, such as this full-color page in the Se pte mber issues of 
Better Homes and Gardens and House Beautiful, creates an image of luxury 


(oa that Weldwood Paneling offers at a price within the means of your customers 





® 
Weldwood FOR WOOD PANELING, HARDBOARD, ADHESIVES, WOOD FINISHES 


United States Plywood Corporation, 55 West 44th Street, New York 36, N. Y. 


< “ 
ae 


t— 


= 


Weldwood Catalog — Weldwood Adhesives Firzite ® — resin-sealer Satinlac non-yel Flexible Wood-Trim Veneer-Faced Alumi- 
Complete details on hard —Presto-Set Glue, Plas undercoater, lowing sealer and finish — a variety of real num Moldings — make 
woods, fir, pine, and hard- tic Resin Glue, Contact for colors-in-oil. that brings out the wood veneers in handy panel installation quick 
board and other Weld- Cement, and Waterproof vents wild grain and natural grain and beauty rolls, for covering ex and easy, eliminate cor- 
wood products for use in Resorcinol Glue cover reduces face checking, of all woods. posed wood edges ner and joint problems, 
home and industry. 95% of your market. , 
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BUILDING PRODUCTS DEALERS! 
There's a lot of useless back-breaking dig- 
ging involved in uncovering new con- 
struction business... unless you have 
someone breaking ground for you . . . 


~~. 


We help do your spadework 
for finding business 


Trying to uncover new construction business by looking everywhere is the costly way 
to get the jobs you want. The best, most economical method is to let Dodge Reports 
pin-point exactly the kind of construction activity you're looking for right in the 
area you serve. If you'd like to see how this timely, accurate daily report service 
can get you more and better business, just read, then mail this coupon today. 


TO: DODGE REPORTS, DEPT. 27, 119 WEST 40th STREET, NEW YORK 18, N. Y. 
Yes! I’d like to see how to get more business by knowing in advance who's going to 
build, what, when, where. 

I want to know whom to contact and when to submit bids. 


I'd like to see some Dodge Reports, and Id like a copy of your booklet that tells 
how to use this accurate, daily, up-to-the-minute construction news service. 


I understand that I can pick just the area in the 37 Eastern States and the type of 
construction activity that interests me. Also, that I won’t have to wade through mounds 


of data to find the information I need. 


I'm interested in General Building [_] House Construction [1] Engineering (Heavy Construction) TC) 





in the Following Area: — 


\\VPIT, 
\ | Y 
4 





a ee 
\ 





ee ie 


Dodge Reports 


ere eee - . n 
For Timed Selling to the Construction Industry 
4 \ 
/{ \ 
J Hab 
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SALES! 


Always have a supply of sales lit- 
erature on hand. Full color folders, 
promotional material and sales aids 
are FREE to every recognized build- 
ing supply dealer. 


Be sure to tell new home planners 
about the BILCO Door. Remind them 
that supplementing the inside stair 
with direct access is the only way to 
have a useful, convenient and safe 
basement. And Bilco Stair Stringers 
make building steps easier, more 
economical than ever before. 


Create interest and sales by setting 
up this “Silent Salesman” in your 
yard or showroom. A standard size 
A painted bright red comes equipped 
with attractive sign. Sold at a very 
special price on a money back 
guarantee. 











Bileo 

Follow these steps and sell BILCO Doors ee 

in volume for new homes and to replace —- 

wood hatchways. Available immediately from 

wholesale distributors in most sections. Bileo Basement Doors are packaged 
for convenient storage and handling. 

















Now you can | PF ~ AMERICA’S FINEST 

sell packaged |. BASEMENT DOOR 
stair stringers : 

for quick, easy 

installation 

of basement 

stairways. 


The BILCO Co., Dept. 733D, New Haven, Conn. 


| Gentlemen: | 
| [_] Please send samples of literature so we can order a supply. 


[_] Please send information on the display offer. 


| eS er 
City__ 


SE scan : 
| Beast 
Sold only by Lumber and Building Supply Dealers. = 
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Here’s a big new 


Dealers everywhere are finding out how they can 
sell every customer and make more profits with the 
full line of Armstrong Ceilings. In spite of the fact 
that plain tile has become a “price football,” dealers 
are finding out that their customers are willing to pay 
more for ceilings that offer better appearance and 
the comfort of quiet. With the variety of colors, de- 
signs, and textures in the new line of Armstrong Ceil- 
ings, dealers can offer customers a material to suit 
any taste, any need, or any pocketbook. 














business opportunity 


If you haven't heard the full story on this new op- all the details and show you how you can make more 
portunity in selling ceilings, call your Armstrong or money buying Armstrong Ceilings by the carton 
wholesaler salesman right away. He can give you than you can buying plain tile in carload lots. 


Armstrong Ceilings are advertised regularly on Armstrong Circle Theatre (alternate Tuesdays, NBC-TV ) 


(Armstrong CEILINGS 


Cushiontone® (Full Random and Textured designs) 
Decorator Temlok® Tile (Style 100-Tweed, Style 121-Diamond, Style 142-Starlite) 
Plain Temlok Tile (Snow White and Light Ivory) 








eo MOULERN 


sare Te 


A 


REMOVABLE 


ROW. 


WINDOWS 


R:O-W Removable Windows are modern in appearance and they are 
functionally modern. 

Because they lift out, they are easier to maintain. Because they are 
made of wood and are pressure-tight, they insure maximum weather 
protection. Customers appreciate the finest modern residential windows. 


Be sure to see the full line of R-O-W Windows in N.A.H.B. Booth 
No. 79, Conrad Hilton Hotel and Booth No. 562, Sherman Hotel. 


AUTHORIZED R°-O°-W MANUFACTURERS 


BAMA GEORGIA KANSAS (Upper Peninsula) 
MW DISTRIBUTORS MW DISTRIBUTORS MARTIN MATERIAL COMPANY WISCONSIN WINDOW UNIT CO. 
Rocky Mount, Virginia Rocky Mount, Virginia sae ~~ Missouri Merrill, Wisconsio 

MINNESOTA 


R-QO-W SALES COMPANY 


ARIZONA IDAHO 

aoe ap yy JOHNSON BROS. PLANING MILL CO 
ARK ANSAS OPS an Sy Idaho Falls, Idaho 

CENTRAL ReQoW DIST. OF ARKANSAS a oe 

North Little Rock, Arkansas oeciemaman 
CALIFORNIA 8 Os 

T. M. COBB COMPANY E ANDERSON ure CO., INC 

Los Angeles & San Diego, California a wensboro, Ke: 
Be jes 6 “yy SCHILLING ‘SASH & DOOR CO 

LUMBER DEALERS, IN Louis 

Denver, Colorado ReOeW WINDOW COMPANY 
CONNECTICUT Joliet, IMlinois 

WOODCO CORPORATION anne ae 
aoe ‘ V. E. ANDERSON MFG. CO., INC 

DEALERS WAREHOUSE | “IM Owensboro, Kentucky 

Scaitaes. Gaseete Reda winDOw COMPANY 

liet, Mlinois 

ae err STENGEL SASH & DOOR COMPANY 

Arlington, Virginia . Cincinnats (Norwood), Ohio 
FLORIDA IOWA 
V E ANDERSON MFG. CO., IN OMAHA MILL WORK CO 
Bradenton, Florida Omaha, Nebraska 
MW DISTRIBUTORS WISCONSIN WINDOW UNIT CO 
Recky Mount, Virgima Merrill, Wisconsin 


1308 ACADEMY, 


KENTUCK 
v H ANDERSON nity CO., INC. 
Owensboro, Ken 
STENGEL SASH & DOOR COMPANY 
Cin ne (Norwood), Ohio 
LOUISIA 
DIXIE tu MBER COMPANY 
New Orleans, Louisiana 


MAINE 
WOODCO CORPORATION 
Lowell, Massachusetts 
M 


Baltimore, Maryland 
MASSACHUSETTS 

WOODCO CORPORATION 

Lowell, Massachusetts 
MICHIGAN 

FLINT SASH & DOOR COMPANY 

Flint & Saginaw, Michigan 

PORTER-HADLEY oa ANY 

Grand Rapids, Michiga’ 

ROYAL OAK WHOLESALE COMPANY 

Royal Oak, Michigar 


ARYLAND 
DEALERS’ WAREHOUSE SUP. CO. INC. 


ANDREW A. KINDEM & SONS, INC 
Minneapolis, Minnesota 
MISSISSIPPI 
DIXIE LUMBER CO 
New Orleans, Louisiana 
MISSOURI 
IMSE cage cbad SASH & DOOR CO 
St. Louis, Misso 
MARTIN MATERIAL COMPANY 
Kansas City, Missouri 
MONTANA 
McDONNELL von a 
Great Falls, Mon 
INTERSTATE LUMBER COMPANY 
Missoula, Montana 
WESTERN BUILDERS 
Billings, Montana 
NEBRASKA 
OMAHA MILL ren co 
Omaha, Nebraska 
THE SOTHMAN COMPANY 
Grand fea — 
NEW HA 
wooneo. CORPORATION 
Lowell, Massachusetts 


FERNDALE 20, MICHIGAN 
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LIFQ@Lox. 


WINDOW BALANCE 


R-O-W and LIF-T-LOX are the registered 
trade-marks of the R.O.W. Sales Company. 


UTHORIZED R-O-W MANUFACTURERS 


NEW JERSEY 
WOODCO CORPORATION 
North Bergen, New Jersey 
MW DISTRIBUTORS 
Rocky Mount, Virginia 
NEW MEXICO 
LUMBER DEALERS, INC 
Denver, _— 
NEW YOR 
woooco CORPORATION 
North Bergen, New Jersey 
& Schenectady, New York 
THE WHITMER-JACKSON CO., INC 
Buffalo & Rochester, New York 
A. ROBERSON & SON, INC. 
Binghamton, New York 
ROBBINS DOOR & SASH CO., IN 
Ithaca, New York 
NORTH CAROLINA 
DALTON-BUNDY LUMBER CO., INC 
Norfolk, Virginia 
MILLER MILL WORK CORPORATION 
Charlotte, North Carolina 
MW DISTRIBUTORS 
Rocky Mowat — 


H DAKOTA 
JACK R. KINNARD & CO 
Minot, North Dakota 


R-O-W SALES COMPANY 


HIO 

FABROW MFG., INC 

Toledo, Ohio 

THE MAHONEY SASH & DOOR CO. 

Canton & Youngstown, Ohio 

STENGEL SASH & DOOR COMPANY 

Cincinnati (Norwood), Ohio 
OKLAHOMA 

LUMBERMEN’S SUPPLY COMPANY 

Oklahoma City, Oklahoma 
OREGON 

ACME MILLWORK, INC 

Kirkland, Washington 

SPOKANE SASH & on COMPANY 

Spokane, Washingto: 
PENNSYLVANIA 

ADELMAN LUMBER COMPANY 

Pittsburgh, Pennsylvania 

MW DISTRIBUTORS 

Rocky Mount, Virginia 
RHODE ISLAND 

WOODCO CORPORATION 

North Bergen, New Jersey 
SOUTH CAROLINA 

MW DISTRIBUTORS 

Rocky Mount, Virginia 
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SOUTH DAKOTA 
WATERTOWN SASH & DOOR CO, 
Watertown, South Dakota 
TENNESSEE 
V. E. ANDERSON MFG. CO., INC 
Owensboro, Kentucky 
MW DIST RIBU RS 
Rocky Mour 
TEXAS 
CHUPIK WOOD ae 3 Ay INC 
Temple, Ft.Worth n Antonio, Texas 
KRITSER SUPPLY ry , OF AMARILLO 
Amarillo, Texa 
SOUTHWEST SASH & DOOR CO 
He 


uston, Texas 


TAH 

R. W. FRANK & COMPANY 

Salt — ty, Utah 
VERMO 

TOObOD 5 cc )RPORATION 

Lowell, Massachusetts 
VIRGINIA 

DALTON-BUNDY LUMBER CO., INC 
Norfolk, Virginia 

DEALERS’ WAREHOUSE SUP. CO., INC 
Arlington, Virginia 

ISTRIBUTORS 
Rocky Mount, Virginia 
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WASHINGTON 
ACME MILLW RK, INC 
Kirkland, Washing 
SPOKANE SASH ry D OOR COMPANY 
pokane, Washingto 
West VIRGINIA 
W DISTRIBUTORS 
M4 xcky Mount, Virginia 
WISCONSIN 
ISCONSIN WINDOW-UNIT CO 
Me i, Wisconsin 
WYOMING 
FOWLER & PETH 
Cheyenne, Wy ming 
CANADA 
DOMINION SASH, LTD. 


8 Ca 
A.B CUSHING MILLS to 
Calgary, Alberta, Ca 
HAYWARD BLDG SUPPLIES LTD 
Edmonton, Alberta, Canada 
D. PORTER & SON 
Steflarton, Nova Scotia 
TANNER BLDG SUPPLIES LTO 
Lethbridge & Magrath, Alberta, Canada 


20; MICHIGAN 
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STUDEBAKER TRANSTARS 


widest horsepower choice in 1/2-2 ton trucks 





6 WAYS BETTER THAN 
THE NEXT BEST TRUCK! 


Better economy —long life, low oper- 
ating costs, easy maintenance add 
up to more profit per mile. 

Better payloads—trucking’s biggest 
cargo areas, model for model... 
high payload-to-weight design. 
Greater comfort—designed -for-driv- 


Hand-pick your performance in 
the 100-hp spread between 
Studebaker’s_ thriftiest Six and 
Biggest HD V8 

Eight Transtar power-and-per- 
formance choices cover every 
trucking job from multi-stop deliv- 
ery to cross-country hauling! 
Super-saving Sixes start at 92 hp; 


brawny V8s go all the way to 192 
hp—premium engine features 
standard on Heavy-Duty V8, 
optional on other V8; 4-barrel car- 
buretor option, too. V8 or Six, each 
of 80 Transtar models gives you 
famous Studebaker dependability 
and mile-by-mile operating thrift 
that pay off in more runs per month, 
more profit per run! 


ing cab, enclosed safety doorstep, 
safety dash pad. 
Easier control—cross link variable 
ratio steering, better braking for 
safer, faster runs. 


"57 TRANSTAR 2-TON HD 3E40 


Handsome new Transtar line brings new 
heavy-duty “‘muscle” to the 2-ton field. 
Up to 19,000 lbs. GVW, 35,000 Ibs. GCW. 
New Torque Star 289 V8 with premium 


heavy-duty features. Four wheelbases, 
131”-195”; HD 4-speed transmission, 
15,000 lb. rear axle, 6-stud HD wheels. 
Six ways better than the next best truck! 


tudebaker-Packard 


CORPORATION 
Where pride of Workmanship comes first! 


Smoother ride—two-stage springs, 
hydraulic shock absorbers stand- 
ard equipment on light-duty models. 
Better deal—from break-in to trade- 
in, starting with low, low prices! 


LET YOUR STUDEBAKER DEALER 
PROVE IT TO YOU NOW! 
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IN 15 
CENTRAL 
STATES 














Have this timely information 


at your finger tips ... it’s free? 


Structures built with pressure-creosoted materials are becoming 
increasingly popular. No doubt many of your customers are 
anxious to know where they can get actual working plans that 
will enable them to build these structures themselves. Therefore, 
three booklets have been prepared by United States Steel—one 
that covers 15 Central States, one for 14 Southern States, and ; 
Agricultura! Extension 
one for Northeastern States. United States Steel Corporation 
525 William Penn Place 
These illustrated booklets describe many types of farm and Pittsburgh 30, Pennsylvania 
' , : : SS a a i ee Please send me a set of free booklets 
ranch structures popular in these respective regions. They also Siledsa“Uipara:ta ash olan Sor soneinenia 
list the addresses of Extension Services where your customers farm structures.” 
can obtain building plans at a nominal price. Each booklet tells eemne 
why it pays to use pressure-creosoted poles, posts and lumber .. . sits 
ress 
gives special emphasis to pole-type construction. Send for a set 
of free booklets. It’s a sales aid you should have. 


UNITE O STA 78 oe STERL 
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Fast-charging at 16 rpm, with Jaeger’s 3-speed transmis- Any speed down to 114 rpm for controlled discharge of 
sion, is common practice in eflicient modern plants. stiff concrete without stalling engine. 


: : ait vi A: 


Rear drum control al fixed sleet point af ‘aan head You can also get Jaeger advantages in horizontal-drum 
permit easy handling in tight quarters. truck mixers. For details, ask for Specification CTM7. 
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Flip-over chute extension saves time and work; permits 
pouring over more area without moving mixer. 








Only Jaeger offers your choice of open end loader, sealed 
end loader or top-loading sealed drum, as wanted. 
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You, too, can increase 
payload with the 
Jaeger Model ‘‘F’’ 


In engineering the Model “F”’’, Jaeger has taken long steps 
to help you achieve the maximum payload possible with 


your trucks and drivers 
by lightening mixer weight, 
by speeding mixer operation, 
by minimizing mixer maintenance, 


by extending the choice of mixer and 
equipment to cover every type of need. 


Hundreds of pounds weight have been “designed out”. 
The rear cradle is open and clean, front trunnion and drive 
are unitized, center of gravity is shorter, all weight is 
carried within the width of the truck frame. 


With Jaeger 3-speed transmission (either automotive- 
type or hydraulic reversing) you can fast-charge at 16 
rpm, mix fast or agitate as slow as 114 rpm, and use any 
discharge speed the job calls for—all without engine rac- 
ing or lugging. Hoppers. drum opening and blades are 
designed to provide the fastest material intake and dis- 
charge of any mixer built today. 


At the job, Jaeger’s new easy-to-handle chute is another 
time saver. It is wider and deeper to handle the fastest dis- 
charge without spilling. Quick flip-over 3’ extension and 
fixed pivot point make one-man handling easy. Can be 
instantly released and swung aside for dumping direct into 
high forms or buckets. 





SEPARATE ENGINE OR JAEGER PTO 


Separate engine drive, as used on many thousands of 
Jaeger truck mixers, is standard on the Model “F”. Where 
truck engine drive is wanted, Jaeger provides the only 


front-of-engine pto operated from both cab and ground by 
finger-touch hydraulic control. Permits start, stop and re- 
verse of drum while traveling; foolproof to operate, easy 


to install at factory or in field, and simple to maintain. 


{sk your Jaeger distributor for full details—or send for 


Specification TMS7. 


THE JAEGER MACHINE COMPANY 
160 Dublin Avenue, Columbus 16, Ohio 


Jaeger Machine Co. of Canada, Ltd., St. Thomas, Ontario 
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Marlite can boost your 
remodeling profits NOW! 


At a time when many building ma- 

terial sales are slow, Marlite offers 
l= you a greater-than-ever opportunity 
és 


to cash in on the expanding remodel- 
/mppor* ‘ I 


ing market. (Home improvements 
this year for the first time in years will account fon 
considerably more sales than new homebuilding. 

Marlite paneling is one of the most profitable 
materials you can handle. The average sale is a big 


one, resulting in more total profit per sale. And now 


with new construction down, Marlite sales oppor- 
tunities are more apparent and more important 
than ever. Marlite’s many customer-wanted features 
appeal to remodeling-conscious homeowners and 
businessmen alike. And Marlite sales are not af- 
fected by season .. . there’s a ready-made market 
the year ‘round. Build your remodeling profits with 
Marlite. Call your Marlite representative or whole- 
saler now-—or write Marlite Division of Masonite 
Corporation, Dept. 941, Dover, Ohio. 


iat ro mN 


Marlite 
° ; : ©" Guaranteed by ™ 
ar. i e plastic-finished paneling “teres 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE* RESEARCH 
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LETTERS 


Worst Mistake 
| Ever Made 

To the Editor: I have read with 
interest your article in the May 
27th issue entitled, “The Worst 
Mistake I Ever Made.” We were 
particularly interested in the item 
which read: “A policy of sending 
people to a bank for Title I and 
home financing. Lost control of sale 
and many times lost the complete 
sale.” 

This situation has happened to 
us many times. However, we are 
situated in a small town of approxi- 
mately 5,000 population, where we 
have two banks which are only in- 
terested in conventional loans as 
their capital is very much limited. 
We also have a connection with ABC 
credit, in Philadelphia, but this is 
too far away for good service. 
Please advise what we should do 
under such circumstances. —C. E. 
Troutman, Paul E. Harris Lumber 
& Construction Co., Millersburg, 
Penna. 

EDITOR'S NOTE: If your service on 
home improvement loans is slower than 
that of competitive retailers, it is some- 
times possible to re-set the processing of 
your applications. Talk to your out-of- 
town lender about this. Some dealers, 
lacking mortgage sources locally, have 
searched out private investors and admin- 
ister this money in well selected first 
mortgages. A dealer should know as 
much about the mortgage money market 
in his area as he knows about lumber 
sources; with such information he often 
can profitably outsell his less well in- 
formed competitors. 





Legs on Wall 

Do-it-yourself furniture business 
has become so important at the 
Wood Lumber Co., Birmingham, 
Ala., that a full array of samples 
adorn the store display wall, as 
shown above. Beneath the samples 
are stocks of the legs ready for self- 
service. Both wooden and metal legs 
are featured. 
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IT SLIDES UP! 





IT SLIDES DOWN! IT TILTS! 





NOW 


3 windows in one 


easy, safe, outside cleaning 


from inside the room 


TWIN/TILT...the amazing new tilting window that looks and 
works like a regular double hung window. Both sashes can be 
tilted easily inward to any desired angle—and they hold position 
securely. A complete wood unit that operates on newly designed 
hardware which requires no weights, no pulleys or cords. Works 
easily and quietly, without rattles, sticking or binding. Revolu- 
tionary new “table-top” cleaning means you wash the outside 
from the inside—without stretching, without ladders, without 
danger—and without interfering with screen or storm sash. 


AVAILABLE PRE-GLAZED WITH 1/2” THERMOPANE INSULATED GLASS + FULLY 
WEATHERSTRIPPED . TILTING DOES NOT INTERFERE WITH STORM SASH OR 
SCREEN .ALUMINUM SCREEN «GIVES HEALTHFUL, FULL-WINDOW, NO-DRAFT 
VENTILATION «LOCKS CLOSED FOR COMPLETE BURGLAR PROTECTION 


Contact the distributor in your area. 
SOME PROTECTED DISTRIBUTOR AREAS OPEN 


Does not require stocking complete unit—patented hardware 
will fit your stock modular double-hung frames and sash. 


BROWN-GRAVES CoO. 


AKRON 1, OHIO 


+ T.M. Reg. Pending U.S. Pat. No. 2,666,235 


M il BROWN-GRAVES CO., Dept. AL-151-9257, Akron 1, Ohio 
al Please send catalogs and complete details. 


0 tama [] builder [] architect [(] dealer 
this NAME ee 


coupon ADDRESS 
today ! city 
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Now...builders can install a complete 


wardrobe header assembly in the 


time it takes to drive eight nails! 


‘ 


CES ie ‘ 





TRADEMARK 


NEW WARDROBE HEADER ASSEMBLY FOR GLIDING DOORS 


wall thickness from 4%” to 53%”; it standardizes 
rough openings and eliminates fascia. 

They like the consistently smooth operation after 
installation, too—it means no costly call-backs. 

Kennatrack Corporation, the world’s largest ex- 
clusive manufacturer of hardware for sliding doors, 
guarantees that Kenna-pak—and all Kennatrack 
Gliding Door Hardware—will perform quietly, 
smoothly, dependably . . . for a housetime! 


SPECIAL OFFER! 


Kenna-pak makes it so simple! The all-steel header, 
aluminum track, two nailing strips have been made into 
one easy-to-install unit. Shipped complete with hangers, 
nails, screws—everything needed to finish the job. 

Builders like the easy way it can be adjusted to any 


MAKE BIG PROFIT...GET 
FREE DISPLAY UNIT! 


HERE'S HOW: 


eh 
v 


KENNATRACK is 
sound-conditioned; it glides! 
Only Kennatrack offers hangers 
with axles lubricated for life; 
eight floating self-aligning nylon 
wheels. Deluxe or economy. 


KENNA-PAK—the all-steel 
header for by-passing doors 
with factory-installed track. 
Assembles in minutes; can be 
installed in time it takes to drive 
eight nails into two jambs. 


Tr Id 

Y 
KENNAFRAME—the original 
patented all-steel pocket frame. 
Prefabricated to save installer 
time, money. Warp-proof, 


trouble-free performance 
guaranteed. 


SS f 3 op 
SSS 15 ope 


KENNATRACK offers a full 
line of accessories, including 
patented Kennalock, door pulls, 
latches, stops, door guides— 
everything to complete 

an installation. 
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1. Buy the specially-priced 1900X Assortment 
of Six 1900—48” and Four 1900—60” Kenna-paks 


2. Get an Attractive Display Unit—FREE 
3. Get a Bonus of 12 #55 Door Pulls—FREE 


YOUR PROFIT IS 36% 

Act quickly, as this special introductory offer is for 
limited time only. See your wholesaler, or wri: 
Kennatrack at the atidress below. 


For quiet and for quality 


KENNATRACK 


SOUND-CONDITIONED GLIDING DOOR HARDWARE 


Kennatrack Corporation, Elkhart, Indiana 
A subsidiary of Ekco Products Company 


©1957 
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This compact 5' display gives you a complete 














Here’s a brand new way to display and sell 
Admiral custom built-ins. 


. eras 


This attractive, compact unit displays any 
Admiral built-in oven and 4-unit cooking top. 

Builders know Admiral custom built-ins add 
instant sales appeal to their homes. And house- 
wives recognize and expect the top quality and 
convenience Admiral offers. 


e Sturdily built stand displays 
units at normal kitchen height 


e Back panel illustrates variety 
of installations 


e Literature rack holds ample 


Get your share of this fast expanding and profit- 
supply of product folders 


able market. Set up your Admiral built-in ‘“‘de- 
e Units slip right into cutouts is partment” display and watch the power of Admiral 
—no bolting! — advertising help you sell. 


© 73” high—59%” wide— by For complete details on how to increase your 

22/2" deep & profits with Admiral custom built-ins, contact 
your local Admiral distributor now. Or, fill in the 
coupon and mail today! 


Admiral Corp., Built-In Appliance Division Dept. AL97 
3800 Cortland Street, Chicago 47, Illinois. 


Please send me details on Admiral Electric Built-Ins. 


Admiral. 


Custom 


BUILT-INS 


Name 
Firm 


Street 
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GASOLINE TRANSPORT COMPANY SACCANI DISTRIBUTING COMPANY H. W. LAY & COMPANY, INC. 
LOUISVILLE, KENTUCKY SACRAMENTO, CALIFORNIA TAMPA, FLORIDA 
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he Big Fleets buy more 
than any other 





Ford Trucks Cost less! 


*Official truck re 





gistration data for 

the past two 
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reial truck fleets have bought more deans 


big, Fest 
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8 1me that owner 


! 's of America’ 
Ford trucks than an de 
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PURETA SAUSAGE COMPANY GLASSCOCK BROTHERS FLUHRER BAKERIES 
SACRAMENTO, CALIFORNIA LITCHFIELD, KENTUCKY MEDFORD, OREGON 


PIONEER ICE CREAM DIVISION, HUNTER PACKING COMPANY A. TEICHERT & SON, INC. 
THE BORDEN COMPANY, BROOKLYN, N.Y. EAST ST. LOUIS, ILLINOIS SACRAMENTO, CALIFORNIA 
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POWELL BROTHERS TRUCK LINES, INC. 


ST. LOUIS, MISSOURI 


me ence 


a = 


7-UP BOTTLING COMPANY OF 
TAMPA, FLORIDA 
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STEVE WILSON, WHITE CITY 


ie 


WM. B. MORSE LUMBER CO. 
ROCHESTER, NEW YORK 


oo 


STAHL-MEYER, INC. 
NEW YORK CITY, NEW YORK 


WESTCHESTER COUNTY 
VALHALLA, NEW YORK 


PATTI-BONO, DELANO, CALIFORNIA SUBURBAN PROPANE CORPORATION 
WHIPPANY, NEW JERSEY 
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Goes down beautifully. Every strip of Long-Bell 
Oak Flooring is machined to fit other pieces like 
a glove. The tolerances are hair-line close. Edges 


and ends are machined to exact specifications. 


Carpenters can lay a really fine floor fast and 
easy. Homeowners like the looks of a Long-Bell 
oak floor better. And if you’re a builder 

you find this oak flooring gives you still 


another selling feature, for it’s obviously 





the best money can buy. 


If you’re a lumber dealer you discover 


INTERNATIONAL PAPER COMPANY that handling Long-Bell oak flooring 


JonG-—ReLL opens up a high-volume, high-income 


business you may have been missing. 





DIVISION 
sas City, Mo. L yiew, Wash, ‘ ; ; 
ssmaeineadduas angviow, Ham Why not look into it? Now, for instance. 
It’s fast work for fine floors. 
Fast work for fine business, too. 
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GER-PA«-- THE SHORT WAY TO SAY SUPERIOR POLYETHYLENE FILM 





Yi 


POLYETHYLENE FILM 


Hundreds of uses for every contractor, 
Carpenter — guarantee 


‘WP Repeat Volume 


eee 


Every size from 10 in. flashing up to 40 ft. wide 


You just can’t help moving a huge volume of both clear and black 

GER-PAK — because every architect, builder, carpenter or handy 

man can use it hundreds of different ways. Suggestion selling and 

display really pays off with Ger-Pak. There’s every size range for 

every conceivable use. So contact your Ger-Pak distributor today 
DISPLAY AND SALES AIDS and cash in on real volume. 


BRING IN EXTRA VOLUME 
Free aids include ad mats, For moisture-vapor protection. Under slabs, foundations, side walls, ceil- 
stuffers, printed swatches, 
and other material ings, in crawl spaces. 
For weather protection. Over unfinished windows, equipment, materials. 
For general uses. As painting drop cloths, paint can covers, protection 
for tools and other equipment. Special white Ger-Pak available for 


concrete curing. 








Designed 
To Meet FHA 


Polyethylene Film 
GERING PRODUCTS INC., Kenilworth, New Jersey 
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‘Were moving 4 
a year. it hand 





it’s decking, insulation and finished ceiling, so Insulite Roof Deck’s rug- 
ged 2’x8’ panels save a lot of time and money on handsome homes like this 
one in Santa Barbara. Calor Construction Associates, who sold this home for 


hours. And the 


carloads 
les easy, 


E. G. Ludwick (left) checks plans for an- 
other Roof Deck home, and shows cut sample 
pieces to Greg Gartrell, manager, lumber 
division (right). In center is C. J. Corrigan, 



























































$17,300, find 3 men can apply 1,200 sq. ft. of Roof Deck in 2% 
prefinished ceiling needs no painting, staining or waxing. Insulite field representative. 
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of Insulite Roof Deck 
and sells itself’ 


California dealer pushes annual Roof Deck sales 
from zero to 60,000 square feet in two years! 


Big-volume selling is nothing new at Santa 
Barbara Mill & Lumber—one of California’s 
best known yards. But men like E. G. Ludwick, 
vice president at Santa Barbara, certainly know 
the difference between “trading dollars’ and 
making money on any high-volume item. So 
listen to what he has to say about their ex- 
perience with Insulite Roof Deck. 

“We started out cautiously with Roof Deck,” 
he recalls, ‘but with Insulite’s fine sales helps, 
we lined up some top-notch builders very 
quickly. From the start, our business came 


100% from men who wanted to build new- 


INSULITE 


style open-beam homes, with beautiful prefin- 
ished ceilings, at really attractive prices. 

““We’ve been mighty pleased to see Roof 
Deck homes catching on so fast,’”’ he continues, 
“‘and to see our sales going up month by month. 
But it’s equally important that our profits really 
amount to something. Roof Deck is simple to 
handle. Nice, clean, sturdy packages. We stack 
it up high with fork lifts, right out in the open. 
No warpage, no waste, no piece by piece hand- 
ling. Yes, it’s a real money maker.” 

Sound good? Write us for information— 
Insulite, Minneapolis 2, Minnesota. 


sells easy...sells fast...stays sold 


(toh INSULITE, ‘made of hardy Northern wood —Insul ite Division of 
Sd Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 








FULL-LENGTH 


sway verrnaron Fe" TMH! Sell the Porch Enclosure known 


“sate” Sil and approved by Architects, 


Builders and Homeowners. 





?a—--- 

WEATHERSTRIPPED, 
reba ttens 
_ SASH PROVIDE 
All ponels ot top AIR-TIGHT SEAL 
screened ventilation 


below head level. 














PIN-LOK SASH SPRING 
DEVICE MOUNTED FOR 


LOCKS EACH SMOOTH 
SASH IN OPERATION 


All panels at bottom POSITION 
— draft is off floor =z 
and feet. 





“DeVAC GlassWalls” stands for a quality product 
and effective promotion — a combination that spells 
sales for you. 

The expert eye of the architect or builder recog- 
nizes the superior design and construction features 
PANELS SLIDE IN that have made this Porch Enclosure the first choice 
SEPARATE METAL for fine homes everywhere. To the homeowner, one 
a ee of the strongest selling points is the fact that the 
DeVAC porch enclosure combines both windows and 
full-length screen in a single unit. And all three — 
Deash al etesmter—  eecuueive , the architect, the builder and the homeowner — are 
creates “thermo-air” COnsTROCTON ae familiar with DeVAC GlassWalls as a result of na- 
circulation. FOR SIMPLE WOOD FRAMES tionwide promotion and advertising in leading home 

ogee aoe TERMITE AND magazines. Yes, “DeVAC GlassWalls” is a name 


yus=- _ PROTECTION your customers know and respect. 
U 


eet 6E . 
i = Write for complete details, prices and specifications. 


DeVAC, a fag ¢ @ Exclusive Distributorships Available in Select Territories 


Dept. 89, 5900 Wayzata Bivd., Minneapolis, Minn. 
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‘R’ SERIES 


For low-cost residential 


‘S’ SERIES 


For standard duty 





ox -¥-3 Mi rele) @ialemmcl-t-} mi leoled dialer 
fo UR Red @-¥-3 i Come ial-3¢- 1) meee 


al o i o-oo yb 


‘R’ Series » a low-cost beauty for residential use 
‘S’ Series - the acknowledged leader in the standard duty field 


For extra eye-appeal ... attractive, easy-to-apply trim plates. And for the speed- 
iest, surest installation possible ... Lockwood's famous SPEEDRIL. 


LOCKWOOD HARDWARE MANUFACTURING COMPANY 
Fitchburg, Massachusetts 
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YOU ARE ENTERING 
THE WINTON AMADOR FOREST 


WiRTOM LUMBER COMPANY 








With WINTON 


resources in the picture... 


= get the finest PIN 


Call or Write these WINTON MEN 





~ 


Ernest L. 
Stitzinger Jr. 
P. O. Box 306 

New Castle, 
Pennsylvania 


lowa Ohio 


Robert W. William H. 

Hamilton Coombs 

. O. Box 376 P. O. Box 188 

Mason City, Worthington, 
lowo Ohio 


Raymond !. 
McWilliams 
1348 Thatcher 
Toledo, Ohio 


Theodore H. 
Gardner 
P. O. Box 115 
Mitwovkee 1, Bc 
Wisconsin A Ohio ” 

Indiana 

John P. 

Gallagher 

P. ©. Box 
3057 
Munster, 
Indiana 


Minnesota Richard E. 


Louis F. aaere 
Huetti 3100 W 
3100 W Lake Street p 
Lake Street Minneapolis 
Minneapolis 16, Minn 
16, Minn 
William R. 
Mordaunt 
3100 W. 
Loke Street 
Minneapolis 
16, Minn 
James B. 
Stricker 
3100 W. 
Lake Street 
Minneapolis 
16, Minn. R. G. 
James Orput Pagenkopf 
3100 W P. O. Box 1 
Lake Street Wauwatosa 
Minneapolis (Milwaukee) 
\ 16, Minn Wisconsin 


Illinois 
Leroy R. 
Andrews 
P. O. Box 207 
Normal, 
Illinois 
Harry H. 
Grace 
4554 N. 
Broadway 
Room 202 
Chicago 40, 
Iinois 
Wayne A. 
Oliver 
P. O. Box 202 
Rockford, 


IHinois PP 


WINTON LUMBER SALES CO. 
3100 West Lake St., Minneapolis 16, Minn. 


Distributors of Ponderosa Pine, Sugar Pine and 
White Fir Lumber and Mouldings produced by 
Winton Lumber Company, Martell, California 
and Diamond Springs 


Michigan 
J. ¥. Sharkey 
P. O. Box 
4721 
Redford Sta 
Detroit 19, 
Michigan 


Wisconsin 


James A. 
Westrup 


James M. 
Ellison 





Cleveland 7, 
Ohio 
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Another WINTON 
SERVICE! 

From our California Mills 
Steel banded 
packaged units 
for fork-lift 
unloading 


— Open or closed cars — 


ana WHITE FIR 


A dependable source of high quality 
lumber— shipped ON TIME and graded the 
way you like it... ACCURATELY. 


You can depend on stability, experience and 
reasonable pricing from WINTON. The quality is 
high—the kind that keeps your customers coming 
back job after job. We work on the theory that unless 
our dealers make a profit no one can stay in 
business very long including us — and this is our 
65th year. Draw your own conclusions. 


What do you need—Ponderosa Pine? 
Sugar Pine? White Fir? 

These are our specialties and we're proud of 

them — from our own tree farms to finished product. 
WINTON quality and uniformity of grade gives 
you the assurance that your next shipment will be 
as well received as the last. Call or write your 
nearest WINTON man. 
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FIRST NAME IN CEILING TILE 
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NEW! 


Fiesta 
LINEAR-RANDOM 


UIET - 


Sound-Quieting Ceiling Tile by 


CELOTEX 


REG.US. PAT.OFF. 


Now—and only with Quiet-Zone by CELOTEX—you can 
give your customers a choice of white or color in sound- 
quieting tile. Both feature Celotex-patented Linear- 
Random* design by Raymond Loewy Associates. 

The new brown-flecked Fiesta overlay-pattern is spe- 
cially designed to make that colorful, expensive-looking 
“interior decorator” effect easy to achieve at low cost. 

With QUIET-ZONE, you sell superior sound absorp- 
tion...up to 20 times more than ordinary ceilings! 


. Sie <a . 
ORF PPD 


ZONE 


And CELOTEX gives you more effective advertising 
and merchandising support. Pace-setting full-page ads 
in color in leading magazines ... handsomely boxed 
samples that double as attractive displays... new 50- 
sq.-ft. carton (lighter, smaller, easier to carry out to 
car) designed for use as point-of-sale display. CELOTEX 
gives you the kind of help you need to get your share 
of the growing market for ceiling tile in new home con- 
struction and modernization. 


See samples. Call your CELOTEX wholesaler or CELOTEX salesman, now! 


E »N PATENT N 
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NEW! NEW! 


True-White 


True-White 
STANDARD 


LINEAR-RANDOM 


RESCUE AT Sey 
0 mee a 


New Advertising and i National Advertising Makes Celotex 
Merchandising aids! the Pre-Sold Brand! 
Wire rack displayers; metal frame 
displays; new cartons, attractively 
designed for point-of-sale use; 
streamers; ‘‘do-it-yourself’’ book- 
let; ad mats. 


More than a third of a century of advertising leadership goes 
to work for you when you stock and promote the brand that’s 
pre-sold: CELOTEX! 

Big current campaign features QUIET-ZONE Ceiling Tile. 





‘See next page for more big news on ceiling tile... 


x” 
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oval iit-lalm@mal-aud 
fete} aler-Je}ilejat-) 
Tamel-rerelg-lind—) 


vor-liilale te 
“SILVER LACE” 
(Silver on white) 


a tolalihva@mat-leal-rem 


went, by CELOTEX 


Smart, new, volume-priced .. . interest- 
ing designs with brand new appeal for 
homeowners, builders and commercial 
prospects. 


MOST COMPLETE LINE EVER! 


These new Designer tiles...Brush 
Stroke and Silver Lace... added to the 
popular Linen White, Sculptured White 
and pastel group, round out this great 
CELOTEX line, giving you a complete 
variety for every customer, every job. 


See samples. See all of this line that puts 
CELOTEX dealers out in front. Contact your 
Celotex wholesaler or Celotex sales repre- 
sentative, now! 


THE CELOTEX CORPORATION 
120 SOUTH LA SALLE STREET * CHICAGO 3, ILLINOIS 
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PPROXIMATELY TWO YEARS AGO, 
United Creosoting Company be- 
gan using USS Gerrarp Flat Steel 
Strapping for tying fence posts into 
bundles for pressure treatment. 
Previously, the posts—which range 
in size from 6 to 12 feet—were manually 
loaded onto tram cars, then wrapped 
with black annealed wire and hand- 
tightened with pliers. Two men re- 
quired 20 to 30 minutes to load a tram 
car with 100 to 150 posts. After treat- 
ment, the loaded tram cars were re- 
moved from the pressure cylinder and 
deposited in a storage area. Quite fre- 
quently, the wire broke due to rough 
handling, and hours were wasted re- 
stacking the posts. But this is no longer 
the case. 


re 


“With USS Gerrard Steel Strapping 
we've cut material handling time by more than 60%,” 


SAYS UNITED CREOSOTING COMPANY, HOUSTON, TEXAS 


With USS Gerrarp Steel Strapping, 
it’s a totally different story. Right at 
the beginning, the stacks of posts are 
bound into snug bundles with two 
steel bands of Gerrard Flat Strapping, 
or three steel bands if the posts are 
over nine feet long. From then on, all 
the loading and unloading is done by 
crane—onto the tram cars, into the 
storage area, onto railroad cars and 
trucks for shipment—all the while held 
secure by the original steel bands of 
Gerrard Steel Strapping. 

“The reduction of handling time, be- 
fore and after treating the wood, re- 
leases crews of up to 12 men for other 
important jobs, and has made hand 
stacking for shipment a thing of the 
past,” says Frank P. Mayfield, Execu- 


tive Vice President of United Creosot- 
ing. “We have gained both improved 
efficiency and lower costs by using USS 
GERRARD Steel Strapping. 

“Although we are in an unusually 
moist climate, we have had no trouble 
with corrosion, and I know of no cases 
where our Gerrard-strapped bundles 
have broken open, despite the swelling 
of the wood because of treatment. Our 
custcmers like steel-strapped bundles, 
since it cuts their handling time, too.” 

You, too, can receive the time- and 
money-saving advantages that USS 
GERRARD has to offer. No matter what 
your packaging-shipping problem is, 
we'll come up with a practical solution. 
Contact a USS GERRARD sales repre- 
sentative for any help you need. 


—-—-=-== GET THIS CATALOG NOW -o"— 


GERRARD STEEL STRAPPING DIVISION, UNITED STATES STEEL CORPORATION 


Gerrard Steel Strapping Division 
United States Steel Corporation 
2933 W. 47th St., Chicago, Illinois 


GENERAL OFFICES: CHICAGO, ILLINOIS 


uss Gennaro 
STEEL STRAPPING 


Round and Flat 


Please send me, free of charge, the new 
36-page GERRARD Blue Book of Packaging. 


ee Per ee Title 
Company 


Address 


BUILDING PRODUCTS MERCHANDISER Circle No. 37 on Coupon, page 268. 





-~ You'll make a special hit with housewives and builders with PREWAY 
| co nl a eS . .. and it’s easy to see why. It’s good to know, too, that your side of 
the coin is just as bright. There’s a PREWAY Bilt-In oven and counter 
range to match your customer's thinking — whether he wants to go 


gas or electric heavy on deluxe features, or keep his belt pulled tight. And important 
money can be saved, too, in putting PREWAYS “in” . . . for both gas 


Cahy nM the tHe and electric units have earned the reputation of being easiest of all to 


install. PREWAY’S 13 cubic foot combination refrigerator-freezer is 


on builder “engineered” too, an all-in-one unit that requires no kits, no 
y YOU special tools, no extra framing. 


. . There’s a full profit in PREWAY Bilt-Ins, and full-color specification 
LUM of all to install bulletins are yours for the asking. Write for the 


facts on the appliance of interest to you. 


and all of this goes for 
PREWAY’S td PREWAY INC. , 8957 Third Street, North, Wisconsin Rapids, Wis. 


Since 1917 one source, one responsibility for gas and 
electric Bilt-In ranges, range hoods, Bilt-in refrigerator- 


Refrigerator-Freezer, too freezer, oil and gas heaters, electric heaters. 


‘ 
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DEALERS’ 
PROFIT 





See the following pages for superior 
brands of hardware, building supply 
and sportsmen’s products that are 
pre-sold to millions of men through 
regular advertising in the pages of 
MECHANIX ILLUSTRATED. 


Dealers can profit by featuring these 
lines prominently in their stores and 
local advertising. National advertising 
in MECHANIX ILLUSTRATED creates a huge Hardware Show, New York City, 

consumer demand for these top brand October 14-18. Also see MI Booth 
name products. Let the many MECHANIX 
ILLUSTRATED readers in your neighborhood 
know they are available in your store. Dealers Association Exposition, 

Philadelphia, November 4-7. 


See these and other top products 


at MI booth No. 34.at. the National 


 UOACUM  adiice Eldred Glin a iiilelss 





MECHANIX ILLUSTRATED 


Watch For 


NEW opportunities 
for BIGGER profits 


with D ud LTA 


HOMECRAFT POWER TOOLS 
World’s Most Complete Line 


See Your Delta Wholesaler NOW! 


another product by 


A tj 


MECHANIX 3 
| MECHANIX Paya as 





pYol0) =) me ~ 
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for a double market! 


New B&D 34 HP heavy-duty Router gives 


your customers power and versatility ! 


Is your customer an advanced home craftsman or pro- POWERFUL, LIGHT Fast CHANGING—Flat 
fessional woodworker? Show him this new Black & — i‘ nod cary He ee a 

x r ‘ae Bs ahs = tool weighs just a little ad end for fast changing or 
Decker Tool-—one of the lightest, most compact routers ver 6 pounds _ & sharpening of bits and 


made with more exclusive features for easier, better cutters, adjusting for 


work! The B&D Router is the complete woodworking a a cutting depth 

tool . . . does beading, grooving, routing, fluting, inlay _ AccURATE ADJUSTMENT 

work. Ideal for building furniture, cabinets, hanging Pie nonnagey ap athe 

doors, shutters, weatherstripping, etc. Extra power to oa with. calibrated 

do every job in a jiffy! depth dial speeds accu- 
Whether your customer is amateur or professional F a 

once you show this router, you ll sell it. ( ‘ompare it in tain. Uhuaianeae Router Alone 

power, performance and price and you'll see why. — siecially designed han- ONLY 

Call your wholesaler today. THE BLack & DECKER dles fit palm of hand 


Mre. Co., Dept. H-610, Towson 4, Md. Switch operates with $ 50 
out releasing handles 


B&D Router Kir offers Router, six popu- 

lar bits,Straight and Circular Guide in handy 

metal kit for $88.00, saving customers $5.75. NOTE! New B&D Router Manual — pro- 
moted in extensive national advertising 
creates added demand for the new B&D / 
Router and builds sales leads for you 


3it * | Look under "Tools-Electric” 

4 Router I “ 

New U-111 ‘Judes 
inciuaes 


\ » 
rchandiser 1% - 
bits plu 
+ popular 4 
mtorful steel display case 


World's Largest Maker of Electric Tools 








Special 


for holiday sales! 





PORTER-CABLE MODEL*160 SAW 
regularly $5950 


$ 
LIMITED TIME OFFER 4.Q)90 


Write for full details 


PORTER-CABLE MACHINE CO. 
7263 NORTH SALINA ST., SYRACUSE 8, N. Y. Porter-Cable 


SAWS * BELT SANDERS * FINISHING SANDERS 
DRILLS * ROUTERS * PLANES Caley [ower fools 


IN CANADA: WRITE PORTER-CABLE, LTD., 
Box 5019, Ont., Canadian prices slightly higher. 
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IN] O)\VW/ 7 SAVE VALUABLE SHELF SPACE, 
O CONSOLIDATE BULKY INVENTORIES 
.. With the compact Weldwood counter model adhesive center 


@ stocks a balanced assortment of the 4 fast- 
selling adhesives that cover 95% of your market. 
@ returns over 38%. profit. 

@ helps customers select the right glue with color- 
keyed selector chart and clearly marked prices. 
@ gives point-of-sale impact to national adver- 
tising in Mechanix Illustrated and many other 


popular magazines. 





This sturdy counter-merchandiser 
FREE with your initial 
Weldwood Adhesive Assortment order. 











... with these versatile wood finishes 


No need to stock a dozen or more prepared wood stains. Now, with Firzite and 
Satinlac, you can offer your customers the modern way to get beautiful wood finishes 
| . FLEXIBLE WOOU-TRIM. 
= > FIRZITE . — SATINLAC narra ITE man 
—— ; —penetrating resin-sealer Sa ZZ non-yellowing 
Fy and undercoater for all q complete finish brings 
sao | ; woods, minimizes grain { out and preserves the 
M EVEN FINISHES On FIR YOO a g . - ‘lL, e 
r — and ven king. Clear Pa seen oo - _ Weldweod Flexible 
7 ; can be mixed with ; _ eauty oF all woods Wood-Trim 
4 4 standard colors-in-oil for 4 : p Water-clear, brushes ' 4 e —_ 
t re woo veneer in no 
beautiful stained ' or sprays easily, . ) 
; so rolls, for edging plywood and 
’ effects. White for blond and , ; prevents the built- lumber. Apply with Presto-Set 


by pickled effec ts, and | up” look of varnish Glue. Available woods: oak 
Ce 


, \ 
aD 


Lea 
ez 
; 


Ni, 
: 
LO as an undercoatet —) Satinlac is its birch, African mahogany, wal 


. “NM ‘a : Z 
=z —- before painting = own best sealer nut, fir, and Korina 


® FOR ADHESIVES, WOOD FINISHES, 
Weldwood PLYWOOD, HARDBOARD 


United States Plywood Corporation, 55 West 44th Street, New York 36, N. Y. 





Model 700 


only 


$1495 


For the bustling handyman who does everything or the 


weekender who wants to get done fast... 


the Weller 


Power Sander is the most useful tool you can invest in. 


The Weller Power Sander and 
Polisher has more than twice the 
sanding area of any sander in its 
price class. It gets jobs done faster 
and easier. The straight-line action 

——#t sands 
satin- 
smooth 
with the 
|} grain 
and it 
goes all 
the way 
into cor- 
ners. The 
low design is only 2'56'’ high and 

















goes under radiators and other 
hard to reach places. 


The Weller 
Power 
BA Sander 
4A features a 
positive 
paper grip that cannot slip and 
needs no special tools for paper 
replacement. 





Powerful reciprocating motor has 
no gears, never needs lubricating. 
Lightweight design fits snugly in 
hand and is ideal for vertical 
sanding—feathering dry wall 
seams, etc. Guaranteed | year. 


Well 


ELECTRIC CORP., Easton, Pa. 


£4 EERIE See a. 


GETS INTO CORNERS 


ois hl Sil sadly 


UNDER LOW PLACES 


( om 


POLISHES & BUFFS 


MECHANIX | 
ILLUSTRATED | 


PSB ter 2 oot ee agama 





































Here are the Magna tools to be featured in 
Mechanix Illustrated this fall. Here also are some answers 
to often-asked questions. 


How much space do you need to display a complete line 


of power tools? 


Magna offers you a complete power tool department, includ- 
ing: SHorsmitn, the original multi-purpose tool and Macna- 
LinE single purpose power tools. The complete line can be 
displayed and sold in less floor space than any other line or 


combination of lines. 


How large an inventory will you have to carry? Will it 
require a major financial investment to have a complete 


power tool department? 


Because there is no duplication, a complete Macna power tool 
department requires the lowest basic investment of any brand 
of tools, yet gives your customers their choice of America’s 


finest multi-purpose tool or single-purpose tools. 







With whom will you have to deal? A jobber? A whole- 
saler? What help can you get in setting up your power tool 


department ? 


Magna offers direct factory-to-you service. Every Magna rep- 
resentative is a power tool specialist who will train your per- 
sonnel in tool operation, merchandising, and consumer promo- 


tions such as power tool schools and demonstrations, etc. 


How can you be sure the power tools you carry offer the 
best possible value to your customers, and give you a quick 


turnover of stock? 


No other power tools can attract more consumer interest than 
a complete Macna power tool department. These big capacity 
Macna-L ine tools offer the only advanced engineering features 
in a generation. Plus handsome Magna “family” design. Magna 
gives you more sales-building exclusives than any other tools 


in America, makes repeat customers for every department. 








MAGNA POWER TOOL CORPORATION 


The Macna Twin-Franchise is the most wanted franchise in 
America. With this selected franchise, you have: no duplica- 
tion, one supplier, minimum floor space, minimum investment 
and inventory, and direct factory-to-you service. For full infor- 
mation, write Franchise Department, Magna Power Tool Cor- 
poration, Menlo Park, California. 
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Here is the complete MAGNA-LINE of single-purpose power tools (L to R) 9” Saw (economy-priced 8” Saw also available), 9” Saw-Jointer, 11” Band Saw, 4” Jointer, 18” Jigsaw 
(economy-priced 1212” Jigsaw also available), 6” Belt Sander (economy-priced 4” Belt Sander also available), 30” Lathe, 12%” Drill Press 



























now, in power tools, too, 


if its Remington, its right! 


MODEL 1498. 4 -rnch drill; AC-DC 25 to GOcycle; 115 volts 
2500 rpm. free speed ; 1500 rpm load speed; 3lbs.;l'.L.approved 





Remington, 


MALL TOOL COMPANY 
Division of yer Arms ene yoni Inc. 


500K y e + Park Forest, Hil 


tar 


> change without notice 


MECHANIX 
ILLUSTRATED 


the famous 149 8 Power Onilt hae § 5. 
gre hoe a mae cpa) 4 


Here’s the answer to the tough ones—the jobs that defy 
ordinary drills! Yes, now you can have power tools by 
Remington, the newest name in power tools...the greatest 
name in sporting firearms and ammunition for 141 years. 
Model 149B has the power of drills costing twice as much! 
And it’s built for superior performance on the most rugged 
jobs—as are all of Remington’s famous Mall power tools 
With its attachments, this drill can be 
planer, sander, 
driver, and Saves hours of work 
There’s a power tool by Mall Tool Company, Division 
of Remington Arms Company, Inc., for every need. For 
further information just fill out the convenient coupon. 


used as a saw, 


paint mixer, hedge trimmer, screw 


polisher, 
many other ways 


MALL TOOL COMPANY, Division of Remington Arms Company, Inc. Dept, K8 
939 Barnum Ave., Bridgeport, Connecticut 


Please send free catalog on Portable Electric Tools 


NAME 
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new From DREMEL- 


THE MULTI-PURPOSE MOTO-SHOP 


a a 
PI NOLETON, 
fr INDUSTrYE 
109 wey yy ES 
, oe 


Under this banner 
the Proto Tool Company 


will continue to 
MODEL #57 MOTO-SHOP 33.95 


POWER TAKE OFF EXTENSION 
AND DISC SANDING ATTACHMENTS 


serve your needs... 


DELUXE +57 MOTO-sHoP °49.95 


DISC SANDER * GRINDING WHEEL 
CLOTH BUFFING WHEEL * WIRE WHEEL BRUSH 
FLEXIBLE SHAFT * 12 PIECE ACCESSORY KIT 


3 SANDING DISCS m 
DREMEL MFG. CO. (Fe 
RACINE, WIS. 


FORMICA... 


builds more sales for you 
through hard hitting consumer 
ads like this — 


PROTO means 
> PROfessional > 


PROTO=TO0L5 | 


PROTO means PROfessional TOols 


DOUGLAS FIR PLYWOOD ASSOCIATION 


SHOWS CONSUMERS 
MORE AND MORE 
WAYS TO PUT 

FIR PLYWOOD 

TO USE 


, 


‘DEPA’ 


TESTED } 
‘QUAI IY, 
Seanne” 


DOUGLAS FIR PLYWOOD ASSOCIATION 


TACOMA 2, WASHINGTON 





—\ Beauly Bonded 


FORMICA CORPORATION FORMICK 
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CHANNELLOCK PLIERS 


For quick plier profits, sell the line with the profit 
leader...the popular Channellock No. 420. Backed 
by heavy national advertising in MECHANIX 
ILLUSTRATED and other leading magazines, 
Channellock is attracting more and more consumer 
interest. So stock the Channellock line and put the 
profit-leader 420 plier out front for your customers 
to see...try...and buy. 


CHAN yg, LOCK 


CHAMPION DEARMENT TOOL Co. MEADVILLE, PA. 


BOSTITCH 


Over 800 different models 
of staplers... 200 types 


Darra-James 


lt Pt 


with BUILT-1N-MOTORS 
CONVENIENT: Darra-James Motertools 
take the Sang out of choosing the 
proper motor. They come complete with 
Timing Belt, Pulley and &. E. Motor with 
Cord, Plug and Switch. g to buy! 
TIME-SAVING: Nothing to set up! Neo 
time lost! Simple to Operate: Just plug 0° Titig Atte Sew (iets = 
in, flip the switch end operete. MOV- a ~* sew at 2 minimum price 


ABLE: Each Motertool is compact — can 
be carried quickly and easily from one 
place to another. RUGGED: Entire too! 
- 


is constructed of heavy-duty cast-iron te 


atsure many years of trouble-free service. 

CHOICE OF COLORS: Availeble in Siete 

Grey of Weodlend Green. ECONOM- 

CAL: Cost less then similar tools and 

motors purchased seperately. GUAR- ° 

ANTEE: All DerraJames Power Tools ere a as tion #8) 
aon ageinst defects for o full all oper a ca chee 


ve years. 


BOSTITCH 


STAPLERS AND 








FINE GUNS SINCE 1870 
SOHHOHSHSHOHHSHHHHSSOHHSHHHHHHSHOHHHHOHHHHOHOOEOEOOE 


adn: Lite 


by BURGES 


y., BURGESS BATTERY COMPANY 
, FREEPORT ILLINOIS 


4%)" Meiater (Medel 645) Featuring 
Parallel Motion to maintain con- 
oem mes = stant distance between teble and 
line of Darra-James bledes at oll depths of cut. 
Sewderd Pewer lows 


TOOLKRAFT CORPORATION 


300 PLAINFIELD ST SPRINGFIELD MASS 


MECHANIX 
ILLUSTRATED 





RECOMMENDED PRODUCTS 


NEW TOOLS 
STANLEY 


Compare this new Stanley Sander with 
comparable heavy duty sanders... com- 
pare for performance and price. H36 is 
out in front 


Because full power is at the sanding 


pad. 
£ Because it sands much faster than 


) others. 


. 


Because it always stays cool. 


The big profit is in selling De WALT® 


Customers everywhere are swinging to De Walt as the only 
multi-purpose power tool that makes all woodworking so 
easy! 

And the selling is easy, too! You can actually demonstrate 
the many advantages only a De Walt Power Shop offers— 
how De Walt’s exclusive design gives versatility, accuracy, 
and safety that makes all other power tools old-fashioned. 
Most important, every big-ticket De Walt you sell means 
big money in the bank for you! 

Get full details on the valuable De Walt Franchise and 


proven-profit story. Write today. 
De Wart 


De WALT INC. F DeWarr | 
LANCASTER, PA.— DEPT. MIP-700 POWER TOOLS 
Subsidiary of AMERICAN MACHINE & FOUNDRY CO. 


ELMER’S® GLUE-ALL 
«ws DOMMECMS 


IT’S GOT TO BE GOOD 


The Borden Company, Chemical Division 
COCOOOOOOOOOSOOOOOHOOHHSHHSHOHHHHHO OOOO HOOOES 


McCLOSKEY LUMBER LIFE — 


A LASTING, NATURAL EXTERIOR FINISH 
THAT SHIELDS AGAINST FADING AND 
WEATHERING. isi 


McCLOSKEY VARNISH CO., PHILADELPHIA 36, PA. 


SAVAGE 340 —— a 


Heavy Duty Orbital Sander 
H36 $49.95 


— 


Stanley “Surform”. New Miracle Speed 
forming tools of 1001 uses. Easy to use, 
fast, for expert or beginner. “Surform” 
files, smooths and forms the surface of 


wood, ply wood, plastics, asphalt, tile, : 


aluminum and other non-ferrous 
metals. 


File type No. 295—$2.69. Plane type No. 296—$3.69. 


STANLEY TOOLS +» STANLEY ELECTRIC TOOLS 
DIVISIONS OF THE STANLEY WORKS 
NEW BRITAIN, CONNECTICUT 


Evarat-O-N-G WHITE-TAPES 


A FINE-QUALITY PRECISION MEASURING TOOL 
EVANS, ELIZABETH, N. J. 


TON? GU Fuooie METAL MENDER 


REAL METAL IN A TUBE eer 


we 


use it like putty — 
sets harder than lead 


TREGLOWN COMPANY, INC., FANWOOD, N. J. > 


ez, EALEE The GREENLEE line of fine tools in- 


cludes auger bits, electric drill bits, chisels, 
gouges, spiral screw drivers, drawknives, 
and many more. 


GREENLEE TOOL CO., Rockford, Ill. 


| There is a complete line of Savage, 


. Stevens and Fox shotguns and rifles 
Savage ‘ | for every shooter and every kind of 
5/ 


shooting. 


vesoemane 
SAVAGE + STEVENS - FOX FIREARMS 


'O MORE THAN 1,400,000 MEN EVERY MONTH 
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INDESTRO UFKIN 





_— 


ao CS 


TAPES © RULES + PRECISION TOOLS 
Standard of Accuracy Since 1869 


.. MAKER OF A FULL LINE OF FINE-QUALITY 
HAND TOOLS FPN LOL ome 


North Kildere at Schubert * Chicago m 


THE LUFKIN RULE CO. + Saginaw, Michigan 


GREATER VALUE PER DOLLAR 
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<> DURO MASTER 
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+e { «“” COMBINATION 
: SAW/JOINTER 
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10’’ TILT/ARBOR SAW 
a Atlas. Press. Company 


2-24 N. Pitcher St., Kelameroo, Mich 


16 SOU ALITY MACHINE TOOLS SINCE 1911 


DURO METAL PRODUCTS COMPANY 


Chicago 39, Illinois 
SSCHSHSSSHSSSHSSSSSSSSSSSSSSHSSSOSSSSSSHSHSSSSSHSSSHSSOSSOHSHSSHSSSSESHOHHHHHOOHEHOOOSCECOOEOEEOCEOSEEECEEEEEEEES 


vy AMERICAN MACHINE & TOOL COMPANY yy LYMAN GUNSIGHT 

vy ARROW METAL PRODUCTS yy MILLERS FALLS TOOLS 

yy BILCO STEEL BASEMENT DOORS * MOLLY SCREW ANCHORS 

yy BRIDGEPORT FABRICS yy PLASTIC WOOD 

vy BROWN SPEEDY SPRAYER yy REDI-BOLT 

vy CINCINNATI TOOL COMPANY yy ROGERS GLUE 

yy CROSMAN ARMS yy SHAKESPEARE FISHING TACKLE 

vy DELTA ELECTRIC COMPANY yy 3-IN-ONE OIL 

+ DIC-A-D00 PAINT BRUSH BATH yy WONDER-PASTE 

y EVINRUDE OUTBOARD MOTORS yy X-ACTO HOBBY KNIVES AND TOOLS 


yy LIQUID WRENCH 


ME CHANIX 
ILLUSTRATED 


XY FAW Ce TF PUBtICcCatTi own 





This Paint Company 
Protects its Dealers 








Franchise Agreement 
between 


The Hanna Paint Manufacturing Company, Inc. 


and 


" 


: ais 


—— 


IT IS GUARANTEED that a mutually agreed upon IT IS GUARANTEED that The Hanna Paint Manu- 
territory shall be allocated to the above dealer by The facturing Company, Inc. shall supply the dealer with a 
Hanna Paint Manufacturing Company, Inc. complete line of finest quality paint products for homes, 

farms, and industry. 


If IS GUARANTEED that the above dealer shall 
throughout the life of this franchise be free from compe- IT IS GUARANTEED, in recognition of the above 
tition by company stores owned or operated by The Hanna — guarantees, that the dealer shall stock Hanna Paints in 
Paint Manufacturing Company, Inc. adequate quantity to fill customer orders and shall display 
promote and recommend Hanna Paints to an extent in 
IT IS GUARANTEEDthat The Hanna Paint Manu- keeping with the quality of the product. 4 


ve 
facturing Company, Inc. shall furnish sales assistance VA ae hh : 
through a continuing advertising and sales promotion H/ U/j ee MHA 
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program. 


WALTER & HANNA, J® . PRESIDENT 


“35 
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When the Hanna Paint representative calls, have him 


tell you how you can get a Hanna dealer franchise. 


Hanna Paint helps 
The Hanna Paint Dealer 


run the BEST store in town 


THE HANNA PAINT MANUFACTURING CO., INC., COLUMBUS, OHIO 


PITTSBURGH, BIRMINGHAM, DALLAS 
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EDITORIAL 


An Open Letter to All Distributors 


HE year to date has been a somewhat 

lean one for many distributors and 
their lumber dealer customers. Sales 
haven’t been up to expectations and an 
intensified drive for more fall business, 
as outlined in this issue, should make a 
lot of sense. 


A successful promotion job this fall 
would be a lot easier and more effective, 
if wholesalers in this industry could 
offer dealers solid merchandising sup- 
port. Wholesalers in food, drugs, hard- 
ware to mention a few, have strong 
promotion programs for dealer-custom- 
ers. 

Ten years ago such a program was 
not necessary for the building material 
dealer. He was still evolving as a diver- 
sified retailer and his lines of merchan- 
dise were far from complete. Contractor 
often bulked large and consumer selling 
was either not wanted or misunderstood. 
Today, the situation has changed. Con- 
tractor business is still important but 
there is increased dealer interest in pro- 
moting remodeling sales and store busi- 
ness at a profit. 

The hardware jobbers across the 
country are already well established 
with their dealer service programs. Re- 
cently the Shapleigh Hardware Co., St. 
Louis, announced such a program with 
these words, “We have developed our 
program because the independent dealer 
faces three kinds of competition: (1) 
price competition; (2) competition of 
advanced sales methods, and (3) the 
cost-of-doing-business which has stead- 
ily risen for retailers, just as it has for 
wholesalers.” 

Shapleigh will now give its customers 
management assistance, help with store 
layout and merchandising, advertising 
and a series of seasonal promotions 
keyed to maximum sales in the dealer’s 
community. For dealers who wish it, 
they will offer use of the term “Keen 
Kutter” for store identification. They 
follow a similar pattern developed by 
other wholesalers in hardware who do 
cooperative merchandising under such 
names as “Western Auto,” “Ace,” “Our 
Home Hardware,” etc. 


Does merchandising help a_ whole- 
saler? The sales performance of the Ace 
Hardware Corp., where a cooperative 
merchandising service has been in op- 
eration for many years, tells the story. 
In the first five months this year sales 
were up 31% over 1956. Ace sold more 
goods for a simple reason .. . they were 
helping the retailer to soundly merchan- 
dise. 


At this stage we anticipate that some 
wholesalers will raise a few objections. 
Who pays the freight on merchandising, 
or, we haven’t the full lines of a hard- 
ware jobber. The answer to the first 
question can be quick. Hardware dealers 
pay all or most of the merchandising 
services they receive from the jobbers. 
And as for lines, the wholesaler in this 
industry is adding new merchandise at 
a faster clip each month. 


Because we believe in the soundness 
of a dealer-wholesaler partnership in 
merchandising, we will begin this month 
a pilot operation. Working with a whole- 
saler we are preparing a merchandising 
package “Operation Fall Profits” for his 
dealer customers. Admittedly it’s a 
simple program keyed to stimulating 
fall fix-up merchandise and remodeling. 
We feel that mere discussion of ethics 
on distribution will never accomplish 
anything. Only grass-roots promotion 
offers a sensible, legal, way out for dis- 
tribution problems. The _ progressive 
distributor will work with and not 
against his customers. 


We believe the time has come to face 
realistically the need for merchandising 
by the distributor. Population is soar- 
ing, total income has never been so high. 
Both the dealer and jobber must plan 
now to get a greater share of every 
dollar spent by the consumer. We believe 
retailer and wholesalers are ready for 
joint merchandising pioneered by other 
industries, with suitable changes for 
building materials. American Lumber- 
man offers its facilities as a clearing 
house for all progressive ideas in this 
direction. 
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*50°° SCREENING SALES CAN BE YOURS 


as all America moves outdoors— 


Building 
do-it-yourself 
porches 








breezeways. 


Fuilie 


CHICOPEE scacenin: 


easiest to sell because its easiest to work with! 


CHICOPEE MILLS, INC. CHICOPEE 
Lumite Division, 47 Worth Street, New York, New York 


*T.M.0.C.F. Corp. SCREENING 


BUILDING PRODUCTS MERCHANDISER Circle No. 40 on Coupon, page 268. 








AMERICAN LUMBERMAN FALL & WINTER MERCHANDISING ISSUE 





Section 


I 


Seasonal Products 


HOW TO REARRANGE YOUR 





S Bays @ 16-0" = B0’-0” 














| PAINT PAINT | PAINT ESE | 


POWER OVERHEAD DOORS 


TOOLS 





SCREENING, 
eee anne 


STR fe 


LIGHT 
FIXTURE 
Wals CONDRIES 


PRE- 
WALL |UD 


THE ae een 


FLOO 
WER- 
INGS 


OL 


UNPAINTED CAB/NET UTILITY 
FURNITURE HARDWARE HARDWARE 











“ md> og or Cessna 
ACCES 
oe BOLTS, 


SMALL ITEMS STORAGE 

















O 


COUNTER 








= 
OFFICE ¥ eeety 








ROOFING 
SIDING 


BUILDERS’ 
HARDWA 





BUILDING DOORS 


PRIOR TO RE-ARRANGING the selling floor of this typical showroom followed this layout. 
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Floor 


plan is for a proposed expandable showroom designed by American Lumberman staff 


Before Rearranging 


When store experts study this industry one of their 
most frequent comments is that not enough showrooms 
reflect the changing seasonal demands of the customer. 
They point out that each line of products has its best 
selling season ... that slow-selling merchandise should 
be given minimum or no display area at certain times 
of the year. 

While a customer with a broken storm window is a 
almost sure customer for glass, glazing compound and 


points, a great volume is being lost each fall in many 


yards. It has been estimated that 58% of the items 
purchased in the retail yard are bought strictly on im- 
pulse. Timely displays of logical merchandise for fall 
could boost this figure still higher. 

September is an excellent time for a general house- 
keeping in the store. Non-seasonal merchandise can be 
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removed te the shed of warehouse. Half-empty bins 
can be consolidated, free space for new merchandise. 
The final result is a more attractive store, ready for 
fall merchandising. And with the store in shape why 
not try an open house along the lines described on the 
pages that follow. 

On the next page a revised floor plan shows how 
seasonal merchandise has been given the choice display 
positions in this store. Placing emphasis on seasonal 
items at the front and near the sales counter will in- 
crease sales volume, make it easier for the customer 
to buy. 

Moving merchandise about for seasonal emphasis 
goes farther than just the beneficial effect it has on 
sales. Rearranging the store gives the employe a 
feeling that management is intelligent and alert to 


September 2, 1957, AMERICAN LUMBERMAN AND 





CHAPTERS INCLUDE: 


Showroom arrangement (below); jobber 
helps dealer in fall selling; sales 
incentives; paint; tools; metal products; 
calking; hardware; floor finishes; 
insulation; ceiling tile; weatherstripping 
and advertising. 


SHOWROOM FOR MORE FALL SALES 
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After Rearranging 


Key to seasonal product displays 


Fixture 


progressive merchandising trends. It encourages sug- 1. Seasonal Hardware—door checks, storm window hard- 


gestive selling by the clerk because he has actually ware, etc. 
played a part in physically revamping the store for the 
fall drive. 

Store atmosphere created by lively banners and 
signs are just as important as changing the location 
of products in the store. To achieve the overall fall . Glass substitutes, polyethylene film, building papers. 
feeling throughout the store retailers may purchase 
special kits of paper and cardboard materials from . Exterior and trim paints, preservatives. 
most display houses. A typical kit we looked at recently : ’ , aan ; 
had a “Harvest Festival” theme with a wide assort- . Fix-up items—calking, weatherstripping, glazing needs, 
ment of signs, banners and pennants. There were spe- glass. 
cial price tags and corrugated cardboard display ma- ts 
terials for use as canopy inserts or above wall display . Roofing and siding, roofing compounds. 
fixtures. The price was low and it seemed an excel- Note: garden supplies, pre-mixed cements, removed 
lent package for giving a store a fall feeling. to warehouse. 


Mass insulation display. 


Combination doors and windows. 
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INCENTIVE 
CENTER 


JOHN PAVEY, president of Great Lakes Distributing Co., whose 
retailer cooperation program built off-season sales, stands out- 
side the well-equipped meeting room at South Bend warehouse. 


SELLING KITCHENS is easy with a good show- 
room display, says G. C. Kallewaard, Babbitt 
Lumber Co. Kallewaard is enrolled in distrib- 
utor's kitchen school. 


SEASONAL PRODUCTS — 
SALES MANAGEMENT 


- 
— 
LUMBERMAN B. W. CHANDONIA, Lowe Lumber Co. says: 


"Jobber-training for our men in selling and product knowledge 
helps us most.” 


JACK ROBINSON, Robinson Lumber Co., recorded millwork sales 


increases when other products were declining in volume. 


Jobber Helps Dealers End “Red Ink” Months 


Cooperative wholesaler-dealer program 
pushes up sales for both outlets — a case 


history. 


“There’s no need for a major winter slump in a re- 
tail lumber dealer’s sales patterns,” says Joe Dillon, 
general manager of Great Lakes Distributing Co., 
South Bend, Ind. “We feel that we as wholesalers have 
a responsibility to help the retailer avoid this red ink 
period.” 

As a result of this policy, Dillon’s organization last 
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winter put into effect an intensive sales program, 
which didn’t stop after the retailer had placed an order. 
It went on and helped the retailer move the merchan- 
dise to contractor and homeowner. 

The program concentrated on one major product 
line—stock millwork. 

“Woodwork is not just another stock item,” ex- 
plained Dillon. “It takes special handling by both job- 
ber and dealer.” 

Stimulates winter business. The Great Lakes Dis- 
tributing Co. program began very early in 1957, while 
dealers’ volume were still in the annual “red ink” pe- 
riod. Almost at once dealers reported results. It has 
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COMPLETE SHOWROOM on wheels outfitted by Great Lakes Distributing Co. 


usedto help retailers sell millwork to contractors. Also the trailer is used for 


meetings to train dealer personel at the yard. 


WINDOW ROW stretching from entry to sales counter at Robinson Lumber 
Co. enables lumberman Robinson to do a complete window sales job. 


continued up to the present and is scheduled to carry 
on, with variations, through the fall and winter. 

Here’s the eight-point program the wholesale men 
from South Bend (also Logansport and Fort Wayne, 
Ind., where Great Lakes has warehouses) brought to 
dealers in northern Indiana and southern Michigan: 

1. Millwork displays showing windows and kitchen 
cabinets “in action.” 

2. A cabinet training program for dealer salesmen. 

3. Educational and inspirational meetings for 
dealer personnel, contractor-customers of the dealers 
and local architects. 

4. Advertising on millwork for local use. 

5. Direct mail pieces. 

6. A cooperative advertising plan. 

7. Special millwork figuring slide rules and data 
books for builders. 


BUILDING PRODUCTS MERCHANDISER 


CONTRACTOR C. A. BAKER, Mishawaka, Ind., 
now uses the wood windows handled by Lowe 
Lumber Co. after learning about them at a home 
builders meeting sponsored by the distributor. 


PRODUCT MEETINGS for contractors, jointly 
sponsored by retailer and jobber, are good, help 
us boost sales, says S. E. DeWald, Fort Wayne 
Builders Supply. 


8. An illuminated sign identifying the dealer as an 
authorized outlet for the wholesaler’s millwork line. 


Results were good. The original program was 
brought to Dillon’s organization by a millwork manu- 
facturing organization. Dillon and his associates 
seized it avidly, added some twists of their own and 
put it to work. 

tesult: the millwork volume of both jobber and co- 
operating retailers began to move upward during a 
time when general building products sales were down 
and construction slow. 

Dillon assigned one of his men to work as a millwork 
specialist, equipped him with a house trailer fitted up 
with woodwork samples, folding chairs and projection 
equipment. Dealer personnel meetings were held in 
the trailer. It was hauled out to construction jobs in 
company with dealers’ salesmen so that contractors 
could see the products’ features. 

(continued on next page) 
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No wonder 


ELMERS 


is the fast-selling 
line of glues! 


(the line you should stock) 


® TBC 




















ELMER’S® ELMER’S® 
WATERPROOF GLUE CONTACT CEMENTS 


It's the glue that boating ex- Both regular and non-flam- 
perts use. Exceeds military mable types. Bond plastic 
specifications for waterproof laminates to plywood 
glue. Resistant to acids, al- quickly, without clamps or 
kalis, fungus, rot. Super presses. Highly resistant 
bond is stronger than the to heat and moisture. Also 
wood itself. Ideal for any for installing plywood wall 
outdoor project. panelling without nails. 


ELMER’S® 
GLUE-ALL 


Here's the modern plastic 
glue that sticks fast and 
strong. Dries clear, won't 
stain. Ideal for wood, paper, 
cloth, a porous 
material. In handy squeeze 
bottle, plastictube, and giass 
jars; sizes from 19¢ up. 





A glue for every job 
... made to do a better job! 


All 3 nationally advertised 
in the leading magazines 
read by glue users 


@ SATURDAY EVENING POST 
@ POPULAR MECHANICS 

@ POPULAR SCIENCE 

@ MECHANIX ILLUSTRATED 

@ AMERICAN HOME 

@ BETTER HOMES & GARDENS 
@ SUNSET 


a profit-building merchandising idea . . . 
a free “‘Glue-It-Yourself Corner” kit 


y 


oat 


Get yours today. Includes attractive “Glue- 
It-Yourself Corner” sign that will brightly 
flag your glue department . . . shelf strips 
... ‘idea sheets” to help increase sales... 
customer literature . . . Elmer's Glue Chart. Ask 
your distributor for yours, or write us direct. 


\ . - 
THE ELMER LINE IS THE STRAIGHT LINE TO GLUE PROFITS! 


The Borden Company, Chemical Division, 350 Madison Ave.. New York 17. N.Y. 
Circle No. 30 on Coupon, page 268. 


Glue-it- 
Yourself 
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JOBBER HELPS DEALERS 
(begins on page 88) 





Meetings were held during working hours and in the 
evenings, in dealers’ showrooms, hotels and restau- 
rants. 

“Our men made about 500 dealer calls, telling our 
story to more than 35,000 people, including dealer 
personnel, contractors and architects,” Dillon said. 


Meetings produce results. Here is what was 
learned: (1) Late fall, winter and early spring are 
excellent times to hold these sessions—probably the 
best time of the year. (2) Frequent contact with dis- 
tributors’ men helps sales by giving dealers’ people 
needed sales and product training. (3) Yard person- 
nel gather encouragement to use the sales techniques 
they observed in the meetings and sales rise accord- 
ingly. (4) A program of jobber-retailer cooperation 
creates an atmosphere of mutual understanding be- 
tween dealer and jobber for they get better acquainted, 
recognize each other’s problems more quickly. 


How dealers profited. Comments of typical deal- 
ers who benefitted from the Great Lakes program show 
the benefits of teamwork. 

“It’s not the manager or purchasing officer who 
needs this product information and sales help,” said 
B. W. Chandonia, Lowe Lumber Co., Mishawaka, Ind. 
“Instead, it’s the men at the counter and our outside 
salesmen who meet the customer and fill his needs. 

“During the building season our men are on the go 
constantly, getting business. But during the winter 
months they enjoy the meetings on products and selling 
given by the jobber. The Great Lakes program has 
helped us sell.” 


Display room improved. At Babbitt Lumber Co.. 
Niles, Mich., the firm’s new store displays two model 
kitchens; the Great Lakes program helped John Bab- 
bitt, owner, and G. C. Kallewaard, manager, set up 
this effective display. Babbitt said his firm was send- 
ing two men to the Great Lakes cabinet training school. 


Help needed. “Each year we feel less adequate to 
handle our business as it is developing into more tech- 
nical products,” said Jack Robinson, manager, Robin- 
son Lumber Co., Alexandria, Ind. “We realize more 
and more how little we know. We welcome this kind 
of help.” 

In cooperation with the Great Lakes salesman, Rob- 
inson has set up a complete display of windows in his 
store. To display kitchens, he uses an area in the store 
to set up kitchen cabinet jobs prior to delivery, uses 
the first sale to create more. 

“Our sales have increased since we picked up selling 
ideas on cabinets and windows from the jobber’s man,” 
he added. “Our big increase has been in cabinets, 
where we get two shots at business—new homes and 
modernizing.” 

Robinson and his assistant manager, Charles Kerr, 
are enrolled in the Great Lakes kitchen training school. 


More enthusiasm gained. “It is my own feeling 
that we’re selling more wood windows to builders since 
the Great Lakes program began,” said S. E. DeWald, 
operations manager at the big Fort Wayne Builders 
Supply Co., Fort Wayne. DeWald reported that the 
firm’s total sales to contractors had dropped in recent 
months while millwork sales grew. 

The company, which formerly manufactured wood 
windows itself, now finds that selling a branded, well- 
promoted product is better for them than selling their 
own. They limit their window making to specials, take 
standard sizes from the wholesaler’s stock. 
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NEW ARDOX SPIRAL NAILS 


are available in 5 package sizes to fit every job 


THE DISTRIBUTOR 
likes them because: 











© Big dealer demand .. . builds 
turnover 

@ They are easily warehoused... 
ARDOX nail cartons are 
readily stacked and shipped 

© Quick identification . . . size and 
weight information is clearly 
printed on two sides of carton 


© They reduce inventory time 





THE DEALER 
likes them because: 


= 


© They're convenient for self- 
service operations 


© They permit attractive displays 


© Weighing and wrapping are 
eliminated 


© Packaged to meet every 
customer’s needs 


© No bins or kegs required 


THE DO-IT-YOURSELFER 
AND ALL YOUR CUSTOMERS 
like them because: 


@ Increased holding power—gives 
stronger, longer-lasting 
construction 


© Easier driving—up to 30% easier 
driving speeds construction 


© Less splitting—threads into wood 
with minimum fiber damage 


© More nails per pound—there are 
more ARDOX nails per pound 


Jl Jones & Laughlin 


STEEL -.--a great name in steel 
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Attention-getting Mats for Your Ads 


Shown on the opposite page are a few of the original, 
exclusive illustrations offered to dealers by ADservice. 
The cheerful squirrel is a real eye-catcher, and he’s giving 
practical, timely advice to your homeowner prospects. 
Send coupon below for free book showing 109 new mats 


and su ggested layouts. 





SIGNATURE CUT HERE 























INSULATION 








STORM SASH 






































YOUR NAME 




















AMERICAN LUMBERMAN 
139 No. Clark St., Chicago 2, Illinois 


Send me FREE No. 2 ADservice catalog 


Send me mat page No. 30. | enclose $3.95 
Send all twelve mat pages Nos. 23 to 34. | enclose $44.90 


Name 
Firm 


Street 


Zone State 





City 
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Here’s good advice . . . Now is the time to weatherproof your home 
... to insure family comfort no matter how tough old man winter 
gets ... to protect your property against damage from driving sleet 
and snow, blizzards, freeze-and-thaw! 

We are headquarters for repair and modernization materials. See 
our displays of everything you need to make your home ship-shape 


and cozy... COME IN TODAY! 




















| 
<= 


NEW ROOF 











YOUR NAME 











hese suggested layouts show how you can use AD- 
service mats in ads of various sizes. Your newspaper 
can set up your ads to look like these, or you can ar- 
range the individual mats in layouts of your own. 

Left: 1 col. x 11 in. ad with mats nos. 319, 318, 315, 


316, 322 
Center: 2 in. ad using mats nos. 313, 274, 
» 


317, 316, 312, 322 


Right: 3 col. x 16 in. ad with mats nos. 314, 317, 309, 


3 
272, 321, 318 
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American Lumberman [ijgethtedianas 





ADservice K{@) 


Mats shown on this page actual size. This 














is one of a series of mat projects, for 
your year ’round ad campaign. This en- 
tire page of 10 mat illustrations only 
$3.95. 




















MAT NO. 314 
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U ead | 
Comb. Windows Storm Doors MAT NO. 321 MAT NO. 322 
MAT NO. 320 
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SEASONAL PRODUCTS — SALES INCENTIVES 





MS 


BOB GRIMES divided his county map into zones, then made calls 
methodically two afternoons each week on farmers in each zone. 
This sales planning paid off. 


RECORDING THE RESULTS of each sales call enabled Grimes 


to check back with good prospects at the time materials were 


to be needed. 


Sales Contest Increases Winter Business 


Result: Higher volume of profitable 


sales, less competition with other yards. 


Last winter a sales contest promoting farm fencing 
at a special price increased the total number of high- 
profit items sold to farm and city customers of the 
Spahn & Rose Lumber Co., line yard operating in Iowa 
and Illinois. As a direct result of the contest, the firm’s 
yards sold 268,377 pounds of fence products, a sizable 
increase over the previous year. 

More important than this, however, were the in- 
creased winter sales in all lines. 

“The yards which worked on the contest increased 
their total sales,” said Charles Spahn, president of the 
firm. “This total increase was not seen at our yards 
which didn’t participate in the contest.” 

Bob Grimes, manager of the Spahn & Rose Lumber 
Co. yard at Marion, Ia., outlined the contest results. 

“We’re not primarily a farm trade yard. However, 
we worked on the contest and while we didn’t win any 
prizes, we’re pleased with our total sales gain. 

“Regularly two afternoons each week during De- 
cember and January, we made calls on the farmers in 
our trading area. First we took the county map, divided 
it into zones and then methodically called on the 
farmers in each zone, one after the other. 

“Using the special fencing offer as our reason for 
calling, we visited 170 farms during the period. We 
found 75 farmers at home. 

Sales reported. “Out of these 75 calls we developed 
nearly $6,000 worth of business, not all of it farm 
business by any means,” Grimes said. “Often the sales 
came from relatives and friends living in town, men- 
tioned during the conversations with the farmers. 

“One tenant farmer called on in December came to 
the yard the following July to make a substantial pur- 
chase, his first from us. 

“About 50% of these sales were made to customers 
of other yards,” added Grimes. “We got the business 
not because of cut prices, but solely because of our 
interest in going out of our way to call on them. In 
fact, making calls on farmers seems to eliminate price 
chiseling,” Grimes said. 

“A few people we called on turned out to be former 
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SPAHN & ROSE LUMBER CO. 


SALES GUIDE 


sans 


YARD - 


NAME OC Guten. 


ADDRESS 
‘a 
Address 


PROSPECT FOR 
(0 Hardwood Floors 
C0 Attic Insulation 
© Kitchen Cabinets 


| 


oo00000 
A: 
* 

f 


WANT INFORMATION ABOUT 


newanie, Foetal! La (Faull Chas 
Aer 
| Clason € fohop 


THIS SIMPLE FORM was used by Spahn & Rose 
Lumber Co. salesmen to keep track of the build- 


ing needs of farmers in their areas, learned during 
the sales contest. 


customers of ours who had left us because of some 
grievance. We were able to fix up these cases and 
bring them back as customers.” 

Grimes’ technique was to make the call, explain about 
the special price being offered on farm fencing during 
the sales contest, ask for a fence order and then lead 
the conversation into channels which would bring out 
information on the farmer’s building plans. Finally, 
Grimes would leave either a yardstick or a calendar as 
a souvenir. 
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Minnesota 


PAINTS 


Window valance 

Clock sign a) Deeptone banner 
Life-size display 

Kleen-Stik window stickers 
3-dimension Painter Paul plaques 
Cloth banner 6 “How to” literature 
Envelope inserts 

Architectural specifications 


Reference book 





Special consumer booklet 

“Wet Paint” sign wv Farm folder 
Ad mats, radio scripts 

Resort promotion A Cancards 
Minnflo banner 


PICTURE YOURSELF AS THE CUS- 
TOMER shopping for paint and you 
will see why Minnesota’s shopper- 
stopper merchandising makes paint 
sales easier, faster, more profitable. 
More than half your selling job is 
done for you with colorful, eye- 
catching, informative promotion 
pieces like those shown at right. 
Complete program includes every- 
thing you need for display and sales. 

With the Minnhue Custom Color 
System, no valuable shelf space is 
taken up by slow-moving colors. 
You reduce inventories yet provide 
a paint for every purpose and 294 
decorator colors! Mail coupon today! 


Minnesota Paints, Inc. 
1101 3rd Street South, Minneapolis, Minn, 


MINNEAPOLIS FORT WAYNE 
@ Please send full details on your 1957 merchandising plan 


Name 





Firm 
I \..4A\ Address 
ATLANTA DALLAS 
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SEASONAL PRODUCTS — PAINT 





COLOR Seidl CENTER 


COLOR PLAN CENTER has three-section color style book: 
one section is color harmony guide; second section is a 
chart of 125 oil base colors and a third section shows the 
outside rubber base colors available. 


COLOR CHIPS AND SAMPLES on two sliding doors are 
used to help housewife in selecting the right color combi- 
nation. Scene is at Ed Porter Lumber Co., Garden City, 
Kansas. 


September and October are peak months — 


Color Matching Booms Paint Sales 


Kansas dealer turns paint inventory seven 
times by 


1. Store paint center designed for maximum 
customer service 


Home calls emphasizing color harmony 
Special meetings for contractors, builders 


Intensive advertising program 


A color-matching service, home calls and a strong 
advertising campaign have combined to push up the 
volume of paint and allied merchandise for the Ed 
Porter Lumber Co., Garden City, Kans. About $15,000 
of the firm’s annual sales volume of $265,000 came from 
paint sales last year. 

Manager Wayne S. Bertholf claims the added em- 
phasis on paint has attracted more women to the yard 
in addition to do-it-yourself and general consumer 
volume. 

With the color matching service, the store has just 
over $2,000 invested in paint inventory. Of this sum, 
about $1,600 worth is stored in the warehouse and $500 
is on the sales floor. 

“Before we started matching colors,” declared Ber- 
tholf, “it required five times as much stock and we 
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couldn’t give the service we give now. What’s more, 
we didn’t have the turnover. Last year, we turned our 
paint stock seven times plus. 

“Now we can offer the customer 500 different colors 
and shades from our own stock and for any real tough 
problem, we can go direct to the paint company. So 
far we have been able to come up with the exact color 
duplication in every case. This is the sort of thing that 
gets around and really promotes paint sales for us.” 

The two biggest paint months at the Porter yard are 
September and October. Each of these months average 
$6,000, leaving approximately $9,000 to be fairly evenly 
divided over the remaining 10 months. 


Intensive advertising. The yard uses cooperative 
newspaper display space, direct mail and home calls, 
mostly in the evenings. It stages two annual evening 
get-togethers. These Dutch lunch meetings are attend- 
ed by about 50 builders and painters. Manager Bertholf 
sends out personal invitations with a return reply re- 
quest. A paint company representative provides a 
speaker, who usually shows a color film. The yard picks 
up the lunch tab and the paint company provides the 
door prizes. 


Home calls. On these calls, Bertholf takes along in- 
terior decorating literature, color harmony charts, an 
application board and color samples. He likes to de- 
velop harmonizing color’ combinations in the actual 
room to be painted. 

(continued on page 98) 
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SUPERBLEEN ¢ merchandising changes ‘“‘waste” space 


into payoff space for this New England dealer 


SUPERS bpusHEs fos 
t 4 


Se = 


oy is 


Do-it-yourselfers are impulse buyers. That's why 
Demers makes full use of Superkleen’s free self-selling 
Space Saver Brush Vendors and dynamic Sales-Mobile. 

“The Space-Savers give me hard-sell merchandising 
in small space thet used to go to waste,’ says Mr. 
Demers. “These miniature brush departments really do 
a job of selling the do-it-yourselfers. The Sales-Mobile 
is a good deal, too, because it’s always*on the job to 
remind customers they need brushes and it doesn’t use 
an inch of floor or counter space.” 


SUPERKLEEN HELPS YOU PUSH SALES UP 
with these hard-working profit aids 


Exclusive Multi-Item Merchandisers 
Dynamic Sales-Mobile @ lady Sue Self-Merchandiser 
Sellagram — Your Bi-Monthly Merchandising News 
Profit-Protecting Brush Department Inventory Control 
Complete Selling Guide for Retail Salespeople 

Brush Tips Folder and Dispenser @ Brush Selector Chart 


Self-Selling Space-Saver Display Vendors 


< 


SUPERBLEE 


BUILDING PRODUCTS MERCHANDISER 


Mr. Demers’ Superkleen P.B.M.C. (Paint Brush Mer- 
chandising Counselor) showed him many ways to use 
the Space-Savers effectively in addition to providing him 
with a steady flow of other storewide merchandising 
ideas. “The services of my P.B.M.C. are typical of the 
way Superkleen’s year-round dealer cooperation program 
is helping me make more money,” Mr. Demers says. 

Don’t let another day go by without investigating 
Superkleen’s unique profit-boosting Dealer Cooperation 
Program. Ask your P.B.M.C. or write us now! 





Here's the brush that helps you ‘‘sell up’ 
SUPERKLEEN ANGULAR SASH TOOL 


It’s a “must” for touch-up work with every 
roller sale . . . with every order of sup- 
plies for furniture refinishing with al- 
most every wall or exterior paint and 
brush sale. You can nearly always sell it 
as an extra brush simply by suggesting it 
You can do so with assurance because it’s 
professional quality. 











® 
DIVISION OF DEVOE & RAYNOLDS COMPANY, INC. 
DEPT. L-57 PRINCETON, INDIANA | 


Circle No. 43 on Coupon, page 268. 





SELL YOUR CUSTOMERS ADDED 


SECURITY 


with 


solid brass 


5-pin tumbler cylinder 


ESD Gi r-U oe 4 


Dealer 
Display 
Mount 
Available 


No. 1280 


Cylinder Tubular Dead Bolt 

Bolt operates by key from out- 
side, or by turnpiece from 
inside. Bolt deadlocks when 
fully thrown. 


LOCKS 


ALL with cylinder collars 
that protrude from door 
less than ever before 


ALL smartly designed and 


precision engineered 
ALL easily installed 


No. 1281 


Cylinder Tubular Night Latch 
Latch operates by key from 
outside, or by turnpiece from 
inside, Automatic deadlocking 
latch may be held open by 
raising hold-back catch. 





No. 1284 
Double Cylinder Tubular 
Dead Bolt 


Double cylinder deadlocking 
bolt. Operates from either side 
by key. Bolt deadlocks when 
fully thrown, 


No. 1278 


Rim Cylinder Night Latch 
Solid brass, 5-pin tumbler 
cylinder. Sturdily built, solid 
steel case and shank. Latch 
has convenient hold-back fea- 
ture which leaves one hand 
free for bundles, children, 
etc. Easy to install: only one 
hole to drill. 





No. 1285 


Cylinder Tubular Night Latch 


Latch operates by key from out- 
side, or by turnpiece from In- 
side. Latch may be held open 
by raising the hold-back catch. 


WRITE FOR LITERATURE AND PRICES 


ATIONAL HARDWARE 


CORPrPORATION 


Ozone Park 16, N.Y 


* 205 W. Wacker Dr., Chicago 


Over 25 Yeors Monufacturing Fine Builders Hardware Exclusively 
Circle No. 44 on Coupon, page 268. 





TINT COLOR CHART is studied by housewife at Ed Porter Lum- 


ber Co. This tells her how to create the exact color she wants. 





COLOR MATCHING 


(begins on page 96) 





“This is where we can really show the housewife 
what we can do with our colors,’”’ Bertholf explains. 
“When she sees these colors in her own living room, she 
is much more impressed than by the same demonstra- 
tion at the yard. Home calls have paid off big for us.” 


Special lighting. Three different types of lights 
an incandescent yellow, a fluorescent blue and a fluores- 
cent daylight—illuminate the desk and color selector 
in one section of the Color Center. This shows how 
colors will appear under these three different types of 
lighting. 

“If the housewife can’t make up her mind,” Bertholf 
adds, ‘“‘and feels she needs more help than we can give, 
we send her problem to the paint company. In a very 
short time, we have the answer.” 


HOME CALLS help develop a lot of paint business. Manager 
Bertholf visits Mrs. G. W. Nelson to show her a correct color 
harmony for this living room. This call resulted in a $100 paint 
sale plus material for a play room. 
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Who Says the 


Aluminum Window Business 
Isn’t for You? 


Here’s straight talk from Per-Fit, an established manufacturer who can prove that you belong 
in the Aluminum Window Business...who can put you in business easily, quickly, profitably! 


Here's a retail sales plan to enable any lumber or build- 
ing material dealer (regardless of size!) to profit from the 
big consumer-builder trend to aluminum. You can start 
making money now without investing in big inventories 
or a special window department! 

How? With this sound 5-step Retailer's Plan: (1) Per- 
Fit carries initial inventories (finished windows, not just 
parts) for you—all you start with is a small sample stock. 
(2) Quick deliveries in any quantity, from Per-Fit’s huge 
factory inventories of glazed (or non-glazed), ready-to- 
install windows. (3) Per-Fit's factory trained salesmen 
are always available to help you. (4) Per-Fit’s aggressive 
advertising and merchandising to builders. (5) And 








NEW PER-FIT ‘‘120"" DOUBLE-HUNG 
ALUMINUM WINDOW 


PER-FIT PRODUCTS DIVISION 


SPICKELMIER INDUSTRIES, INC. 
1225 East 52nd Street, Indianapolis 5, Indiana 


BUILDING PRODUCTS MERCHANDISER 


Per-Fit protects you with a 100% “To Dealers Only" 
policy— never tries to sell your builders and customers! 

High-quality aluminum windows by Per-Fit are avail- 
able in a complete line. The automatic double-ventilating 
Best-Vent, the Horizontal Slider, and the new Per-Fit 
Double-Hung Series ‘120"' incorporate advanced-design 
features competition can't touch. Asa Per-Fit Dealer, only 
you can offer the Per-Fit Balanced Ventilation System 
plus the Model Home Merchandising Plan that's selling 
hard to and for builders everywhere! 

Join today with hundreds of Per-Fit Dealers who have 
learned what a 100% Dealer policy can mean—backed 
with quality products and strong selling support. 





PER-FIT UNDERSTANDS 
YOUR BUSINESS 


Act now to get in the aluminum prime window business 
with a sound AA-A1 manufacturer, a recognized leader, 
here to stay. 


FILL IN— MAIL NOW! 


PER-FIT PRODUCTS DIVISION 
SPICKELMIER INDUSTRIES, INC. 
1225 East 52nd Street 
Indianapolis 5, Indiana 


Gentlemen: Piease send us more information on the Per-Fit line 
of fine-quality aluminum windows, and how we can join your 100% 
Dealer organization. 





ADDRESS. 





COMPANY 





CITY. ZONE__STATE_ 





4 
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4 
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i 
NAME 5 
a 
t 
| 
i 
a 
1 
e 
oe 


Circle No, 45 on Coupon, page 268. 9g 





SEASONAL PRODUCTS — PAINT 





U-SHAPED PAINT DEPARTMENT located near store's entrance attracts 


attention of every customer at Hope Lumber Co., Tulsa. 


Advice brings in customers — 


PHIL SLANKARD, paint department manager, squeezes 


a tube of color into can to fill order for custom-mix. 


Paint Sales Doubled in Mid-Winter 


Four key points in Oklahoma dealer’s 


successful interior decoration campaign. 


A four-point mid-winter sales program doubled 
paint sales for Hope Lumber & Supply Co., Tulsa, Okla. 


Point No. 1—the new store. The new store in a new 
location offered improved working conditions and dis- 
play facilities. The paint stock, sample color chips, 
color books and custom color mixing are in a compact 
area adjacent to the entrance. 


Point No. 2—trained personnel. Phil Slankard, the 
paint department manager, was trained in paint sales 
hy general manager Walter R. Kelly in cooperation 
with suppliers’ representatives. Slankard has also 
studied paint sales methods and color styling on his 
own. 

Other members of the Hope staff are also trained 
so they can instruct the amateur paint buyer on how 
to get successful results—a highly important point in 
bringing back first-time customers. 


Point No. 3—continuous promotion program. Some 
of this is done in cooperation with manufacturers on a 
50-50 basis, other promotion solely by Hope. Cost of 
the paint promotion runs about 4% of paint sales. 


Point No. 4—personal customer contact. House- 
wives are employed to call on homeowners in selected 
neighborhoods to offer color books. The canvassers, 
who receive 4¢ for each book given out, record home- 


100 


PAINT SALESMAN Euing Wieburg fills out ‘lending library" 
card for customer wishing to borrow color styling book. 





owners’ addresses, but make no effort to get names 
which can be secured from the telephone company’s 
cross-reference directory. Followup is made by mail 

and telephone where paint books are left. 
Color books and other paint literature are also widely 
advertised in the firm’s radio commercials and news- 
(continued on page 102) 
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Smash Hits With 


Homeowners Evervwhere! 


a 
dream rooms 


... by leading interior 
decorators and designers 


---created especially for 


jm Pirtspurcn Paints 





Here's complete information on furnishings 
ssorves — who makes the 
where to buy them 


is 
2» > 








PORTFOLIO OF DREAM ROOMS 
« Designed by Nationally Known Decorators 


These Two Popular Decorating Books 
Are Bringing More Paint Customers 
Into Pittsburgh Paint Dealers’ Stores 


gis tripan everywhere are reaching eagerly for Pitts- 
burgh’s new portfolio of ‘‘dream rooms.”’ This handsome 
folder was recently issued by Pittsburgh in keeping with its 
policy of providing its paint dealers with up-to-date sales- 
building ideas. 


@\t contains a series of unusual and distinctive rooms 
designed by nationally prominent decorators. This portfolio 
is a supplement to Pittsburgh’s “‘Living in Color,” a highly 
popular guide to modern home color planning and painting. 
Both are featured in Pittsburgh Paint national advertising. 


® Homeowners are invited to obtain copies from their Pitts- 
burgh Paint dealers. If you are interested in using these 
two sales aids to bring more customers into your store, call 
your nearest Pittsburgh Plate Glass Company branch, or 
mail coupon at right. 


PITTSBURGH PAINTS 


PAINTS « GLASS e CHEMICALS e BRUSHES «+ PLASTICS « FIBER GLASS 


PITTSBURGH PLATE GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


LIVING IN COLor ; 


ACR A 
"faa 


“LIVING IN COLOR”— 


« Color-Planning Guide 
with Practical Painting Hints 


_- 


Put These Sales Aids to Work 
For You—SEND THIS COUPON WZ 


Pittsburgh Plate Glass semana. 
Paint Division, Dept. AL-97 
Pittsburgh 22, Pa. 


Gentlemen: Please send me details on how | can put your 
new “Dream Room” Portfolio and “Living in Color” to 
work to increase my paint sales. 


Name 


Street Address 
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Speedy, Accurate Price-Marking with 


O 


type setting 


FIRM NAME 


With MONARCH Mode! 20 


Dial-A-Phitav 


Just ‘‘dial’' 


your price marking! 


Prints from dial-set bands of rubber. 
No type to set... No type or stamps 
to misplace. A quick twist of dials 
re-sets bands in seconds! Ideal for 





price marking varied lines or limited 
amounts of stock. Model 20 price- 
marks retail price—plus other stock 
or selling information on Senso La- 
bels, Gummed Labels, String Tags, 
Pin Tickets, Slip Fold, Button Tags. 

Get the facts on protecting your 
profits—creating customer confidence 

increasing sales—and making sure 
each sale is at correct price with 
Monarch Price Marking. Mail this 
coupon, 


SENSO LABEL. .~ 
pressure sensitive... 
requires no moistening . . 
adheres to flat or 

curved surfaces. 


Fill out the coupon, attach to your letterhead and mail for complete information 


The MONARCH Marking System Company 
216 South Torrence Street, Dayton 3, Ohio 


1 am interested in a Monarch Model 20 Dial-A-Pricer price-mark- 
ing machine, Send me information on it— without obligation. 





Name 


iia kai reislaaapiadladineiaalanenaigets 


on Coupon, page 268 
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HOME PLANNING is a vital part of Hopé's program to boost 
sales. Husband and wife consult with a contractor, back to 
camera and one of Hope's salesmen. 





PAINT SALES DOUBLED 


(begins on page 100) 





paper ads. Some 3,500 color harmony books have been 
distributed within a year as the result of this promo- 
tion. 

Hope handles two nationally-known, aggressively- 
promoted paint lines. The paint department is tied in 
closely to the firm’s total selling activity. 

“The thing that pays off for us,” explains manager 
Kelly, “is remodeling in which we sell the homeowner 
the complete package. We develop sketches so the 
builder can do the job or the architect can complete 
our drawings in finished form.” 

Hope bought two trailer loads of paint for the spring 
season instead of one this year in addition to smaller 
fill-in orders of fast-moving items. A final reason for 
the firm’s success is customer loyalty. 

One woman shopper interviewed by American Lum- 
berman admitted she drove past other stores selling 
paint to reach the Hope store “‘because I’m treated so 
well here.” As she borrowed a large color chip book, 
it developed that she was redoing a room and would 
shortly be modernizing her. kitchen. 

“Where will you buy the materials?” she was asked. 

“Hope Lumber & Supply, I suppose,” she replied, 
smiling. 

Customer reactions like this suggest that Hope’s 
paint promotion and overall merchandising program 
will continue to pay off. 





—-~----~~-~----------- 


SONRY, CLAY, 
CONCRETE... 


concenrs BLOCK CONSTRUCTION FOR HOME | 
J. Ralph Daizell and Gilbert Townsend I 
The authors contend anyone can plan and bulid, | 
correctly, a structure from concrete blecks. And 
they proveit. Morethan a concise, clear explanation | 
of block construction for the handyman er nevice, 
this book also presents the most efficient methods J 
and practical suggestions of vaiue to even euperi- | 
enced block-layers. Includes a typical job example, 
with step-by-step illustrations. 216 pages 
AMERICAN LUMBERMAN, INC. 

139 NO. CLARK ST., CHICAGO 2, ILL. 

Enclosed is my check in the amount of $3.25 for the 
above book. 





Addr 
City, State 
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AWNING WINDOW 














SERIES 520 


with 12 STAR FEATURES 


including FLASH-WELDED FRAMES for extra strength 


FLASH-WELDED FRAMES 

IMPROVED ROTARY OPERATOR 
SMOOTH, GLIDING VENTS 

FULL LENGTH ALUMINUM TORQUE BAR 
NYLON-PLASTIC BEARINGS 

EVEPTIGHT VINYL WEATHERSTRIPPING 
EASY-ON SCREENS AND STORM SASH 
ADJUSTABLE VENTS 

STAYBARS RIVETED TO SASH 

DRIP CAP AT HEAD 

ONE SIZE GLASS FOR EACH WINDOW 


SIMPLIFIED ONE-MAN INSTALLATION 


Builders...home buyers... mortgage bankers...everybody 
likes the new ALWINTITE Series 520 Awning Window. 
And there are reasons galore. First of all, it’s a sturdy, 
good quality window with many of the features you'd 
expect only in higher-priced, heavy-duty windows — yet 
it costs so much less, Designed for simple, easy installa- 
tion, for smooth, efficient operation, and for complete 
customer satisfaction, it’s the low-cost awning window 
you've been waiting for. Check all the features listed 
here...then see it at your ALWINTITE distributor. For 
special folder write to Dept. AL-97 


ALWINTITE DIVISION 


GENERAL BRONZE 


CORPORATION 
711 Stewart Avenue Garden City, N. Y. 


DEALERS!!! Aluminum window sales are steadily increasing. Why not handle the line most builders 
prefer—ALWINTITE by General Bronze. Dealerships available in some areas. Write or wire for details. 
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SEASONAL PRODUCTS—GARAGE DOORS 





DRIVER PUSHES THE BUTTON on the post to open overhead 
garage door. Lynch Lumber Co. sold two of these installations 
for this three-car garage. 


“Prepare for Winter” — 


POINT-OF-SALE DISPLAY at Lynch Lumber includes two over- 
head doors. John Monko, left, Lynch salesman, is the demon- 
strator. 


Good Market in Garage Doors 


Quality product backed up by installa- 
tion service and guarantee sells $40,000 worth 


of garage doors annually for eastern dealer. 


There is an excellent and continuing market for 
garage doors, separate from the garage “package.” A 
personal canvass of likely neighborhoods is the best 
way to secure leads for replacements. 

Lynch Lumber Co., West Springfield, Mass., has been 
active in this market for the past 15 years, averaging 
a trailer load of overhead garage door sales every other 
month. 

They credit their success with this specialty to a 
quality product, consistent advertising, a one-year 
guarantee and an expert installation crew. Lynch’s 
dollar volume sales in this specialty approximate $40,- 
000 annually. The firm’s weekly ads pushes overhead 
garage doors along with specials and seasonal items. 

Overhead doors are sold on a cash-and-carry basis, 
either delivered for do-it-yourself installation or in- 
stalled by the firm’s crew. Lynch decided to set up 
their own installation crew when they discovered that 
only about 5% of the customers wanted to handle the 
job themselves. Because a high-quality door is used 
and since it is properly installed, very little service is 
required. 

Two types of customers. The combination instal- 
lation service and guarantee also helps sell contractors. 
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The Lynch team can do a quicker, cleaner job than the 
average carpenter and the guarantee relieves the con- 
tractor of one more worry. Lynch stocks a high qual- 
ity line of parts to back up its guarantee. 

As a related item, Lynch sells two types of automatic 
garage door openers. One type opens the garage door 
when the driver, who remains in his car, turns a key 
installed in a driveway post; the second type is fully 
automatic. By pushing a button in the car, the garage 
door unlocks, the door opens and the garage light turns 
on. The post installation about doubles the price of an 
average overhead door sale while the fully automatic 
job is a real big-ticket item. Lynch installs one type 
or the other for about every 25 overhead doors sold. 


Plus sales. In selling the specialty doors, Lynch 
stresses the fact that they are not really a luxury acces- 
sory. Most of these sales are to professional people 
such as doctors to whom time-saving and added con- 
venience are important. The automatic door openers 
also appeal to isolated homeowners. 

With the automatie door opener, the housewife can 
remain in the car, open the garage door, drive in and 
lock the garage door behind her without getting out 
of the car. 

One member of the installation team is an expert in 
electronic components, which boosts Lynch’s reputation 
for service. 

(Another article in this issue presents dealer ex- 
amples of packaged garage sales.) 
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VENTILATORS . . . World’s Largest 
And Most Complete Line 


Stationary Triangle 
Ventilators 


_— 


Adjustable Triangle 
Ventilators 











Fulllla 


STEEL FOLDING DOORS 


and 
WOOD FOLDING DOOR HARDWAI 




















Attic Ventilators 


Roof Ventilators 


SAS Miniature Ventilators 


Foundation Ventilators 
Dryer-Vents 








BY-PASSING DOOR AND 
POCKET-DOOR HARDWARE SETS 


and pocket doors . . . steel and alumi- 


Complete line for all types of by-passing ie t 
num in any price range. é 


Lis 


CLOSET ACCESSORIES 


DN 


Adjustable 
Closet Shelves 


Package Receivers 


Linen Closet j 1 / 
Shelves ; Ri 5 oe 


Shoe Racks 


—| 


(2) NEW Economy adjustable closet rod... 
ae... costs less installed than wooden dowel. 
—.. 


LEIGH BUILDING PRODUCTS DIVISION 


Air Control Products, Inc. 


Clothes Chute Doors 








Access Doors 


Leigh 
BUILDING 
PROSUCTS 


1857 Lee Street Coopersville, Michigan 





EXTERIOR BUILDING PRODUCTS 


Awnings and canopies (including commercial al 
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Imperial Awnings & Canopies 


estes 








Bel-Air Canopi 


Mail Boxes 
(including built-in boxes) 





= >) —~¥ 
4 ; Be 
- nae | 
; , New Regency Canopies 


for MODERNIZATION and NEW CONSTRUCTION 


See your supplier or write for new catalog. 


KITCHEN ACCESSORIES 


Dust Chutes 


Towel Racks (Bars) 


Swing-Away 
Garbage Containers 


ane - oes 


Shelf Guides 





—DISPLAY YOUR STOCK of 
standard size glass in the store. 
Here is Gerry Freyman, Frey- 
man Lumber Co., Dyersville, la., 
with his rack of standard size 
glass. Special sizes are cut in 
the back room. A big percent- 
age of glass sales are in stand- 
ard sizes, Freyman says. The 
handy rack in the store saves 
steps. 





i “i 
pais pcp her 


Courtesy Libbey-Owens-Ford Glass Co. 
—USE WINDOW POSTERS like this one. When a man needs to 
fix a broken window he wants glass right now. Posters like this 
are reminders. 





For more glass 


replacement sales — 


—HAVE YOUR ROLLS of glass substitute in a handy wall rack, 
like this one at Johnson-Cashway Lumber Co., Lincoln, Neb. No 
valuable floor space is taken and it's right at customer eye-level. 





et PSO SSSHEHEHHEHHEHEHEHHHHEEEHEHHEHHEHHEHSHEHHEHEHEHHEHHEHHEEHHEHHH He 
e 


---Package Deals! 
Quality Steel Wool in ‘Job-Size’ Packs , 


CHOCO OOM Oo EOREOSE HEHE EERE HEE OOO” 


enaeeneeeneeeeee® 


et POaeeseeeern, 


3-in-1 Pack... 


This new pack holds 6 big layer-built pads—two 
each of fine, medium and coarse grades, Just 
right for home craftsmen and do-it-yourselfers. 
Chart on package suggests hundreds of uses! 


Twin Pack... 


Twin Pack of 16 layer-built pads is just right 
for customers who need a generous supply. 
When only a few are needed, break the pack 
and sell 8 pads. Customers like buying just 
what they need! 


JEX HOUSEHOLD PADS for cleaning, scouring, 
polishing pots, pans, kitchenwore. 

BULK ONE POUND TUBES, economical for home, 
shop and industrial use. 


WRITE FOR CATALOG 
OR ORDER SUN RAY FROM YOUR 
JOBBER TODAY! 


@enseeseee 
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INCINERATORS 


FOR THE “HOTTEST” MARKET = 
DEALERS HAVE TODAY kets! 





for apartments ¢ schools 
} e stores @ hospitals @ institutions 
e factories @ industrial plants 


Dealers everywhere are profiting from 

the increased sale of incinerators! 

The Donley line includes standard models of 
flue and floor-fed (charge through fire door) 
design as well as units for use in small and 
medium size plants, gardens or estates. Pre- 
fabricated steel-shell units also are available. 


All Donley Incinerators feature greater waste 
disposing capacity through the utilization ; 














of an automatic burning principle. Je 
With Donley plans and parts, local pees 


contractors can build complete incinerators 
... profit from this growing market! 


Write today for full information 
about Donley incinerators. 





OTHER DONLEY PRODUCTS TO SELL 


caaial 
«x wa, Garbage 
Ra sReceiver 








Ash Pit Door ~~ 


SST | 
q 
SS 
Package 
= Receiver 
——— ] 
oy oF. 
/ > 
on 


No. 23 Range 
Assembly 


“'SUPERMARKET-SHOPPING” at Donley OWN j A\\Y k we | 
saves you money. aneeennias y, . | 
Attic Ventilator i] ae 6102-DB Si 


y Mn] 









+aRe 







Basement 
Windows 












Th au E' FRO TE 
13928 Miles Avenue, Cleveland 5, Ohio 
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SEASONAL PRODUCTS — TOOLS 
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3 
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HAN DYMAR 


SUPER MARKET 
Lumber Company, 


A BLVD AT PARK ST SYSRCUSE NEW YORK 


CHAPMAN'S TV PROGRAM has manufacturers’ rep showing how to use tools. 


omer fe sect aak Le HOME Seoveine Cone 
Se a S| 
IT'S DEMONSTRATION DAYS 
AT CHAPMAN'S! ay 
vom Vl SEE THE FABULOUS ROUTO-JIG IN ACTION! 
4 FREE ‘20.00 sz i 


3 


corel omer’ see "20" HSE] 
6 tools inl Routo-Jig 7 





easy TERMS 


ia 
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MAPMANM LUMBER CO 


CO-OP ADVERTISING like this display ad 
has paid sales dividends for Chapman's 
Home Shopping Center. 


8 Pointers to Help You Sell Power Tools 


Eastern dealer describes program that sold 


over 900 multi-purpose tools in his store. 


By Dean Allen, Store Manager, 
Chapman Lumber Co., Syracuse, N. Y. 


Three years ago, we decided on a 
full-scale promotion effort to turn 
our hardware department into a 
money-maker. Special emphasis was 
placed on power tools. 

Now, three years later, we have 
not only built a consistently profit- 
able business in quality tools, but 
expect further growth. I think the 
following eight specific steps we 
have taken can lead to better sales 
for other dealers, too. 


1. Sell quality. Ordinarily, a 
particular type of power tool is a 
once or twice in a lifetime purchase. 
For that reason, we’ve found it a 
mistake to try and sell tools that 
do not carry that extra margin of 
quality and durability. 

Another factor we keep in mind 
is the service setup. We guarantee 
good will by making sure what we 
sell won’t come back to haunt us. 
We save time by having local repair 
facilities. 

2. Diversified stock. Our stock 
is as complete as we can make it. 
A complete line helps sell our qual- 
ity theme and lowers the percentage 
of “shoppers” we lose. Our low- 
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priced lines involve no sacrifice in 
quality, but we make sure they 
won’t be used for jobs beyond their 
capacity. 


3. Samples of work. Small sam- 
ples of work turned out by the tools 
pay big dividends. No one buys a 
router simply to have a_ router; 
they buy it for the dovetail or deco- 
rative effects it can produce. That’s 
why we show actual samples of 
what the tool will do. We feel we 
have picked up a good volume of 
impulse sales this way. 


4. Trained personnel. Selling 
tools and making recommendations 
is a specialized job. We don’t feel 
we can move a man over from the 
paint department and expect maxi- 
mum results. We take advantage 
of the manufacturers’ training 
classes to get good men on the firing 
line. 


5. Live demonstrations. When 
we advertise power tools by radio, 
television or newspapers, we not 
only want the audience to.buy, but 
to buy from us. Keeping this dem- 
onstration available has helped us 


capitalize on our own odvertising. 
We advertise it, promote it and 
deliver it. 


6. National brands. Our cus- 
tomers are often sold before they 
enter our store. We don’t want to 
disappoint them. 


7. Cooperative advertising. 
We feel that cooperative advertis- 
ing with our suppliers is our best 
promotional buy. Last year we 
tried a three-month coop program 
throwing all our budget into pro- 
moting a multi-purpose tool for 
homecraft workers. 

During this concentrated period 
we sold well over 900 of these multi- 
purpose tools compared with 167 of 
these units for the same period the 
previous year. Gross profits devel- 
oped by this program amounted to 
over four times our share of the 
advertising costs. We'll do it again 
this year. 


8. Back up your advertising. 
Coordinate your media and your 
promotion. If you are pushing a 
certain line, hit it hard on radio, 
television, newspaper and_ store 
demonstration. We tie them all 
together and the cash register 
shows that it works. 

All these suggestions are basic, 
probably adaptable to selling any 
item under the sun. But we know 
they’ve turned the trick for us. 
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OMPARE! 


Your De Walt 


Power Shop Franchise 


gives you: 


See why 7 THE FIRST RADIAL ARM all-purpose power tool —the 


DE WALT cd 
is the biggest money-maker 
in the power tool field! 


Ask Carlisle Hardware of Springfield, Massachusetts! 





Ask about o DE WALT Franchise at Booth 125 
National Retail Lumber Dealers Exposition. 











machine that revolutionized the power tool market! 


THE MOST IMITATED of all multi-purpose ‘power 
tools (over 40 different manufacturers have tried to 
imitate De Walt’s original radial arm design during 
the past 35 years) ! 

THE MOST DEMONSTRATED all-purpose power tool 
on the market—over 8 million people saw it demon- 
strated last year alone! 

THE ONLY all-purpose power tool with 100% un- 
divided, world-wide advertising support—in maga- 
zines your customers read for the do-it-yourself infor- 
mation they need. 


LIBERAL COOPERATIVE ADVERTISING ALLOWANCE to 


help share the cost of your local promotions. 


THE FIRST power tool so simple in concept, so accu- 
rate in performance that it makes woodworking easy 
and practical for everybody, from the novice to the 
“pro”! 

THE FIRST power tool to do the work, save the space 
and cost of a shopful of other tools! 


THE SAFEST power tool design on the market— 
demonstrated through actual experience! 


THE ONLY power tool of its kind thoroughly proved 
by over 35 years of outstanding performance in 
industry! 

A COMPLETE AND READY-TO-USE unit—no extra 
motor to buy—no tricky assembly by you or your 
customer ! 

THE ONE MODERN, simple, functional design that 
needs no trunkful of clamps, guides and assorted 
devices to make it work! 

THE POWER TOOL with a Direct Factory Franchise 
that offers you the full profit on every sale! 


THE ONLY FRANCHISE that offers you a complete 
and fully-proven selling program throughout the 
year! 


Compare the De Walt® Franchise—point by point—with 
any other. See why the power tool that revolutionized 
the industry offers you a profit opportunity you can’t 
afford to be without! 


Your 


present 


line? 


Get on the profit-wagon now! Send the coupon for the full, exciting profit story today! 


De Walt Inc., Dept. AL-709, Lancaster, Pa., Subsidiary of AMERICAN MACHINE & FOUNDRY COMPANY 


(0 Send full information on how the De Walt Franchise can boost my profits! 


Name. 





Company_— 





Address___ 
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MINERVA DELUXE 

Full one-inch aluminum, welded at 16 spots, forms the 
Minerva Deluxe into one solid piece of metal. Three heavy- 
duty stainless Oilite bearing hinges eliminate service prob- 
lems. Added features include internal bottom expander with 
plastic sweep, drip cap header and kick plate splined in with 
vinyl cushion. Available in any mullion design and all sizes, 
the Minerva Deluxe compliments any style of architecture. 





L . 


extend your profit season 
by selling \almerva this Fall 





a 
MINERVA GUSTOM 


Typical Minerva quality, including full one-inch extrusions 
and 16 welds, assures dealers of a fine door in the modest | 


price range with the Minerva Custom. Although designed for \, 
mass markets, the Custom retains full dealer-profit markup. | 
With the exception of the handle, the Custom looks identical — 


to the Deluxe. It is available only in low mullion design 
and popular sizes. 





MINERVA JALOUSIE 

Minerva Aluminum Jalousie Doors stand out because of their 

rugged construction, smooth operation and beautiful satin ~ 

finish. Patented jalousie handle permits easy control of air ee 
is 
q rea 





against cold air. Highest quality screen and plate glass inserts 
produce trouble-free jalousie door. And the Minerva Jalousie 


flow — closes jalousie tight to give maximum protection 
is competitively priced. E 


Sy 






1am a distributor lam a dealer [} 





| Name eee ae es 





Firm et eR 


Address ‘ 
City... Zone State 











ee 
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most people 





still want quality! 





sosoessreegntmonncs 





that’s why it 


always pays 


to sell 
GREENLEE 


The minute you hand a Greenter tool 
to a customer, he can “‘feel’’ the 

fine quality and extra workmanship that 
go into its making. Every GREENLEE 
tool is carefully formed and finished for 
accuracy and correct cutting edges... 
and properly heat-treated for strength 
and long life. Built to do day-in, day- 
out hard work swiftly and cleanly, 
GREENLEE tools bring /asting satisfaction. 
This means that more customers keep 
coming back to you for more fine tools, 
when you sell Greenee. Line includes 
famous GREENLEE 22 Solid-Center Auger 
Bits . . . Electric-Drill Bits . . . Expan- 
sive Bits... Chisels... Gouges... 
Turning Tools ... Drawknives . . . and 
many more. Ask your wholesaler, or 
write for free, new complete catalog. 


GREENLEE 








Ue FREE! HAND TOOL 
7? PROFIT CHART 


Quickly converts cost per dozen of various 
items into unit cost. Gives profit percentages 
on selling prices and on costs, to help you 
rapidly figure your markups. Tells your 
profit story in seconds. Free to hardware 
and building supply dealers . . . send 
request on your letterhead, 


GREENLEE TOOL co. 
2269 — 12th STREET, ROCKFORD, ILL. 


Circle No. 51 on Coupon, page 268. 


MASS DISPLAY of tile at Skokie Lumber 
Co., Skokie, Ill. Customers can't miss 
the display, even the new Celotex carton 
helps do a selling job. Some copy sug- 
gesting prices would be recommended. 


SAW BLADE DISPLAY brings plenty of 
plus profit winter sales for Volco Builders 
Supply, Jerome, Idaho. 


EFFECTIVE ISLAND FIXTURE at Village 
Lumber, Elmont, N.Y., uses samples on 
front of glass partitions plus carded hard- 
ware hooked to perforated board riser. 
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Bolta-Top is quickly and easily applied using conventional methods and materials 


Low-cost counter top 
quickly sells to do-it-yourself trade 


bla lp 


flexible plastic laminate with Mylar” 


Here’s the low-cost counter top material that is quick and easy to in- 

stall ... comes in patterns and colors that sell... and is tough, long- 

wearing and stain resistant. And all these powerful selling points are 

right on the display rack—out where the customer can see them. Dis- 
See how the flexibility of Bolta-Top allows it | Play racks and other sales promotion material are yours for the asking. 
to be formed around sharp Corners. You can Bolta-Top is ideal for tables, desks, bathroom or any surface that 
have an unbroken surface with no chance of , ae . : 

needs a beautiful, utilitarian finish. 


leakage or pulling up. 
THE GENERAL TIRE & RUBBER COMPANY 


BOLTA PRODUCTS DIVISION * LAWRENCE, MASS. 


One unbroken piece goes on quicker and looks 
better ...no need for cove molding to hold it 
in place and cause extra expense. 


* MYLAR — DuPont's Reg. T. M. 
for its super-strength 


polyester film. GENERAL me 
PLASTICS 


& Rubde 


THE GENERAL TIRE & RUBBER COMPANY 
Bolta Products Division 
Lawrence, Mass. 





Please send me complete information on Bolta-Top counter-top material. 
Name_____ 

Address__ 

a 
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SEASONAL PRODUCTS — FLOOR FINISHES 








re 
RENTAL EQUIPMENT _ 


19 «es 
: . 
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CUSTOMER CHECKS rental price on prominently displayed sign. 


15% of total volume! 








CUSTOMER BUYS floor finishing materials when he rents the 


sander. 


Doubles Sales of Floor Finishes 


Georgia dealer hired paint specialist and 


started promoting rental tools. 


Sales of floor varnish and varnish remover were 
doubled by Nichols Builders Supply Co., Valdosta, Ga., 
last year and sales of other paint items were boosted 
simultaneously until they represented 15% of the 
firm’s $400,000 a year total. 

This sales record made the company the largest re- 
tail distributor of one manufacturers’ floor varnish 
products in the area last year. 

George Nicols, owner and manager, credits this spec- 
tacular increase to his department manager, Vern 
West, a former territorial salesman of one of the large 
paint manufacturers. 

Previously, everyone in the store had sold paint, but 
no one had responsibility for the department. Even 
today, Nichols’ staff is so small that everyone must sell 
the complete line, but customers are referred to West 
if he’s available. 


Sales program. West went about building the in- 
crease in sales of floor finishing materials in two ways: 

1. He gained the confidence of contractors by talk- 
ing their language and taking an interest in their proj- 
ects. He told them about the excellent floor finishing 
products his firm carries. He began to recommend and 
convert them to the line Nichols sells. The contractors 
found what West said was true and they kept coming 
back. 

“Today, as far as I know, we have all the floor- 
finishing business in Valdosta,” says Nichols. “I don’t 
know a single contractor we dont sell.” 

2. West promoted the sale of rental equipment such 
as sanders. They were available before, but no one had 
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ever rushed them. The variety of tools was increased 
and each is kept in peak running condition. 

Machines when not in use are stored in a prominent 
place in the paint department and a sign listing equip- 
ment available and rental prices is prominently dis- 
played there. 

By promoting rental equipment he also increased the 
sale of floor finishing products to go along with the job. 

The excellence of the floor finishing products sold, 
combined with the equipment to do the job and West’s 
expert instruction began to get around by word of 
mouth until today not only is floor finishing a popular 
do-it-yourself project in Valdosta, but customers come 
from beyond the normal 35-mile trading radius to take 
advantage of the service. 


WV HILLALUALVL LL 





Polyethylene 
Enclosures 


Here is a fall sales 
idea: Inexpensive, tem- 
porary seasonal enclo- 
sures for breezeways, 
porches. The screens 
are removed and cov- 
ered on one side with 
poly film cut with gen- 
erous overlap. Screens 
then slipped back in 
place with pressure 
holding the film tight. 
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WHITE CLAD 


Tape Rule 
Package 









Designed So 








YOUR CUSTOMERS WILL LIKE IT... 


Because they can feel the case, extend and withdraw the blade, and ex- 
amine the many features . . . all without removing the tape rule from the 
package. This attractive, bright yellow and green package points out such 
outstanding features as the self-adjusting end hook, the double graduated 
blade and the 16” center markings. 









YOU WILL LIKE IT TOO... 


Because it will demonstrate and sell for you. It offers excellent display possi- BLADE CAN BE EXTENDED 
bilities because it is designed to be free standing for window display, fit WHILE IN PACKAGE 
neatly into a counter bin, or hang from most any type of merchandiser or 

backwall hook or bracket. It will reduce your pilferage . . . the tape rule 


can only be removed by opening a lock tuck flap on the side of the package. 
Your retail price in the ‘price spot’ on this package will encourage self serv- 
ice and impulse buying. 


Only LUFKIN WHITE CLAD MEZURALL and SUPER MEZURALL Tape Rules are 
currently furnished in this new package. Packed six each to a folding carton. 


SPECIFY CARDED PACKAGE ON YOUR ORDER... 





DISPLAYS ON PEG 
IN COUNTER BIN 


The JGOFKIN RULE COMPANY 


SAGINAW, MICHIGAN 
132 LAFAYETTE ST., NEW YORK °* BARRIE, ONTARIO 
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tnrha} APPROVED A COMPLETE, INTEGRATED TAPE RULE DEPARTMENT... 


DISPLAY an attractive, substantial, stocking-selling merchandiser and a minimum bal- 
Rugged steel construction. Beautifully anced assortment of Lufkin White Clad Mezurall tape rules in the new Self- 
. . Demonstrating package . . . all are yours for less than your regular cost 
lithographed display panel. Leg assem- aye | 

bly for free-standing display included or the tape rules atone. 


<p ig oblate naga THIS IS YOUR BALANCED W600 ASSORTMENT 
REGULAR (12 WIDE) MEZURALLS 


W926 6 Foot @ 
W928 8 Foot @ 
W9210 10 Foot @ 
W9212 12 Foot @ 


SUPER (34’’ WIDE) MEZURALLS 


W9310 10 Foot @ $2.38 
W9312 12 Foot @ $2.89 


TOTAL LIST PRICE $40.00 
1 W601 Merchandiser ($3.50 Value) N/C 


your cost (Less 35%) ....$26.00 


W601 Merchandiser Only Available at $3.50 





Pili 2 


STANDS FIRMLY ON COUNTER OR SHELF ORDER FROM YOUR WHOLESALER 


The J/UGFKIN RULE COMPANY 


SAGINAW, MICHIGAN 
132 LAFAYETTE ST., NEW YORK °¢ BARRIE, ONTARIO 
Printed in U.S.A. Form No. 458 














U.S. Pat. 2,232,786 
Other U.S. and Foreign 
Patents Pending 


PUESTAINED CEDAR SHAKES 


INSULATED BACKER BOARD 


a IN ON 


Moder WW aa clea 
wien Shakertowni  GLUMAL M7 


WITH BUILDERS ...easy-to-handle, ys WITH CONSUMERS ... any home 
46%/,” wide, Glumac Units apply fast, can be rebeautified and its value in- 


and that means greater profit for the creased with Glumac Units laid right 
builder! over old siding. Economical, too! 


* WITH ADVERTISING ... Shaker- 
WITH ARCHITECTS... for out- ppt continuing program of adver- 


standing beauty of design, discerning tising to builders, architects and con- 
architects specify factory stained sumers in publications and through 
Glumac Units every time! the mail creates greater sales for you. 





Send today for details about Shakertown’s promotion program for you! 


Shak mee THE PERMA PRODUCTS COMPANY 
ertown 20310 Kinsman Road «+ Cleveland 22, Ohio 


FIRST NAME IN CEDAR SHAKES 


BUILDING PRODUCTS MERCHANDISER Circle No. 52 on Coupon, page 268 





SEASONAL PRODUCTS—METAL BUILDING PRODUCTS 
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SWINGING PANELS provide effective means of display- 


ing samples of metal goods the firm stocks. 


Good autumn showmanship— 


METAL PORCH RAILING is part of Dutch door display 
which received tremendous woman interest, paid for itself 
three times over in five weeks. 


EXPLODED DISPLAY of metal gutters and downspouts and 


related literature encourages customers to browse. 


How to Sell Metal Products ina Rural Area 


Informative displays, special sales and 
direct mail are used by this New England 


dealer with good results. 


A construction project without the metal products 
sold by Nickerson Lumber Co. stores at Orleans, Chat- 
ham and Wellfleet, Mass., is about as finished as a suit 
without buttons. 

Their metal sales on a house job includes guttering 
and downspouts; valleys, flashings, edgings and ridge 
rolls; metal lath and window wells. 

Located in a rural area where newspapers are not 
too effective, the Nickerson Co. uses informative dis- 
plays, direct mail brochures, an annual catalog and 
special sales events. 
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The Nickerson people feel display is so important 
that when they enlarged their main yard at Orleans 
last year, they more than tripled this part of the show- 
room. The section devoted to metal products identifies 
each item, its use, inventory number and price. 

A display of metal gutters and downspouts, located 
near the roofing samples, is mounted on perforated 
hardboard supported by standards at eye level. Not 
only is each separate piece named, labeled and priced, 
but also located here is a do-it-yourself publication, 
“Installing Gutters and Downspouts.” Manufacturers’ 
brochures describe the merchandise. 

Swinging panels are used to display wire mesh for 
masonry walls, corner beams, metal cross bridging for 
joists, crimp aluminum roofing, timber hangers, as well 
as all types of louvers. 

(continued on page 120) 
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STRAIGHT 
TRUSS-WING 
CORNER BEAD 


for the man who 
knows labor costs 


@ Lathers’ wages are more than five cents per 
minute WITHOUT overhead charges. One carton 
containing crooked, twisted, or damaged pieces of 
corner bead costs many extra dollars to erect. Who 
pays for this . . . does the manufacturer ef inferior 
bead? NO! And his cut price doesn’t pay for it, 
either. The builder pays because he didn't figure on 


the delay. 


If you want corner bead that has saved builders 
the world over many dollars per thousand .. . get 


Bostwick. It's straight . . . every inch of it. 


Bostwick products are sold through 


dealers only, and have been since 1890. 


THE BOSTWICK STEEL LATH COMPANY 
107 HEATON AVE. NILES, OHIO 


Circle No. 55 on Coupon, page 268. 








-PREVENT RUST MEASLES" 


onthe homes you build 


— Hh. wy nichols 











POWERFUL NEW NICHOLS 


ALUMINUM NAIL DISPLAY 
IS FREE TO DEALERS! 


Sets up in four minutes — goes to work immediately 
— boosts sales as much as 500% by actual counter 
test. Use with your present Nichols Aluminum Nail 
stock, or better, order the new 30-can No. 200 
Nichols Package Assortment of 7 best selling types 
and sizes. Supply of free displays is limited, so 


order yours now or 


ASK YOUR JOBBER 
SALESMAN to SET ONE UP! 


SEND COUPON TODAY — FOR YOUR FREE DISPLAY 


NICHOLS WIRE & ALUMINUM CO. 
Dept. AL-97, Davenport, lowa 


YES, | want to sell more Nichols Aluminum Nails. Send Free 
New Display at once. 














MY JOBBER iS 


em oa a ae ema a rs ee wo on ees 
120 
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CELLAR DOOR SALES have increased since first 
order for three was placed three years ago until 
company now takes advantage of discount for 
purchases by the dozen. 





METAL PRODUCTS 


(begins on page 118) 





Nickerson’s displays are changed as soon as people 
begin to pass them by. 

Usually the longest any item is given prominent dis- 
play is two weeks. But if it continues to stop people 
so salesmen get a chance to talk to them, it may be 
allowed to stay up as long as a month. 

Sales manager Russ Opderbeck believes that special 
sales are a good thing for the staff as well as the cus- 
tomers. A special sale last February is a case in point. 
It turned a normally dull month into one of the best 
on record. 

“The thing you should realize,” says Opderbeck, “is 
that it’s something different for vour own sales people. 
It breaks the monotony. We rang up over $9,000 in 
sales in 10 days.” 

A special brochure of 16 7” x 10” pages sent to 
R.F.D. box holders was used to promote one sale. 
Among the metal goods listed was galvanized netting 
for masons and builders; over a ton of nails; brads; 
galvanized pails, tubs and buckets; radiator fill cans; 
fireplace guards hardware track rollers, headers and 
jambs for sliding door units; gutters; chimney throat 
dampers and cleanout doors; foundation vents; garden 
trim; roll and sheet aluminum outside basement en- 
tries; and fireplace forms. 

But sales, too, need a gimmick. One of Nickerson’s 
most successful was the offer of a pound of Maxwell 
House coffee for 69¢ during its Father’s Day sale this 
year. It turned out to be the biggest gross day since 
the new store’s opening. They lacked only eight sales 
of ringing up one every minute all day long. 


STEEL FLOOR JACKS and post for outside lamp 
or mailbox are displayed on outside portico 
along with lawn and garden merchandise. 
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it’s time for Home Improvements! 


it’s time to check your 
REYNOLDS DO-IT-YOURSELF RACK 


NEW 


DOUBLE CHANNEL 
TRACK SETS 

Available in Ye and “% inch chan- 
nels for sliding doors. Masonite, 
glass and plywood all fit per- 
fectly. 


SHEET PATTERNS 


Plain, leather grain embossed, wood grain 
embossed, square embossed, cloverleaf per- 
forated, lincane perforated, Union Jack per-, 
forated. All in 36” x 36” sheets. 


CHECK YOURS TODAY! 


Use this page as a complete list of items you should have in 

SCREEN & STORM your Reynolds Do-It-Yourself Aluminum Rack. Keep your rack 
WINDOW MATERIALS most profitable by keeping it fully stocked. And keep up your 

; ° : ’ tie-in displays of Reynolds Do-It-Yourself Aluminum, tools and 
Screen frame sections with aluminum splines : ; : ‘ 
&:% ead 12% Regis, Stare wladow ce. other do-it-yourself materials—get bigger related items sales. 
tions with vinyl channel 6 and 8 ft. lengths. 
Corner Locks, Splicers, Braces. Hardware kits — 
for either full length or interchangeable \_ AN TUBING, END PLUGS 
AND FITTINGS 


screen or storm window. 
%" O.D. x .049”; 1 O.D. x .049”; 1%” O.D. 


ALUMINUM BAR » x .058” tubing. All in 6 and 8 foot lengths. 
End plugs to fit all tubing. 


Ye" x %" in 6 and 8 foot lengths , ’ 90° elbows, T-butt connectors, wall and floor 
%" x 1" in 6 and 8 foot lengths y flanges to fit all tubing. 


FASTENERS 


4 sizes of round head machine screws and 


ALUMINUM ANGLE — -. iin 


1” x 1x 4" in 6 and 8 foot lengths ei 3 sizes of pan head sheet metal screws. 


%" x %" x Ye" in 6 and 8 foot lengths 3 sizes of flat head wood screws. 


3 sizes of brazier head rivets. 


CUSTOMER 
ALUMINUM ROD LITERATURE 
%” diameter in 6 and 8 foot lengths Instruction sheets for hundreds of 
popular home improvement projects 


RESTOCK NOW! Call Your Hardware Distributor 
REYNOLDS DO-IT-YOURSELF ALUMINUM 


Available in Canada 
Reynolds Metals Company, 2496 South Third Street, Louisville 1, Kentucky 
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IF you sell 
wood ... 


SNARE DEM, ‘ 


WATER REPELLENT 
PRESERVATIVE 


CONTAINING 


PENTAchlorophenol! 


Enjoy added profits with every lum- 
ber sale by selling WOODLIFE — 
the original water repellent wood 
preservative. Nationally famous for 
its effectiveness against warping, 
swelling, and shrinking caused by 
moisture absorption, WOODLIFE 
also gives immunity against termites 
and decay. If you aren’t already 
selling profitable WOODLIFE to 
builders and do-it-yourselfers, you 
should be! 


or PIGMENTED 
P.A.R. imparts a rich non-glossy 
finish while protecting interior and 
exterior woods against swelling, 
splitting, fading and surface dete- 
rioration. A penetrating water re- 
pellent — not a surface coating. 
Pigmented P.A.R. enhances the 
color of redwood, red cedar and 
similar woods by decreasing the 
contrast between the heart and sap 
wood. Clear P.A.R. gives that natu- 
ral look—where color is desired any 
shade is obtained by adding a 
ground-in-oil color. See your jobber. 


Protection Products 


MANUFACTURING COMPANY 
Dept. AL— Kalamazoo, Mich. Since 1921 
O Send at once full details on Woodlife 


(C0 Send information on Job-Treating with Woodlife 





Firm Nome 


——— 





—___— State —EE 


City = 


Circle No. 176 on Coupon, page 268. 
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SEASONAL PRODUCTS — CALKING 








SHOWING HOW 
to use gun is ef- 
fective in selling 
because many cus- 
tomers are unfamil- 
iar with it. 


STOCK IS RO- 
TATED regularly to 
keep it fresh. 





Now is Time to Sell Calking 


Informing the do-it-yourselfer about the prod- 


uct and its uses boosts sales for this Massachusetts 


dealer. 


Calking will be an important part 
of fall and winter selling at Stock- 
bridge Lumber and Supply Co., 
Stockbridge, Mass. Nelson Tacy, 
proprietor, plans to feature win- 
dow displays of calking compound 
in cans, squeeze tubes and cart- 
ridges to fit in pressure guns. 

Besides heat-saving benefits, Tacy 
emphasizes its value as cover for 
ugly joint gaps, sealing out dust 
and insects, stopping wood rot and 
paint peeling. 

For the benefit of do-it-yourself 
customers who by far make up the 
most of the firm’s customers, calk- 
ing supplies are displayed along 
with other painters’ supplies as 
glazing compound, wood putty, 
paint remover and turpentine. Calk- 
ing guns are mounted on perforated 
hardboard along with such paint- 
ers’ tools as brushes, rollers, pans 
and utility knives. 

Tie-in sales. When selling paint, 


salesmen make it a point to recom- 
mend calking because they have 
learned that many do-it-yourselfers 
are not familiar with it. They have 
also learned that many home own- 
ers confuse calking with glazing 
compound, so such asking, “How 
are you going to use it,” keeps the 
customer from making mistakes. 

While Tacy sells calking in cans, 
buckets and squeeze tubes, he feels 
the calking gun and its removable 
cartridge is a great boon. The gun- 
type of application enables the man- 
ufacturer to make calking even 
more adhesive. 

“It will stick to anything,” says 
Tacy. “And with a gun you can 
really put pressure behind it and 
make it fill. Now that it comes in 
colors it’s a more versatile product 
to use around windows, doors, fire- 
places and to close openings in ma- 
sonry and stone.” 
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dependable 
source 
for your... 


—Courtesy Macklanburg-Duncan Co. 


MASS DISPLAY of modern calking prod- 
ucts reminds homeowners of necessity of 
weather-tightness for cold weather ahead. 


HEAVY-DUTY 
HARDWARE 
REQUIREMENTS 


“LOCK-JOINT” TROLLEY TRACK 
and BALL BEARING DOOR 





Designed for doors of all sizes and weights 
up to 3,000 Ibs. Available in wide range of 
sizes and in “packaged” units that include 
all necessary hangers, track and hardware 
for door installations. Finished in long- 
lasting, weather proof “battleship gray” 


JIM ORR, manager, Ward Lumber Co., 
West Chicago, Ill., checks his display of 
calking materials as he prepares for fall 
selling season. 


| Wit i 
THNNULLNUINULLAIUL 


Profitable 


BEFORE AND AFTER pictures showing a 
ceiling tile job handled by the Walworth 
(Wis.) Lumber Co. Materials for the job 
were $35, labor cost $17 and the entire 
job was sold for $105. 
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enamel. 


INDUSTRIAL DOORS, 
FIRE DOORS AND 
HARDWARE 


Complete line of top-quality heavy-duty 
doors, electric operators, hardware and 
fire doors (Underwriters and Factory 
Mutual Laboratories approved for class 
A,B, C, D, EandF openings). Enjoy added 
profits . . . help yourself to a bigger 
share of the heavy-duty door market 

. every industrial plant and com- 
mercial building a prospect. R-W offers 
a size and type to meet your customer's 
exact requirements. 





WEATHERPROOF BARN DOOR 
TRACK AND HANGERS 
iatiaaaaa . The favorite of farmers 

everywhere... easy- 
selling R-W 36 self- 
cleaning type track is 
weather and bird proof. 
R-W 423 hangers fea- 
ture roller bearings and 
lateral and vertical 
adjustment for easy, 
dependable operation. 





STUDDING SOCKETS 


Eliminates cost of sill... protects studding from rot 
and deterioration. Securely anchors studding and 
corner posts to concrete floor or foundations. 
Avoilable in 2x4, 2x6, 2x8, 3x8, and 4x68 sizes. 


From track, hangers and hard- 
ware to the best line of electric 
door operators you can rely on 
R-W products to provide com- 
plete satisfaction. Sell the 
quality line...enjoy added 
profits. Write today for your 
copy of Catalog A-91-LP. 





A FULL LINE OF HARDWARE 


deal 


R-W offers a complete assortment of all types of 
swing door hinges, flush pulls, bow handles, stay 
rollers, floor guides, bumpers, latches, hasps and 
door bolts. 


| dichards-Wilcox ; ilcox tian 


MANUFACTURING COMPANY 


“A HANGER FOR ANY DOOR THAT SLIDES” 


INDUSTRIAL a FIRE DOORS © 
DOOR HAROWARE 
ELECTRIC OPERATORS 
Wade jor cach other 


4 


oa 


226 W. THIRD STREET, AURORA, ILL. * Branches in Principal Cities 
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Nothing but 
the best. . 
in 


Redwood 5, 





but we're Hobbs 
upper grade, of 


‘Pardon our pride... 
Wall Redwood 


course!"’ 


It's true. She's Clear Heart. He’s Aye. But 
Hobbs Wall produces quite a family ... 
including Utility, Select Heart, #1 Shop, 


and many grades. 


For the name of your nearest Hobbs Wall 
wholesaler or commission man, write or 


wire us. 


HOBBS WALL 
LUMBER co. 


Hobbs Wall Building, 
2030 Union St., San Francisco 
Fillmore 6-6000 + Teletype SF-761! 


Hobbs Wall is Exclusive Distributor for 
WILLITS REDWOOD PRODUCTS CO. 
A CRA Mill 

Circle No. 177 on Coupon, page 268. 
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SEASONAL PRODUCTS — STORM 


SASH 
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RINGING DOOR BELLS, 
salesman Hunsicker has sold 
450 combination units in past 
four months. Neighbors’ word- 
of-mouth advertising devel- 
ops leads. 


Santer ss 
Heert 


PORTABLE DEMONSTRATION UNIT is also used in the store to show 


the advantages of combined sash. 


Aim for this season— 


$200,000 in “Combinations” 


Pennsylvania firm organizes separate division to develop 


profitable specialty market. 
Over $200,000 in combination 
window and door sales is the goal 
Lehigh Lumber Co., East Allen- 
town, Pa., has set for itself for the 
coming year. 

To reach this figure they have set 
up a separate combination sash and 
door division under the direction of 
Bill Hunsicker, a man with a long 
record of accomplishment in sales 
and who plans to immediately hire 


and train four or five salesmen to 
work with him. They will be paid 
straight commission with a draw- 
ing account. 

“For five years we've tried to sell 
combination windows and doors as 
just another building product,” ex- 
plains Charlie Krimm, owner and 
manager. “Frankly, they haven’t 
moved. But despite 95% of those 
being sold today being aluminum, 
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we still feel it’s a logical lumber 
yard product. Besides we don’t 
want to see the volume we formerly 
did in wood storms go to specialty 
houses.” 

Five years of experience led to 
the deduction that selling combina- 
tions require a completely different 
selling technique than that used by 
the average lumber — salesman. 
That’s why a different division was 
established. Biggest difficulty so 
far has been finding good men. 


Door-to-door canvass. Hun- 
sicker spends his days ringing door 
bells. In talking to the housewife, 
he tries to set up an evening ap- 
pointment when the husband will 
be at home. He insists that if you 
can set up an evening appointment 
you know they’re interested. 

Current advertising consists of 
an occasional mention of storm sash 
and doors along with a cut in news- 
paper ads featuring other products 
sold by the store. 

Where does he canvass? Any 
place within the 20-mile radius of 
the Bethlehem- Allentown area, 
which has a population of about 
300,000. Most new home owners 
buy some storm sash during the 
first three years of occupancy. 


Selling arguments. Hunsicker 
uses three arguments to drive home 
his sales message: 


1. Combination windows and 
doors save fuel. He has figures 
compiled by the University of IIli- 
nois, which indicate savings of 
33.8%. He promises customers they 
can definitely expect savings o : ‘ = . : . 
25% ; , ’ ‘ Look at this folding door! It is WAL-DOR, the first quality folding 
oe ae a ae door ever introduced at the incredibly low, low retail price of $13.95 
ener se thet “rs ea ang COS ved (for 24-inch opening). Now at last you can offer your customers a 
™ mene seh. This os re pee a folding door with all the features of custom doors costing many 

. Hark . * x «< «< aa . * 

Cn “ : “ > : 7 -— — mare , . ° —_ 
larly effective selling point with times more! It is an unbelievable amount of door for the money. 
owners of brick or stone houses. Easy to display...a 3-door life-size display takes up only 3 
square feet of floor space... displays three demonstrator folding 
doors! Write NOW for complete information. 


3. Amortization on the invest- 

ment of 7 to 8% per year due to 

savings in fuel. The units will have 

paid for themselves in 10-12 years 

and payments under FHA, Title I x 

can be spread over as long as five 10 gauge heavy vinyl 

years. plastic 

Insul-core baffle sound- 

proofs, insulates 

Easily, quickly installed ong oF A COMPLETE LINE OF FOLDING DOORS- 

with only a screwdriver FOR EVERY PRICE RANGE ...EVERY PURPOSE 

3 decorator colors CLOSURES MAGIC-FOLD DOOR CLOSURES WAL-DOR 
a vo ‘ " $19.95 retail from $13.95 retai 

oe security latch fra axos cies for 24” door opening. 

Plastic handles on both CLOSURES CLOSUR-DOR 

sides from $8.95 retail for 32” door opening. 

Protective bumper strip CLOSURES SALES CORP. 

gives light-tight fit Dept. 201, 533 E. Forest Ave., Detroit 1, Mich. 


He usually follows up all instal- 
lations by calling on neighbors to 
take immediate advantage of the 
word-of-mouth publicity. 

Price estimates always include 
installation. In the past, the com- 
pany has engaged contractors to in- 
stall the windows. However, pres- 
ent and expected volume have made 
it more feasible to hire an installa- 
tion crew. MAIL COUPON TODAY FOR FULL DETAILS 
(Few Choice Territories Available to Dealers and Distributors) 
Sash Trade-in eg 
Hunsicker accepts used storm lie al wht aeonapein 
windows as trade-ins on new units. f New Folding Detroit 1, Mich. 

He says the trade-in offer is very | “eckessof $f Please send me information 
effective in closing a sale with own- I ees tee eee ces Cid 
ers of older homes, even though the be or a () Dealer C Distributor 
allowance is only $1 per window. (check one) CR 


Address__. 
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cell 


PLACE A LOCKSET that will do the job beside a 
more expensive one that has eye appeal and nine 
times out of ten the DIY customer will buy the 
4 PLYROOD attractive one 


ywood 
pirct m " 
TCHED pEDWOOD P - eh 
" ; kee 
: a P gaat 82°72 
: k-u eee 
coe pice! > 
nor base- 


DIRECT MAIL POSTCARD mailed to 12,000 customers in mid- 


summer calis attention to Village Lumber Co. do-it-yourself school 


A FRICTION CATCH should be displayed so it can 


in fall. 


Seasonal education— 


be manipulated as well as seen. 


Do-It-Yourself School to Boost Hardware Sales 


New York state firm finds out what items 
to push this coming fall and winter by ana- 
lyzing the buying habits of its customers. 


Plans for fall and winter merchandising of hardware 
began months ago at Village Lumber Co., Elmont, L. I., 
N. Y., with the following analysis of the firm’s market 
and products it sells: 

1. At least 80% of the company’s $500,000 per year 
volume is bought by middle-income, do-it-yourself home 
owners who live within a 10-mile radius of the store. 
How much of this volume in hardware Harold Heck, 
manager, refuses to guess because all sales are posted 
by the bookkeeping department as lumber. 

2. The fastest selling hardware items are hinges and 
locks for doors installed in remodeled attics and base- 
ments. 

3. The second most popular seller is cabinet hard- 
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ware—hinges, friction catches and knobs. Home own- 
ers who remodeled attics and basements have put in 
utility kitchens to keep the muss out of the main part 
of the house. 

4. Contractors can buy hardware at discount houses 
at prices Village Lumber Co. can’t meet. They feel any 
such savings they can make increases their profit. The 
exception is the contractor who has some item he wants 
to match. 

These facts led to the inevitable conclusion that the 
best way to increase hardware sales is to encourage do- 
it-yourself. So a DIY school for remodeling attics and 
basements is scheduled to begin Sept. 12. 

“Our schools go all the way, too,” says Heck. ‘‘We 
show them how to build cabinets. If we sell them cabi- 
nets the hardware is already installed; if they fabricate 
the cabinets, we make three sales: lumber, hardware 
and paint.” 

Also since fall and winter—due to the nature of the 
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season—calls for fixing up the interior of the house, it | 


was decided to push hardware to go on refinished fur- 
niture and newly-painted cabinets. 

There are other programs already in operation to 
encourage the do-it-yourselfer which will be continued : 


Lumber cut to size. This service is offered at no 
extra cost. 

Custom service. Time is taken to go over the cus- 
tomer’s project step-by-step if the customer needs such 
guidance. 

Suggestive selling. “If a customer buys a door, we 
ask him if he needs a lock, hinges, a door sill. We try 
to be helpful.” 


Complete inventory. In order to furnish the cus- 
tomer what he needs at the price he wants to pay, Heck 
stocks at least three different price lines in all styles 
and models. While the contractor usually buys the 
cheapest one, the DIY customer usually buys the best. 
Show him a lock that will do the job and place beside 
it one with more eye appeal at $1 more—and nine times 
out of ten, he’ll take the more expensive one. 


Good display. This doesn’t necessitate a mass dis- 
play. Rather Heck believes in mounting a sample where 
it can be seen... if it’s a friction catch on a small door 
where the customer can operate it—then keying items 
by number from the sample to the inventory. Replen- 
ishing counter stock twice a week saves space, makes 
the package look fresher. 

A display of lower priced items packaged in plastic 
bags didn’t move until samples were mounted on each 
bin. Housekeeping improved, too, for it was easier to 
see at a glance where the item belonged. 

Like items together. Storm door hardware—hinges, 
locks, door closers and chains are assembled and dis- 
played together. 


Budget payments. Just about every way you look 
in the showroom are small neatly letter signs reading 
“Charge accounts invited.” Ninety-day accounts are 
not charged interest. Accounts for longer periods are 
charged 1% per month on unpaid balance, and FHA 
Title I is available for those who prefer it. 

Having mapped out a program, the next step was to 
tell homeowners in the company’s trade area about it. 

“Advertising hardware is a problem because it’s 
impossible to list all hardware items in an ad,” says 
Heck, “‘and what item would you want to isolate to 
feature?” 

Heck ads promote a complete line of hardware. A 
recent ad in the Long Island Daily Press listed along 
with other lumber specials, ‘“Pickets, all sizes . . . 7¢ 
each (We have hinges and latches for gates).” 

Direct mail is also used. Some 12,000 post cards 514 
x81,” mailed the first week in July and featuring mid- 
summer specials had a note which read, “FREE— 
Learn how to finish your attic or basement. See the 
tricks of the tree at FREE school for the home handy- 
man—Thursday nights, 8:15 to 10.00—Starts Sept. 
12, 1957.” 





- Rental Dept. 
by - ais 


in Island 

= 4 nits 4 A complete is- 

‘ land fixture is 
used for rental 
tools at Vadnais 
Lumber, Spring- 
field, Mass. A 
card on each com- 
partment in the 
display identifies 
the tools, states 
charges and sell- 
ing cost of tools. 


Gu 
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CONCEALED 


FOLD-ASIDE [2% 


I 


HARDWARE 

















FOR STYLISH LOW-COST LUXURY 
IN NEW OR REMODELED INTERIORS 


Hardware suppliers are earning greater profits 
with new Acme Concealed Fold-Aside Door Hard- 
ware. Keeping pace with the latest fashion trend 
to folding doors — Acme Fold-Aside Hardware 
installs neatly and invisibly in any opening up to 
8’ 0” wide. Even the threshold is clear — no floor 
track or plates to catch dust or interfere with car- 
pets. Builders prefer Acme on all folding door 
applications, such as — room dividers, ward- 
robes, passageway doors, bar top screens. Any 
door style can be used — wood panel, louvered, 
plastic, or other decorative materials. 


Best of all — you stock only Acme to meet 
every folding door hardware need up to 8’ 0” 
wide. Keeps your inventory in line. Acme provides 
merchandising aids and advertising. Place your 
Acme order today! 


10 SUPERIOR ACME FEATURES: 


@ Doors Fold-Aside to full opening @ Fits door openings to 8’ 0” wide. 


width. ; ‘ 
@ Easy vertical and horizontal ad- 
Extruded aluminum overhead justment without removing doors. 


track. . 
Smoothest door operation. 


Clear floor line —no bottom 


track or plates. @ Adjustable aligner keeps doors 


closed tightly. 


All hardware concealed. ; 
Doors can be removed without 


Simplest to install. disconnecting hardware. 


See your Jobber or write for details today! 


ACTED ACME APPLIANCE MANUFACTURING CO. 
© Acme Appliance Mfg. Co. 1957 


Circle No. 58 on Coupon, page 268. 
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SEASONAL PRODUCTS — INSULATION 





Wintertime projects for handymen . . 


HOMEOWNERS ARE REMINDED that 
"Winter's Coming—Insulate" by the spe- 
cial bulletin board sign lettered by Harry 
Williamson, yard foreman, right, while 
dealer Len Farber watches. 


Clinics Step Up Insulation Sales 30% 


Homeowners learn importance of tight 
insulation at special do-it-yourself classes 


sponsored by New Jersey dealer. 


Farber Bros. Supply Co., Linden, N. J., now sells 
30% more mineral wool than they did before start- 
ing do-it-yourself classes four years ago. This company 
also is doing increased overall volume, thanks to the 
clinics for homeowners on millwork, combination doors 
and windows, fencing and lumber. 

About 60% of the concern’s annual volume of more 
than a $1 million is now coming directly from the con- 
sumer, most of it in cash sales. 

Adequate insulation is stressed both at the do-it- 
yourself school and by 10 Farber employes on the sales 
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floor every day. Instruction closely follows the manu- 
facturers’ installation specifications. They advise full- 
thick batts or blankets for attic floors and medium- 
thick insulation for walls. Where air conditioning is 
a factor, full-thick mineral wool is recommended for 
walls as well as attic floors. 

Desk man Irving Sperling and yard foreman Harry 
Williamson make most of the construction recom- 
mendations to customers. They do not confine them- 
selves simply to how-to-do-it information, but make 
a deliberate effort to up-grade the quality of materials 
purchased. For instance, with insulation, a product 
that home-owners often fail to appreciate sufficiently 
because it lies unseen within a structure, they make 
a point of recommending the thicker materials. 

Sells Quality. The comparatively slight difference 
in price between thin blankets and thick ones reassures 
a customer that they are not just trying to build up 
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a sale—but at the same time the added profit to Farber 
is appreciable on a volume turnover. The sales ap- 
proach essentially is: “If you want the thin stuff, we 
have it here for you, but we can’t recommend it.” 

When the Farber family — Len, Bill, and their 
father, Theodore—kicked around the idea of a school, 
they agreed that its primary objective should be to 
educate. If the school provided a legitimate service 
to the community, additional business for the company 
would come about naturally, they felt. 

Farber Bros. have found that the school does both 
these things. Now in its fourth year of operation, the 
school runs for eight weeks, with a two-hour class 
each week. It regularly attracts more than 100 aspiring 
artisans. Enrollment is open to both sexes and the 
number of co-eds in attendance—with or in place of 
their husbands—is impressive. Equally impressive is 
the skill some of the women develop in the use of ham- 
mers, saws, chisels.and power tools. 

Helps customers. Local professional craftsmen are 
the instructors. Students are instructed on the funda- 
mentals of carpentry, plumbing and electricity. They 
are shown how to build an attic room, how to remodel 
and repair, how to paint and how to make other home 
improvements that are rewarding in pleasure and self- 
satisfaction as well as in dollars saved. Part of one 
session is devoted to a discussion of how to finance 
larger home improvement projects. 

Farber employes play the role of how-to-do-it in- 
structors every day of the year at the company’s mod- 
ern Home Supply Center, open seven days a week. 

Farber geared itself to the needs of the do-it-your- 
selfer four years ago, after 25 years of selling to the 
contractor. As part of the changeover, the $150,000 
showroom was built with 10,000 square feet and nick- 
named “Beaver Lodge.” 

Expands lines. With the building of the new store, 
the company enlarged its line of products to include 
a full line of hardware, garden supplies, tools, patio 
furniture, appliances and more basic building mate- 
rials—in addition to its complete stock of lumber and 
lumber products. The company also sells all types of 
floor coverings and operates a floor-covering application 
department. 

Glamour products—prefinished plywood wall panel- 
ing, for example— are given the most prominent dis- 
play space, for they are new to many customers and 
the display fills the primary function of informing 
people that a product exists. This leads to a welcome 
amount of impulse buying. 

The shift from contractor to consumer emphasis 
‘ame about gradually and was largely due to the grow- 
ing urbanization of the Linden area and the accom- 








DO-IT-YOURSELF SCHOOL teaches homeowners the importance 
of tight insulation. Carpenter Sam Dorio, left, makes a point to 
two "students." 
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panying construction bgoom. When large development 
builders moved into the area, they demanded—and got 
—building materials at considerable discount. While 
Farber volume was high, profits were small. 

The construction boom affected the company in an- 
other way. Many small contractors floundered in the 
sea of competition created by development builders. 
As a result, Farber accounts receivable steadily climbed 
above a healthy level. 

Meanwhile, the do-it-yourself bandwagon started 
rolling. As over-the-counter cash sales to homeowners 
increased, the firm saw that the growing consumer 
market could be a lucrative new source of business. 

Revises pricing. The company had much to learn 
about running a consumer business and its education 
is still going on. A new pricing system had to be de- 
veloped to insure a fair profit. Inventory policies had 
to be reviewed and modified. An entire advertising 
program had to be developed. 

The homeowner often makes a comparatively small 
purchase and requires a great deal more individual 
attention than a contractor. More salesmen were 
needed and each salesman can’t be expected to account 
for as much business as before. Inventory had to be 
expanded and redistributed with a greater emphasis 
on smaller items and smaller sizes and quantities. 
Merchandise returns became increasingly important 
consideration. All these factors added to overhead ex- 
penses and prices had to be adjusted upwards to a 
“retail” level. (Send for American Lumberman reprint 
“Compensatory Pricing,’ which covers pricing this 
way.) 

Now 212% for advertising. When Farber dealt 
primarily with contractors, advertising was virtually 
non-existent. The company’s advertising budget is now 
244% of gross sales. An intensive campaign in six 
newspapers covering all of Union County plus Staten 
Island, one of New York City’s five boroughs, heralded 
the opening ef “Beaver Lodge.’ The company main- 
tains a steady advertising schedule of semi-weekly in- 
sertions in these newspapers, two of which are in 
heavily populated Newark. 

Operating on a self-service, supermarket basis, Far- 
ber feels that it’s mainly the manufacturers’ respon- 
sibility to create a desire for his merchandise. They 
supply the products at an attractive price and offer 
“how-to” held. The Farbers keep themselves informed 
on manufacturers’ national promotions and advertising 
campaigns—and they are ready to order as soon as 
customer response becomes apparent. 

The firm occupies 11 acres of land fronting on a 
main New Jersey highway about 10 miles south of 
the heart of Newark. In addition to the air-conditioned 
showroom, there are extensive warehousing facilities. 
The company has 30 employees and eight delivery 
trucks. Parking facilities can accommodate 200 cars. 






NEW STORE provided space for do-it-yourslef classes. It's 
nicknamed ‘Beaver Lodge" and is located on a main highway 
about 10 miles from the center of Newark, N. J. 
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SEASONAL MERCHANDISE 
— INSULATION 


Sells More 


Insulation by 


Turning on 
the Heat! 


Rowley Coal and Lumber Co., 
Middletown, N. Y., has a rounded 
promotion program for insulation 
but they credit a single sales tool 
for a high percentage of their $4,- 
000 annual volume in insulation. 

The demonstration is simple. Two 
infra-red heat lamps are mounted 
about 6” above two samples of in- 
sulation. One sample is metallic and 
after a half hour of exposure it re- 
mains cool when compared to the 
other sample, which becomes quite 
warm. 

The lights first attract customers 
and then convinces them by positive 
demonstration of the value of insu- 





Attic Jobs are the most popular insula- 
tion jobs promoted at Rowley Coal and 
Lumber Co. Sales to consumers top con- 
tractor business in insulation. 
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LOOK, NO HEAT! Display quickly convinces customer that claims made for insulation 
are true. Samples of different types of insulation are displayed on perforated board above, 
on shelf below the lamps, also on the floor. Display is from Infra Insulation, Inc. 


lation. A sales tool of this type 
today has broad use in selling insu- 
lation because of the popularity of 
aluminum insulation by itself, or 
with conventional insulation 
equipped with an aluminum vapor 
barrier. 

At Rowley’s, the display sells all 
kinds of insulation because sales- 
men recommend just the right insu- 
lation for the job being considered. 


Displaying insulations. During 
the summer the heat demonstration 
is mounted on perforated hard- 
board, along with samples and 
prices. This month during the fall 
selling season it goes up front in 
the store for maximum traffic ex- 
posure. 

A mass display of insulation, 
14-15 rolls, will also be up front be- 
tween the show window and main 
aisle. The display will carry a sign 
reading: “This is what it takes to 
cover 700 square feet of attic. Easy 
terms to fit your budget.’’ Rowley 
gives 2% cash discount before the 
10th of the month, no interest for 
payment in 90 days and 1% per 
month on unpaid balance. 

Stapling guns for applying insu- 
lation will be made a part of the 
display and actually merchandised 
on an outright sale and rental basis. 

Being General Electric fran- 
chised heating engineers for the 
Middletown area is also an advan- 
tage in selling insulation. When the 
Rowley engineer figures a heating 
system, he also compiles figures to 
prove what’s needed in the way of 
insulation for the house. 


Direct mail. Rowley’s this fall 
will arrange to have envelope stuff- 
ers promoting insulation inserted 
in all monthly bill statements. 
They’ll also push it in newspaper 
ads with a banner headline like 
“Save Fuel” and advertise insula- 
tion along with such other cold 
weather items as calking and storm 
sash. Radio spots running from 30 
to 60 seconds are used twice a day 
on a disc jockey show in addition 
to a 30 and a 15 second spot at the 
beginning and end of the daily news 
program at noon. Rowley tries to 
plug insulations on these spots at 
least 20 times a year—but they are 
concentrated in May, June and No- 
vember when people should be insu- 
lation minded. 

“We feel we do a good business 
in insulation,” says Fred B. Rowley, 
owner and manager. “How much 
good the promotion we put behind it 
does, I can’t say. I’m sure not going 
to discontinue the promotion to find 
out either.” 

Insulation sales at Rowleys break 
down as follows: 25% to contrac- 
tors, 25% with heating systems, 
50% to consumers. Most of the 
sales to consumers are for attics, 
either for ceiling insulation or 
complete applications when attics 
are finished off. 

“Naturally, we’re more impressed 
by contractor sales because they 
buy in large volume, but at the end 
of the year when we total up the 
small sales, they represent more in 
dollars than the contractors,” Row- 
ley says. 
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Advertising Saturation 
Throughout the Nation 


America’s leading magazines tell 
your customers “Jf Insulation’s Gone 
Flat—JUST ADD ZONOLITE!” 
We’re doing your Zonolite selling in: 
LIFE...BETTER HOMES & GARDENS... AMERI- 
CAN HOME...HOUSE & GARDEN BOOK of 
BUILDING...HOME MODERNIZING... HOUSE 
BEAUTIFUL BUILDING MANUAL...NEW HOMES 
GUIDE... POPULAR SCIENCE...FARM JOURNAL 
...POULTRY TRIBUNE... SUCCESSFUL FARM- 
ING... AMERICAN WEEKLY...THIS WEEK. 
PARADE... FAMILY WEEKLY... 


286 SUNDAY NEWSPAPERS 
FOR ADDED LOCAL IMPACT 


| ¥¢ All the“Helps” 
You Need 


‘to Boost Your Sales! 
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ZONOLITE 


Now Drives Customers Into Your Place With a 
Tremendous Promotion—and New Advertising TWIST! 


We’re hitting the billion-dollar home insulation market with a 
tested, smashing promotional campaign, and an entirely new 
advertising twist that gets your customers to—reinsulate! For 
every new home being built, there are 50 older houses that are 
not insulated, or were not properly insulated, or that have 
insulation that’s worn out, GONE FLAT! 

Think of it—over 200 million readers will be exposed to 
Zonolite ads during “‘Operation Reinsulation’’. And every ad 
carries the traffic-building message, ‘““Get a Free Zonometer 
at your Lumber or Building Supply Dealer’’. So line yourself 
up now for more traffic, more sales, more profits! 


= Pees. ‘5 
ea Satie : SABI eS 


ZONOLITE COMPANY, Dept. AL-97 
135 S. LaSaile St., Chicago 3, Ill. 


Send me complete kit on giant ‘‘Operation Reinsulation’”’ 
program and details on Free Tie-in Sales Aids. 


Name 





Store Name 





Address 





City 





Circle No. 154 on Coupon, page 268. 





SEASONAL PRODUCTS — CEILING TILE & WALL COVERINGS 





SALES ROOM at Steel City Lumber & Supply Co., Gary, Ind., shows both wall and 
ceiling materials. Products are all priced and described. Gypsum display illustrates 


finishing detail. 


For Profit, Easy Estimating, 


Not everyone can afford a Cadil- 
lac and by the same token not all 
customers can pay the freight for a 
new family room bristling with 
jalousies. Smooth surfaces for walls 
and ceilings, however, are within 
the budgets of most Americans, 
especially if the renovation becomes 
a do-it-yourself project. 

There are strong indications that 
the market for home improvement 
is becoming broader in scope. Lit- 
erally millions of home owners still 
live in older houses with cracked, 
streaky and dirty walls and ceilings 
well beyond patching or minor re- 
pair. Perhaps we shouldn't restrict 
this comment to older homes, be- 
cause we all know of post-war 
houses built in a rush that are in 
just as bad shape. 

The opportunity surely is con- 
crete, wide-open for active dealer 
solicitation. You will find, as we 
did, that the general public is large- 
ly unaware of new products and 
new application methods now avail- 
able. They have a glimmering on 
ceiling tile, thanks to national ad- 
vertising, but it’s still up to the 
dealer to hammer home the features 
that make the sale. 
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Promote Interior Remodeling 





While defects in walls may be 
covered somewhat by deft place- 
ment of furniture or pictures, the 
ceiling is fully exposed in the home. 
A bad ceiling is especially unattrac- 
tive at night when flooded with arti- 
ficial light, which reveals all cracks 
and irregularities. 

There are many fine products for 
renovating ceilings but from the 
viewpoint of cost and easy applica- 
tion, dealers tell us that they are 
having their best success with insu- 
lation board tile. Backing this up, 
Charles M. Gray, manager, Insula- 
tion Board Institute, recently told 
American Lumberman that 1957 
promises to be the best year yet for 
ceiling tile.” 

There are a lot of reasons for 
this outstanding performance. The 
public seems to accept the product 
more readily and the Insulation 
Board Institute credits consumer 
interest in controlling noise for 
much of the increased volume. 
Larger families, TV and other 
sound producing sources are men- 
tioned. 

Something just as important 
could be the new styling turning up 
on many lines this year. For years 


all ceiling tile was pretty much alike 
and the boys back of the counter 
had no difficulty in switching 
brands with customers. Now it is 
rapidly becoming impossible to do 
this, as new tile comes on the mar- 
ket fully styled and in distinctive 
colors. Women customers, for ex- 
ample, now are very important in 
deciding the tile to buy. Any dealer 
selling wallpaper and paint to the 
gals, knows how involved selling 
becomes when taste and personal 
opinion enters the picture. 

Ceiling tile has fought a long 
fight to arrive on the right side of 
the tracks. It first was used on min- 
imum housing and marginal com- 
mercial jobs. Research made _ it 
accepted for the finest commercial 
installations and there was a begin- 
ning with prestige homes. This 
year’s smarter designs and non- 
commercial look, have broadened 
tremendously the sales potential 
for tile. 

The Insulation Board Institute 
states that fully half of the tile 
sold goes to the do-it-yourself cus- 
tomer. Tile application is quite 
easy, thanks to better T & G joints, 
improved staplers loaded with spe- 
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cialized staples for tile, and excel- 
lent products for adhesive applica- 
tions. 

We remember the tile displays 
that the territory man popped on 
your sales counter. They still play 
a part in display where space is 
limited but most dealers today are 
getting more traceable sales re- 
sults to the newer, mass displays 
built around cartons and placed on 
main traffic sales. Many manufac- 
turers have special sales aids for 
erecting mass displays which are 
now available. It’s a “must” for 
profitable merchandising this fall. 

The trend on pricing tile seems 
strongly in the direction of pack- 
age pricing. The old way was to 
sell tile by the piece as a traffic 
stimulator. As the product be- 
comes a quality item, the total 
price for the job or the monthly 
terms seems to register better with 
the customer. 


Wall Coverings 


Faced with renovation of a wall 
the dealer may recommend at least 
15 different materials. If the wall 
can be made fairly smooth by 
patching, textured paint, wallpa- 
per, canvas or Sanitas may be 
specified. The new adhesive- 
backed vinyl wall coverings can 
also be considered. 

When the wall is extremely bad, 
requiring extensive surface repair, 
the dealer can turn to 10 products 
for complete surfacing. They are: 


. gypsum boards 

. hardboards 
predecorated hardboards 

. wood paneling 

. plywood 

. insulation boards 

. laminates 

. plastic tile 

. new plaster 

. laminated board 


SCDOMNOMAW HD — 


Considering the many products 
available for covering old walls 
the dealer display job becomes a 
bit difficult. The display methods 
seem largely to be governed by the 
amount of showroom space avail- 
able. Some dealers with large 
rooms set aside for contractor and 
consumer meetings use both walls 
and ceilings for in-use product dis- 
plays. The only problem seems to 
be limited traffic because the room 
is usually remote from the sales 
floor. 

If space is tight a good over-all 
display job can be done with 
30x80” swinging panels. Panels 
can also be mounted on overhead 
track hardware for convenient 
pullout. If panels are used it is 
recommended that all products 
performing a similar function be 
grouped together . all ceiling 
materials . .. all wall coverings, 
for convenient shopping by the 
customer. We tried this technique 
in the model store we handled for 
NRDLA at the exposition in Chi- 
cago, with good results. 














































REVOLVING tile display at Smithtown Lumber Co., Smithtown, 
N.Y. Pylon display, made from A.L. designs, displays lots of 
samples in limited floor space. Unit can be free-standing or 
mounted floor to ceiling. 


Armstrong CEILINGS 
COVER CRACKS % 
a 1UIET AND BEAUTY 


1, 90 OOTY 
to intel. 


you a0 
ot vocal! 





ARMSTRONG Cork display in use at the Franklin Moulding and 
Trim Co., Jacksonville, Fla. Display project from the top of the 
sales tool, show several samples. Armstrong has promoted tile 
heavily this year for kitchens. 
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CEILING TILE is displayed and priced on this sample board at the Fingerle-Hollister- 
Wood Lumber Co., Ypsilanti, Mich. The boards are 12' long and fastened by hooks from 
the ceiling and brought down at an angle. The display has a back support of three 
2x4's on edge and is Rened with corner moulding. Similar boards are used for sheating 
and other board products. 
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THE BIG NEWS COMES 


A new way to sell kitchens and 


om me so es! 


SUR Se A ee ee ee ee ee oe ee 


_ ___ 


YOUNGSTOWN KITCHENS 


“by-the-yard”’ sales plan 
helps you sell more units! 


ten ae vom 


Customers buy complete kitchens... 
and units to fit their wall-measure! 


NATIONAL ADVERTISING SETS THE 
THEME... Full color ads in leading magazines 
sell the new “By-The-Yard” kitchen.,. stress 
economy of new “Add-a-Unit” plan...make 
every homemaker a prospective customer! 


TIE-IN WITH PROMOTION, DISPLAYS 


... really sell kitchens! Stock, Feature, Display 
the Youngstown Kitchens beautiful decorator- 
planned colors. Ask customers to measure 
kitchen walls...suggest the ideal size sink and 
cabinets to fit their footage and budget. Sell one 
unit today...matching units tomorrow. It’s the 
ideal way to “trade-up”’! 


FREE store display material available 
to Youngstown Kitchens Dealers. 


Ask your Youngstown Kitchens distributor 
about it today. 





NOW YOUNGSTOWN KITCHENS DEALERS 
CAN OFFER CUSTOMERS 

NEW EASY CREDIT PLAN: 

Check your Distributor for full information on new a.b.c. 


plan that enables you to offer any Youngstown Kitchens 
unit for No Money Down...36 months to pay! 





..» SELL THE BASIC 


A YOUNGSTOWN KITCHEN 
...THE HAPPIEST ROOM IN THE HOUSE! YOUNGSTOWN KITCHENS UNIT 





Division OF AMERICAN-Standard 


WARREN, OHIO 











Quality Protects Your Investment — Amerrican-$tandard Quality Is Available At No Extra Cost 
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FROM YOUNGSTOWN KITCHENS 


profits “by-the-yard”! 


» P> 





























... SELL THE DISHWASHER ' ..» SELL ADDITIONAL CABINETS 
AND CABINETS TO MATCH AND COOKING CENTERS 


a EE - 
YOUNGSTOWN KITCHENS, Dealer Dept. AL-9, Warren, O 


Please send me complete details on how I can beeome a 
Franchised Youngstown Kitchens Dealer. 
For complete details see your Youngstown 


NAME: 
Kitchens Distributor or mail this coupon today: 


STORE NAME: 
ADDRESS: 
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SEASONAL PRODUCTS — ADVERTISING 





Nebraska Dealer Shows How to 


Prepare a Fall Circular 


This fall many lumber dealers will be preparing their 
own direct mail circulars for blanket coverage of their 
area. A successfully planned folder does take time and 
some skill but the results are often worth the effort 
because you can bear-down on the right products and 
services needed by people in your area. 

Last September the Carhart Lumber Co., Wayne, 
Nebr., assembled their own eight-page folder, which 
was mailed to about 18,000 people in areas served by 


the company’s ten smalltown yards. Printed on orange 


paper stock to suggest the 


This Is Your Invitation | | x 
To Make Big Savings At | o--~ 


Carhart—Foreman 
SS “DARADE OF 


6c FALL VALUES” 
uy dia 


25¢ Coupon 25¢ ln om .. 
: Carhart — Foreman 
25¢ ” a5¢ — 
COVER — local managers 
were featured with their 
photos and a message, The 
25¢ free credit produced 
poor results and is not recom- 
mended. 


CARHARTS Porade of Fall Values Spotlights 


Late Summer Savings 
RED HOT LIMITED SPECIA 


| 000 BUSHEL = one CORN CRIB 


now_wwiu mary Last $38500 “= 








=| 





PAGE 5—Specials with em- 
phasis on corn cribs, a close- 
out on outboard motors, plus 
regular items at reduced 
prices. 


fall season, the folder cov- 


Let CARHARTS Parade of Fall Values Help You 
Save On Home Modernization! 
CAN YOU SPEND ONLY $12.78 PER MONTH 

ON YOUR HOME? 

IT WILL GIVE YOU s400 TO WORK WITH 

eid FHA TERMS HAVE BEEN LIBERALIZED 


Samet Mowry ParaeterT Cane) 





Pr +~ P 
a tn oh 
ol ¥ ’ 

we om we 
ia me mo 


Any one of thane three suggested proyern an be done for only $12 78 per mon 





PAGE 2 — The easy terms 
available for home improve- 
ments was promoted along 
with three packages—kitch- 
ens, workshops and recreation 
rooms. 


Look To CARHART'S Parade of Fall Values For 


Top FARM VALUES 

















"798 oun 
PAGE 6 — Farmer sladals 
with complete buildings get- 
ting the play. Seasonal fall 
goods completes the page. 


ered a wide variety of products, packages and services. 
All illustrations were from the AD service mat pro- 
gram offered lumber dealers by American Lumberman. 
A similar folder will be printed and mailed again this 
September, because results were excellent last fall. 


Roy D. Christensen, at Carhart’s reports that he 
printed three circulars last year, largely on his own. 
He’d like very much to exchange his circulars with 
other dealers preparing their own direct mail. A letter 
addressed to their yard at Wayne, Nebr., will reach 
him. 


CARHARTS Parade of Fall Values Offers 


BEST PAINT. BUYS | 


CARHARTS Parade of Fall Values Features 


DO IT YOURSELF 


\ sposiahen = serena br the down youre. to up i sadey and lew help vom oot 
ated an 8 praia We ewe everyting yaw mend me de te juth true steer 








PAGE 3 — Products for fall PAGE 4—Paint for fall, along 
projects addressed to the do- with related merhchandise. 
it-yourself customer. All items Exterior painting is suggested 
illustrated, described and because of dry September 
priced. weather. 


Ye, SNUG UP 
_FOR FALL 


BE READY FOR “WINTER! 
wincows Ano 0008 


re 5 = 


CUT FUEL COSTS! 


# CARHARTS Porade of Fall Values Suggests 


GIVE YOUR WIFE A BREAK 





BALSAM WOOK 
certs sa ant tie 


‘6500 











Carhart—Foreman Lumber Co. 


Albion, Nebraska 


PAGE 8 — Kitchens are fea- 
tured on the back cover with 
monthly payments empha- 
sized. Copy includes jab at 
“bait advertising’, pledge 
that Carhart always offers 
fair deals, quality materials. 


A. 4-1 Pe “sgao TBe nel ne 


PAGE 7 — Fall fix-up needs 
including combination win- 
dows, insulation, metal prod- 
ucts and hardware. 
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Remington. 


Remington 


ELECTRIC TC S 


cv 


gemington 


R 250 ASSORTMENT 


List Prices* Display Data: 
2—149B Drills width: 124” 
1—389 Drill depth: 9%” 
1—65A Mall Saw height: 23” 
1—71 Saw 59.95 ship. wt.: 7% Ibs 
1—25 Mall Sander 54.95 Color: Red and white 
— 
$244.80 Total List 
163.21 Dealer Cost 
R 125 ASSORTMENT 
List Prices* Display Data: 
1—149B Drill $28.50 width: 11%” 
1—65A Ma'l Saw 34.95 depth: 5%” 
1—25 Ma!! Sander 54.95 height: 184” 
_ ship. wt.: 4 Ibs 
$118.40 Total List = Color: Redandwhite 
78.94 Dealer Cost 


With your fool orders 


FREE 
ALLMETAL 
DISPLAYS 


to make this fall your biggest 
season for power-tool profits! 


Make your store a home workshop equipment 
headquarters with Remington electric tools by 
Mall—today’s most exciting line of portable pow- 
er tools. One of the handsome displays shown 
above will make it easy for customers to select 
the power tool they need. Buy the tools—get the 


free displays to help you sell them. For details— 


Remington 


see your wholesaler today. For names of whole- 


salers in your area mail coupon below. 


R 500 ASSORTMENT 


List Prices* List Prices* Display Data: eoceeceeeee 
3—149B Drills $85.50 2—71 Saws | t width: 29%” MALL TOOL COMPANY 
2—389 Drills 75.90 1—25 Mall Sander depth: 6%” Division of Remington Arms Company, Inc. 

1—128 Drill 44.95 1—31 Sander 89.9 height: 25%” Bridgeport 2, Conn 
2—65A Mall Saws 69.90 $541.05 Total List shipping weight: 13% Ibs. ° . 
: "lease se : > lease send quantities 
360.72 Dealer Cost Color: Red and white Please send the names I € a ] ! : 
of electric Tool wholesalers of your FREE power-tool 


customers 


in my area catalog f[ 


CMUNAON neue hint 


MALL TO COMPANY ADDRESS 


Division of Remington Arms Company, Inc., Bridgeport 2, Connecticut = 
In Canada: Mali Too!, Ltd., 36 Queen Elizabeth Bivd., Toronto, Ont. . 
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SEASONAL PRODUCTS—WEATHERSTRIPPING 
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MOBILE SHOWROOM is this small bus. Yard manager W. E. 


Yancey, kneeling, demonstrates weatherstrip action to builders. 


We’re pushing weatherstripped 
window units this fall by 





SELLING BY DEMONSTRATION in the C. J. Harris Lum- 
ber Co. store is effective, says manager Yancey, left, 
showing window units to contractors Barney Altemueller 
and John Mathews, right. 


HOUSEWIVES appreciate benefits of weatherstripped 
windows, says lumberman Yancey, left, as salesman dem- 
onstrates window's features at the Harris store. 


Demonstration in Yard and on Job 


An extra seasonal push will sell more 


weatherstripping. 


Metal weatherstripping dramatically presented will 
make fall and winter sales of windows just a bit better 
at the Overland, Mo. yard of C. J. Harris Lumber Co., 
according to William E. Yancey, manager. This is be- 
cause Yancey is using the full resources of a local 
sales development campaign of a metal weatherstrip 
manufacturer. 

The Overland yard of C. J. Harris Lumber Co. has 
a millwork plant where windows are assembled for 
the firm’s 15 yards. 

“We carry an enormous stock of windows and parts 
here,” Yancey said. “We'll give a contractor 24-hour 
service on his window needs, right out of stock.” 


Sales push needed. An extra sales push was needed 
this fall, Yancey felt, and he turned to the weather 
strip manufacturer for help. 

“Here in this extremely competitive market, metal 
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weatherstripping in a window unit does its part in 
helping remove us from price competition,” Yancey 
said. 

Through the cooperation of the manufacturer, dis- 
trict salesman Travis Gardner arrived one morning 
recently at the Harris yard driving a specially equipped 
Volkswagon bus stocked with complete window units, 
technical data and sales literature. With this bus as 
a traveling showroom, an intensive program of con- 
tractor calls was begun, taking the windows to con- 
tractors on their jobs rather than waiting for them 
to come to the yard. 

Yancey has a number of well-displayed weather- 
stripped windows on display in his store to help sell 
walk-in customers. Also at the store is a product-in- 
action display of weatherstripped windows. These are 
found in the walls of the remodeled house which serves 
the lumber retailer as offices. All of the windows in 
the house are of the firm’s own make, all of them 
weatherstripped. 

“Once a house prospect has raised and lowered one 
of the building’s windows and sees for himself how 
well they work, he is sold,” Yancey said. 
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Why Curtis New Londoner Doors 


are the easiest flush doors to sell 


No warping...no complaints 


Many low-quality flush doors warp and sag after installation. 
That means complaints from dissatisfied customers. But 
Curtis New Londoner doors do not give such trouble. Their 
patented, locked-in, all-wood core keeps them rigid under all 
conditions of humidity and temperature. 











The special beauty of matched-grain panels 


Extra care goes into the selection of face panels for Curtis New 
Londoner doors. The grain patterns of beautiful native woods 
are matched to provide actual pictures in wood. You can spot 
New Londoner quality at a glance. 








Curtis New Londoner doors have undergone almost unbeliev- 
able punishment in special, accelerated torture tests in which 
the doors were slammed, banged with heavy weights and kept 
in steam cabinets for long periods of time. Every New Londoner 
door tested came through with flying colors—positive proof 
that these doors give lifetime service. 








All Curtis New Londoner hollow-core flush doors carry a guar- 
antee of quality. You’ll find this guarantee a big help in selling. 

And to make door and window selling even easier for dealers, 
Curtis provides special door and window selector charts which 
show a wide variety of Curtis door and window styles and 
types at a glance. Another reason why it pays to be a Curtis 
Woodwork dealer! May we tell you more Curtis sales ad- 
vantages? 


€ 


. 


Rt pONER 


pon ee 


CURTIS COMPANIES INCORPORATED, Clinton, lowa 
Clinton, lowa « Wausau, Wisconsin + Chicago, Illinois + Sioux City, lowa « Lincoln, 
Nebraska « Minneapolis, Minnesota * New London, Wisconsin + Oconto, Wisconsin 
Scranton, Pennsylvania + Charlotte, North Carolina 
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Section 2 


Fall & Winter 


Home Improvement 


Guide 


(Articles on pages that follow) 


HOUSING 
INVENTORY 


CHAPTERS 


Home Improvement Market (below). 
Home Improvement Management. 
Home Improvement Showmanship. 
Home Improvement Display. 

Home Improvement Advertising. 
Home Improvement, Roofing-Siding. 
Home Improvement, Kitchens. 


Home Improvement, Garages. 


of homes in U. S. were 


built prior to 1947... 10 YEARS OLD 





of homes in U. S. were 


built prior to 1927... 30 YEARS OLD 





of al standing 4: SUB-STANDARD 





HOME IMPROVEMENT: 
MARKET UNLIMITED 


The average potential sale per housing unit in re- 
modeling is $1,728 (labor and materials). 

Figuring the repairable housing plant at 40 mil- 
lion units (a conservative estimate) the backlog of 
needed home improvements in our country is $69,- 
120,000,000. 

In addition, our housing plant will continue to de- 
preciate at 5% per year (2% for repairs, 2% for 
needs of new living conveniences, 1% for needed ad- 
ditions)—an annual developing market of $16 billion. 

Of course, such improvement and repairs must be 
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sold ... dollars would have to be channeled in many 
cases from new cars, travel expenditures and other 
desires. But the great potential does exist in every 
community. A high percentage of this home improve- 
ment can be sold and executed in the fall and winter. 


Reliable statistics are not available on the total 
dollars now spent for home modernization. But it 
already exceeds the money spent on new home con- 
struction. Aggressive dealers can double the present 
remodeling activity. 
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ANOTHER ADDITION TO THE SISALKRAFT LINE 


PLAXACRIN 





The Most Efficient 
Glass Replacement Plastic 
Ever Developed! 


Look what you can now offer your customers: 


1. Sisal-Glaze will last many years longer than any other similar 
material. 





2. Sisal-Glaze does not deteriorate or discolor with age. 
3. Sisal-Glaze transmits maximum beneficial ultraviolet rays. 
4. Sisal-Glaze has absolute clarity. 


5. Sisal-Glaze is low in cost . . . competitive with ordinary ‘“tem- 
porary” plastics. 





Here’s your chance to make attractive profits with the ex- 
citing possibilities of Sisal-Glaze and its mark-up potential. 
Sell by the roll or by the lineal foot. 

Sisal-Glaze is light in weight yet amazingly tough. For 
some uses, it is better than glass as it transmits almost 100% 
ultraviolet and infrared rays. Sisal-Glaze will last many 
years when used as recommended. 





Because of its long life and clarity, Sisal-Glaze is ideal 
for low cost storm sash, winterizing breezeways, porches, 
carports. Also glazing summer cottages, cabins, garages, 
etc. 

On the farm, Sisal-Glaze is excellent for glazing poultry 
housing, barns, shelters. It’s handy, too, for emergency 
glass replacement. 

In the growing field, Sisal-Glaze will revolutionize exist- 
ing methods of greenhouse construction, hotbed sash and 
cold frames. Sisal-Glaze will bring the ‘‘do-it-yourself”’ 
home greenhouse within the reach of all. 








. . 
Available in 5 and 10 mil weights and American SISALKRAFT Corporation 
width of 36” and 42”. Ask your sup- y 
plier for prices and more information or Chicago6 * New York 17 ¢ San Francisco 5 
write: 
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‘ A 
HOME PLANNING CENTER at W. E. Atkinson Co. finds Mrs. 


Bill Lacey searching for remodeling ideas with the help of Irvine 
H. Walker, Atkinson's home improvement salesman. 


’ 


Remodeling Can Be 
BIG BUSINESS 


Here is the story of Mrs. Bill Lacey and the W. E. 
Atkinson Co., Newburyport, Mass. 
Mrs. Lacey wanted to renovate her old house, which 


The inventory of old homes had not been occupied for a number of years, before 
, her husband returned from overseas duty. The job was 
which are well worth saving well underway, but not finished when her husband got 
: back. It involved new shingle siding, complete insula- 
through modernization provides tion job, new windows, new roof, heating plant and 
other major improvements. Estimated cost totaled 

a truly big sales opportunity for $30,000. 
: . Big-ticket remodeling jobs are not unusual in New 
alert lumber retailers. England, says dealer Leslie E. Atkinson. Opportunity 


awaits any dealer where old houses can be restored, 
using the basic shell as a framework. The full sales 
story of W. E. Atkinson Co. is told on a following page. 
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DISCUSSING THE PROJECT, house in 
background, are dealer salesman Walker, 
center; Bill Lacey, Sr., and his daughter. 





























NEW STAIRWAY AND STORAGE 
AREA is just one feature of remod- 
eled house. Mr. and Mrs. Lacey are 
happy with the progress made by 
the carpenter, left. 


ae x ak. 


PATIO AREA with flagstone flo 


or and fiberglas roof is a major 
addition. Chimney, cellar entrance, windows, siding and roof 
are also new. 


KNOTTY-PINE PANELING was installed in the kitchen and liv- 
ing room. Living room is 46'x24'. Upstairs has three bedrooms 
and two baths. 
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Selling Big-Ticket Home Improvements 


New England dealer beats drop-off in new construction by care- 


fully-planned, year-round home improvement promotion. (See pic- 


tures on preceding pages.) 


“Home improvement jobs mean more work, but 
they’re safer and more profitable than new construc- 
tion,” says Leslie E. Atkinson, president, W. E. Atkin- 
son Co., Newburyport, Mass. 

He points out that home improvement work spread 
over 12-20 jobs, all over $500, has a good chance of 
continuing or increasing while mortgage money may 
be getting tighter and speculative builders drop out 
of the picture. 

Atkinson’s is furnishing materials for six less new 
homes this year than for a corresponding period last 
year, but home improvement business has gained 5%. 
About 75% of the firm’s volume is in home improve- 
ment jobs. 

The firm has two outside salesmen. Irvine H. Walker 
spends 60° of his time selling home improvements, 
combination windows and overhead doors. The other 
salesman concentrates on contractors. Because Walker 
is always on the move and does a great deal of follow- 
through on his own, Atkinson has never settled on 
any set method of approach to a remodeling job. 


Sells the package. The firm will, if requested, handle 
the whole package—material, labor, financing, so that 
the customer need not go elsewhere to handle all the 
details. The firm will also recommend one of a half 
dozen contractors with whom they are familiar, or 
they will work along with any contractor or carpenter 
of the customer’s choice. 

Home improvement, believes Atkinson, with the ex- 
ception of the kitchen business, carries an element of 
do-it-yourself. Consequently, he finds few customers 
who are willing to sit back and wait for a package 
deal. They enjoy the involvement in details and feel 
that they may save money by participating. 

By the same token, Atkinson does not specialize in 
any one type of home improvement. He sells added 
rooms, breezeways, remodeled attics, recreation rooms 
and other jobs. 

Atkinson’s works entirely through their contractor 
customers. Financing can be arranged as the customer 
desires. The firm itself will finance any project up 
to $300. In such cases, the terms are usually arranged 
so that payments are completed within a year. Six 
percent interest is charged, but this sum is included 
within the payments and is seldom discussed. For 
projects between $300-$3,500, Atkinson uses FHA 
facilities. 


Pre-planned advertising. Atkinson’s has a well- 
defined policy on advertising and promotion. Each 
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month, a daily program is made up in advance, costs 
are figured as well as timing and effort. 

In a typical month, for example, 12 newspaper ads 
covered such subjects as closet lining, paints, pack- 
age room prices, announcements of demonstrations 
and folding doors. Three direct mailings went out that 
month as well as four envelope stuffers. Atkinson’s 
occupies an older building with a series of windows 
along the main street. Four changes were made in 
these windows during the month. One demonstration 
was held, one special promotion, and one contrac- 
tor’s meeting was held. Backing all this up, radio spots 
were used on 12 different days, covering a variety 
of subjects and supplementing newspaper ads, direct 
mail, ete. 

Atkinson believes that newspaper ads bring the most 
results and consequently devotes one-third of his ad- 
vertising budget to that medium. Of all the news- 
paper advertising, 85° of it is devoted to home im- 
provement subjects. 

Atkinson breaks down his budget systematically. He 
has 14 subjects listed under advertising, a figure which 
seems high at first glance but proves the point that 
when a program is put down in black and white, it 
often reveals facts which a dealer may take for granted 

Here’s what Atkinson considers advertising: news- 
papers, telephone book classified, novelties, program 
books and tickets, memberships and meals, plan serv- 
ice and books for home improvement corner, maga- 
zines, calendars, Welcome Wagon, booklets, promo- 
tions, direct mail, radio. 

The cost for these items is spread out over the year 
based on previous experience. The firm knows, for 
example, that their best month is September, so they 
spend the greatest slice of their advertising budget 
this month. 

With a million annual gross, they spend slightly 
less than 2% for advertising. The monthly breakdown 
of their newspaper budget is as follows: 

January 5.2 July 9.0 
February 4.0 August 10.0 
March 4.3 September 13.5 
April 7.0 October 12.5 
May 9.0 November 10.0 
June 9.0 December 6.2 

Atkinson believes in investing a good deal of their 
time, effort, and money into home improvement pro- 
motion. It’s not only good business, but good insurance. 
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LUCAS KNOWS 
THERE’S 

NO PROFIT 0 Great Name in PAINTS 
IN A CAN 

OF PAINT UNTIL 

THE DEALER 

SELLS IT 


THAT'S WHY 

LUCAS 

QUALITY PAINT 

PRODUCTS ARE 

BACKED BY 

SUCH AN 

AGGRESSIVE 
MERCHANDISING CAMPAIGN 








Illustrated above is the most remarkable Paint 
Decorating Guide in America today with SOO large 
color chips and over 100 full color illustrations. Full of ea . 

: a Write for 
professional advice on redecorating problems and \ 
countless ideas and suggestions on correct color 
combinations. Just one of many, many merchandising 
aids that help dealers seli more Lucas Quality Paints. 


information 
today! 


JOHN LUCAS & COMPANY, INC. 
1617 PENNA. BLVD., PHILADELPHIA 3, PA. 
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REMODELING a home is a family affair. Coman had this photo taken showing remodeling 
materials being delivered for use in a testimonial advertisement. The family is shown, named 
and the street is given. Human interest copy tells how satisfied the customer was with Coman 


service. 


In southern city of 72,000... 


$500,000 in Remodeling Yearly 


This year the Coman Lumber Co., Durham, N. C., will 
sell more than $500,000 in remodeling, a hefty 50%- 
55% of their annual volume of $1 million. Remodel- 
ing for Coman has been a lifesaver with new home 
construction off sharply in Durham, as in other cities 
across the country. Overall sales this year are only off 
about 8%. 

Coman’s secret, if there is one, is consistent mer- 
chandising over a period of 10 years directed to the 
consumer—not only to the do-it-yourselfer, but more 
explicitly to the do-it-yourself homeowner. The re- 
modeling merchandising program hinges on: 

—Extensive use of newspaper space for do-it-your- 
self, consumer-aimed, merchandising-type advertise- 
ments. 

Three large display rooms (two in different yards 
in Durham and one in Chapel Hill, N. C.) where the 
homeowner can see building products and home plan- 
ning centers where the consumer can look for ideas 
to his heart’s content. 

Easy financing with payment plans adapted to 
the particular needs of both the customer and the 
project. 

Friendly, informed sales people who can tell peo- 
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ple how many windows it will take for her breezeway, 
which type will do the job best and how to install 
them. Moreover, they’ll either get a Coman carpenter 
to do the job for her, or finish it, should she start it 
herself and smash her thumb with a hammer. (J. H. 
Coman, Sr., president of the company, states that de- 
spite the do-it-yourself movement, 85% of home owner 
improvements are still done by professionals in their 
area.) 

Has own crews. For years Coman’s referred leads 
on remodeling jobs to contractors who frequently went 
elsewhere to buy their materials on a price basis. Now, 
and for the past five years, they have their own re- 
modeling crews who are capable of handling anything 
from hanging a door to a room addition. 

When they decided to run their own crews, Coman’s 
checked their own personnel and found that former 
carpenters, foremen and even a contractor were already 
on the payroll. This was a lucky break but it suggests 
a new hiring policy for other dealers that has definite 
advantages. 

In practice, Coman’s has a small hard core of me- 
chanics on remodeling working full time. But when 
peaks come in remodeling, and they do, all employes 
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with building experience leave their regular yard jobs 
temporarily to lend a hand. 

The regular crew consists of five men—a department 
head or sales manager, carpenter foreman, carpenter 
and two carpenter helpers. Either of the first three 
men are capable of estimating remodeling but only the 
sales manager follows up leads and closes sales. 
Straight salaries are paid but the foreman gets 10% 
of the profit on each job to encourage top performance 
on supervision. 


Six financing plans. Coman offers remodeling cus- 
tomers six different ways to finance purchases: 


1. 30 day accounts 

2. 90 day accounts 

3. Revolving credit. This is a 10 months pay plan 
with 10% of the purchase paid each month. There 
is a service charge of 1% on the balance each 


month. 

4. FHA Title I 

5. Bank loan 

6. General Electric Credit Plan (limited to kitchen 
remodeling). 


Advertising 12% of sales. Newspaper advertis- 
ing has always been very effective for the Comans— 
particularly the Sunday ads. John Coman, 28, young- 
est son and director of public relations and advertising 
for the company, was credited last year by a local ad- 
vertising club speaker as having boosted the Coman 
Lumber Co. significantly. Since that time John has 
founded his own advertising firm, but he remains on 
contract with the lumber company to handle its adver- 
tising and public relations. 

The advertising budget of 114% of gross sales per- 
mits him to run not only a large display ad in every 
Sunday’s newspaper (the rate is 1.5¢ per column inch 
on yearly contract) but to supplement it with ads dur- 
ing the week. 

Special events and sales are advertised by spot an- 
nouncements on the local radio and television stations. 
Usually the copy used is the same as that in the news- 
paper. In fact, many times the radio announcer will 
have the newspaper in his hand to read the copy from 
it for the commercial. 

All these media cover the company’s three yards. 
Sometimes ads are run in the weekly newspaper in 
Chapel Hill to specifically reach the area covered by the 
Chapel Hill yard. 

“Over the long pull the institutional ad has been the 
most effective for us,” says John. “By that, I mean 
the type of ad which features the Coman name promi- 
nently along with trade-marked merchandise. In win- 
dows this would include such names as Andersen, Gate 
City and Malta.” 

“But the presence of the discounters recently has 
made the merchandising ad more important to us. We 
looked around for a new approach and came up with 
the idea of promoting combinations or packages—a re- 
modeled kitchen or an additional room rather than the 
separate parts.” 

This new type ad features a picture (taken by the 
local newspaper photographer for $3 each) of a com- 
pleted job, preferably with the homeowner in it. Ads 
featuring windows in such ads have proved very effec- 
tive. But so have the ads featuring new types of win- 
dows and what they will do for the homeowner. The 
latter are usually made up with manufacturers’ mats. 

“We'd use more mats if we had better ones,” laments 
John. “Many window manufacturers don’t have good 
mats. I don’t know what we’d do if it were not for 
American Lumberman’s mat service. We've practically 
worn it out.” 

Featuring financing as a bold headline in ads from 
time to time has also shown good results. John indi- 
cates that most of the company’s customers are heavy 
on financing, but the use of “Easy Terms” as a head- 
(continued on next page) 
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THIS KITCHEN IS 35 YEARS OLD! 
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SPARKLING KITCHEN ad is another testimonial, minus customer's 


name. A big photo of the remodeled kitchen with provocative 
headline stops the reader. Body copy tells the advantages of a 
new kitchen, uses prestige of General Electric brand-name. Sign- 
off copy offers free estimate, talks service offered. 
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Rite Way Remodels the 
Coman Lumber Co. Way! 





Several months ago the management at Rite Way considered the necessity of remod- 
eling their facilities on Angier Ave. Then the usual question arose of exactly how to 
accomplish the job. We ore happy they called on us. Our designer immediately went 
to work to create a very arresting facade and well planned interior, Arrangements 
were made with very reliable contractors (Delta Construction Co.) to execute our de- 
signer's plans. The results were outstanding! Drive over and see! ‘If you own a 
business of any kind and it’s looking tired, why don’t you let us give it o Comon 
touch? 





COMMERCIAL remodeling gets a good play at Coman Lumber 
Co. Again this is a direct testimonial with the customer men- 
tioned. This was a job handled by a contractor so his name too, 
is included in the advertisement. Readers are told to look over 
the job and come to Coman for similar commercial remodeling 
service. 
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NEW PLANNING center at Coman Lumber 
is large, simple with plenty of desk area 
for customers. Tables are flush doors with 
wrought iron legs. 


PHOTOS in Coman ads are widely used to bring advertisements right down to the 
community level. Above, a photo taken for a testimonial ad on remodeling which illustrates 
a useful trick. Picture of customer was taken separately from the one showing the home 
and mounted in the immediate foreground. Both photos are then sharp and the portrait 


is better lighted. 





$500,000 IN REMODELING 


(begins on page 146) 





line seems to attract all customers. It suggests a low 
price—that you’ll never miss such a little bit. 

Fall program. Still in the planning stage are sev- 
eral promotion gimmicks to stimulate remodeling even 
further. One is a “Building Carnival’ to be staged 
in September or October with an emphasis on new 
products with plenty of demonstrations for the public. 

Two, is remodeling demonstration on an older home 
just across the street from the main yard. Taking a 
house and modernizing it is old stuff but Jim Coman, 
Jr. has a new wrinkle up his sleeve. His idea is to mod- 
ernize just half the home, leaving the old exterior and 
interior to show contrast. Carried through inside, just 
half of the old kitchen, for example, would be mod- 
ernized with new cabinets and appliances. Aside from 
being a dramatic approach, it is felt that the home 
would become a practical full-scale exhibit useful in 
merchandising all remodeling. 

J. H. Coman, Sr., is proud of the business he and 
his boys have built. He is president, his wife, Pear] 
C. Coman, is secretary, J. H. Coman, Jr., is-vice presi- 
dent and general manager, W. T. (Bill) Coman is 
treasurer and John Coman is assistant secretary and 
treasurer. All together the company employs 55 people 
including those who work in the firm’s millwork plant. 
About 16 devote their time to sales. 

“People in the trade around here thought we were a 
little crazy when we started advertising in newspapers 
10 years ago,” says Coman, Sr., with a twinkle in his 
eye. ‘Now everyone is doing it. I just feel thankful 
for having been able to foresee the trend in lumber 
dealer merchandising.” 

Jim Coman offers a final word. “We began promot- 
ing remodeling as a service to the community. No one 
wanted to bother with all the hundred and one details 
involved with modernization. We now have the good- 
will of local homeowners plus a profitable operation. 
We just can’t understand why so many lumber dealers 
are overlooking the unlimited profit-picture on really 
merchandising remodeling.” 
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NEW WINDOW IDEAS 


COMAN 


LUMBER CO. 


Andersen Flexivent 
Windows For View 
Plus Ventilation! 


s ® ~ & 
indersen Flexiview 
Windows For Iuterest- 
ing Combinations! 


COMAN'S OPERATION 
HOME IMPROVEMENT 


I vperl lnstallation Oa Your 


Ny ui tnd rscii iH) indowalls! 


ST MONTHLY TERMS 


eee 
’ ‘ 


607. | 
| 


OPEN WEEKLY 7.30.5 SAT, 7 12. NOON 


COMBATING DISCOUNTERS and cut price artists, Coman 
developed this type of ad which features products in use with 
emphasis on creative ideas. Copy also places stress on designing 
services offered and easy terms. 
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rostbrand 
iret in fine ccutae 


« A new million-dollar plant 





- The most modern equipment in 
the industry e Mature oak 
selected from the 

finest sustained-yield 
timberland in the South 

« 35 years’ manufacturing 


experience. 


Next time order the finest 
) del ideba- Seles e-Suc hu delete Ms Mlelele bel 4 


Forest Products Division 


OLIN MATHIESON CH 





Make this EYE-LEVEL test 


with a 


WOODTEX' 


SHINGLE! 


You'll see how 


35 EXTRA POUNDS 


of weather-protecting materials per square 


give extra strength, texture and sales-appeal ! 


Take a Certain-teed Woodtex 
Asphalt Shingle in your hands. Hold 
it flat at eye level and peer across 
its surface. You'll see a graining 
and texture unlike that of any other 


asphalt shingle on the market. 


It’s a raised graining, not an em- 
bossed one. It’s actually built up 
on the weather-exposed surface of 
an extra-weight base. It represents 
35 additional pounds of weather- 
protecting materials per square— 


extra heft and texture that insure 





Certain-leed & 


Circle No. 64 on Coupon, page 268. 


many added years of beauty and 
rugged resistance to wind and 
weather. 


Make the Woodtex eye-level test— 
and you'll readily stock this fine, 
distinctive shingle. Then use the test 
yourself to show your customers 
the extra beauty and weather pro- 
tection Woodtex offers. 


Woodtex literature is yours for the 
asking. Just contact your nearest 


Certain-teed supplier—or write to us. 


7 SOLD THROUGH 








Here’s the 35-lb. difference 
that makes Woodtex what itis! 


y 
A 


Over an extra weight base, on the exposed 
‘weather half'’ of the shingle, an addi- 
tional heavy coating of asphalt is applied 
in a distinctively grained pattern. 


Final mineral surface granules are then 
pressure-imbedded in the asphalt grain- 
ing to achieve the massive 250-ib. heft 
and texture of Woodtex construction. 


Products of Certain-teed Products Corporation 


BESTWALL CERTAIN-TEED SALES CORPORATION 


120 East Lancaster Avenue, Ardmore, Pa. 
EXPORT DEPARTMENT: 100 East 42nd St 
ASPHALT ROOFING e SHINGLES e SIDING e ASBESTOS CEMENT ¢ SHINGLES AND SIDING 
FIBERGLAS BUILDING INSULATION e ROOF INSULATION e SIDING CUSHION 


New York 17, N.Y. 
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Joists 


Studding 


From 
Joists to Sidings 


WEYERHAEUSER 4-SQUARE 


LUMBER PRODUCTS 


Sidings 


ew 


PURER AS 


Moldings 


Assure Satisfaction 


Every lumber dealer knows that one of his best 
single business assets is his ‘‘stock”’ of satisfied 
customers. Satisfied customers represent more 
than repeat orders. They also serve as good sales- 
men. Their recommendations provide one of a 
dealer’s strongest selling forces... at no extra 
selling cost. 

The sure way to deliver satisfaction is to sell 
top quality lumber products—and a dependable 
source of quality lumber is Weyerhaeuser. Shown 
here are just a few of the wide variety of Weyer- 
haeuser 4-Square Lumber Products for home, 
farm, and commercial construction. 


e 4-Square Kiln-Dried Dimension: Studding and 
Joists—scientifically seasoned to provide 
uniform dimensional stability. 

e 4-Square Kiln-Dried Sidings: available in many 
patterns of durable Western species. These 
sidings give both beauty and lifetime economy. 

e 4-Square Kiln-Dried Moldings: precision man- 
ufactured in a choice of patterns to meet many 
design preferences. 

Dealers featuring Weyerhaeuser 4-Square 
Lumber and Building Products are continuously 
increasing their ‘“‘stock”’ of satisfied customers— 
and thus improving their profit and sales position. 


ERAT, 
& 4 
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DAZ WEST COAST HEMLOCK—one of the variety of 

i species—is often called the “Ability Wood" be- 
cause it is so versatile, serving dependably for 
framing and sheathing as well as for flooring, 
siding, molding, and other finish uses. 


WEYERHAEUSER 
4.-SQUARE 


MINNESOTA 




















WEYERHAEUSER SALES COMPANY ST. PAUL 1, 
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CHECKLIST of home improve- 
qualify 
prospects. This boxed ad ap- 
peared in a recent issue of King's 


ment projects helps 


news-type house organ mailer. 


Formula of a dealer 
who anticipates 
$500,000 volume in 
home improvement 


business this oe 


FOR THOSE LARGER 
JOBS KING'S NOW 
OFFER THEIR 
COMPLETE HOME 
REMODELING 
SERVICE 


Call on experts and have the job done right. When you call 
King s you have the advantage of our low material prices plus 
skilled union workmen of the highest caliber. 


MS 3 YEARS TO PAY 
=~ NO CASH DOWN! 





WHAT DO YOU NEED? 
( Electric Heat () Additions 
: C) Gerege 
= C New Ritchen Co Patio 
C Attics 1 Reofing 
0) Fencing D Siding 


PHONE BU 5-3660 








FREE ESTIMATES! 


To Stay on Top, Sell Materials AND Labor 


LUMBERMAN NEWTON A. KING (with pipe) watches asbestos 
siding craftsman at work on prize-winning remodeling job, an 
entry in recent Portland OHI contest. 
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Lumberman King tells how he builds a 
bigger unit sales; prices for profit; arranges 
financing; screens his salesmen; hires a creu 


and keeps them busy. 


“To tap the big natural potential in the home im- 
provement field we believe that a dealer must handle 
the whole job, materials and labor,” said Newton A. 
King, King Building Supply, Portland, Ore. “It’s a 
service needed in every town. In our organization 
we've proved it can be done.” 

Currently King’s firm has $70,000 worth of home 
improvement work in progress. He anticipates he will 
have a sales volume of $500,000 in his home improve- 
ment department in 1957. The firm has six salesmen 
working exclusively on home improvement sales, di- 
rected by a sales manager and an assistant. 

King and his brothers, Kenneth and James, own and 
operate two retail lumberyards in Portland; a yard at 
The Dalles, Ore., and a yard at Anchorage, Alaska. 
The home improvement operation in Portland is set 
up as a separate company but operates out of the firm’s 
main yard. 

“We think our home improvement volume eventually 
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AFTER APPLICATION of as- 


BEFORE REPAIRING, this 


little cottage constantly de- bestos cement siding plus 


interior work, the house be- 
came a source of pride for 
the owner. 


clined in value. 


will equal the volume of materials sales in our yards 
and stores,” King said. 

Bigger sale unit. “We can boost our unit of sale in 
the home improvement business,” King said. “We seem 
to have taken ourselves out of the price-cutting race. 
The buyer’s attention now is more on quality and the 
finished job when we sell him the complete package, 
not just materials alone.” 


Pricing for profit. “To be successful in the home 
improvement business you must take a fresh look at 
pricing,” King said. ““For example, don’t think that $45 
per square for asbestos cement siding installed is too 
high. I used to think it was robbery, but it’s not; it’s 
a necessity.” 

Here’s how King works out his siding and roofing 
prices. To the cost of the siding itself must be added 
the cost of calking material, paper, corners and other 
items needed. These bring the material cost to about 
$25 per square in King’s area. 


BUILDING PRODUCTS MERCHANDISER 


SALES TOOLS properly used by a King salesman, left, at the 


firm's main yard help sign up profitable volume of work. 


te Tie oe é ‘ ee , 
RUN-DOWN APPEARANCE ATTRACTIVE EXTERIOR was 
of this commercial building created here by King's ma- 
repelled customers. terials and workmen. 


“On the average, it costs us about $10 per square to 
apply asbestos cement siding in Portland,” King said. 
“This brings the price of the complete job to $35 per 
square, not including salesman’s salary. This is vital 
for the salesman works out all details, supervises the 
job, arranges for payment. His commission ought to 
be about 10%. This will permit the dealer to get good 
men, pay a sales manager and include a reserve for 
complaints and call-backs. You can see how, with siding 
priced at $16 to $18 per square, the dealer’s home 
improvement department just about comes out with a 
proper profit at $45 per square. It is not exhorbitant 
or unreasonable.” 

King pointed out that on the more detailed jobs, 
like kitchens, the dealer must set up a fund of at least 
one-third of the 10% net profit for meeting unforeseen 
fix-ups and call-backs. It is a mistake to try to get along 
without a reserve like this. 

Arranging loans. An important part of the home 
(continued on next page) 
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TO STAY ON TOP 


(begins on page 152) 





improvement business is arranging financing for cus- 
tomers, according to King. 

“We have to know where loans can be obtained,” he 
said. ‘‘We must know how to guide our customers in 
obtaining these loans. Otherwise we may lose control 
of the sale to the buyer who does not have cash or his 
own financing worked out. 

“While Title I loans are useful, we find the short 
repayment period makes monthly payments too high 
for large jobs. In such cases we find it best to get the 
buyer to apply for a revision of his first mortgage.” 

King admitted this involves costs of about $150 per 
job but pointed out it was worth the effort and cost 
because of the very small added monthly payment. 

“The customer is willing to pay the rewriting costs 
for this benefit of lower monthly repayments,” King 
said. 

“The lender likes this kind of loan, too, for the re- 
payment pattern is already established by the bor- 
rower. It is an ideal account. Most of our rewritten 
mortgages run for 15 years. Sometimes a buyer ends 
up with smaller monthly payments than he had before 
the modernizing was done. We get no objection to the 
added pay-off period. 

“As a final step, we issue to the buyer one of our 
revolving credit cards to permit him to buy from us 
on credit up to an agreed-upon limit,” King added. 
“This helps the buyer maintain his modernized house 
and ties him closely to us.” 


Solving personnel problems. King doesn’t ask his 
regular yard and store salesmen to sell home improve- 
ments. A successful home improvement salesman must 
have special training. 

“We soon found the usual applicator salesman is not 
satisfactory,” King said. “He will promise the customer 
anything to get an order. You have to be on your 
guard or these salesmen will obligate a firm for a lot 
of unnecessary headaches.” 

King believes such problems can be met by careful 
screening when hiring; proper training; covering each 
salesman with a fidelity bond and insisting that the 
customer understands all parts of the written agree- 
ment. Prices, he feels, must be set in the office, not by 
the salesman. 

“The best way to avoid misunderstandings is to pre- 
pare a carefully worded sales agreement,” he said. “It 
is far more important to list the things you will not 
do than it is to list the things you will do. In addition, 
be sure you give your customer a copy of every paper 
in the deal, including a copy of the promissory note. 
If you do this, you’ll save yourself a lot of grief.” 


Getting home improvement business. Every deal- 
er has calls almost daily for some type of home im- 
provement service. The problem in setting up a home 
improvement department is how to get these calls 
coming in fast enough to pay a profit. 

“In our area the usual method of referring home 
improvement customers to a contractor doesn’t seem to 
work out very well,” King said. “In addition, the 
average customer we get in the lumberyard is a do-it- 
yourself man. We are set up to attract that type of 
trade. Since we’ve gotten into the home improvement 
business, we find we are reaching a different group of 
customers, so we’ve had to employ our own carpenters.’ 

Currently King has 16 carpenters including the fore- 
man on his direct payroll. Work in the various “‘sub” 
trades are let out on subcontract. 

To get business to keep these men busy, King uses 
newspaper ads, direct mail and home show exhibits. 
The company has an active mailing list of 40,000 
people who regularly receive the firm’s four-page 
tabloid-size newspaper containing news items, listings 
of buiiding products and ads featuring the home im- 
provement service. 


Use home shows. King has exhibited at all of Port- 
land’s post-war home shows. In addition, the company 
always has a booth at local do-it-yourself shows. As a 
part of this exhibit activity, thousands of paper crowns 
are given to children at these shows, an obvious tie-in 
with the King name. 

“Part of the cost of our promotion is included in 
the cost of each job we sell,” King explained. “We do 
this by setting up an advertising budget based on the 
volume of sales we expect. The size of the budget is set 
by the size of the sales job we want to do.” 


Problems. ‘Regardless of how you handle a home 
improvement business, you’ll have complaints,” King 
said. “Even with the best of salesmen, workmen, ma- 
terials and supervision, there will be misunderstand- 
ings. Also you will encounter customers who will try 
to ease you out of the entire profit on a job by fixing 
up a ‘legitimate’ claim against a small part of work. 
This can be controlled only by a competent job of sales 
management. You can’t allow your home improvement 
business to grow like Topsy. But with careful super- 
vision and aggressive promotion this service will re- 
turn a good profit and contribute to better living in 
your community.” 
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Here's the SMALLER CARTON that means LARGER SALES 
Of Gold Bond Acoustamatic Ceiling Tile 


RANDOM PATTERN 
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Put this handy new Acoustamatic Carton 
where customers can see it and heft it... 
remind them of the luxury of sound-con- 
ditioned living, and tell them how inexpensive 
this luxury is when they remodel with Acousta- 
matic! They'll take out the cartons to their 
cars themselves! 

Here’s the carton that lets do-it-yourself 
folks tackle those small-area jobs with ease 
—or start the big jobs without waiting for 
your truck to deliver. It’s a carton that stacks 
well...colorful green and orange printing 
on every side. The handy tear-tab eliminates 


INSULATION BOARD TILE 


(PSUM COMPANY 


the risk of opening with a knife—and 
there’s an instruction sheet in every carton. 

That’s why you sell more—here’s why 
you save: You cut delivery costs...your 
inventory is more flexible...you eliminate 
odd lot sales... you'll warehouse these 
cartons easier. 

Each carton holds 32 foot-square tiles— 
Random Pattern or Regular Acoustamatic, 
or Ivory white Insulation Tile. Call your 
Gold Bond® representative today — or write 
Dept. AL-97, National Gypsum Company, 
Buffalo 2, New York. 


Gold 
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HOME IMPROVEMENT — MANAGEMENT 





EXPERIENCED MANAGER of dealer's remodeling department, 
Lloyd Taylor (left above) checks construction details on job with 
contractor Frank Kruse, right, and window salesman. Taylor is 
a former contractor. 


Northwest dealer’s success formula: 


IDEA ROOMS make home improvement packages easy to visual- 
ize for customers of Home Building Materials Co., above. Here 
is where modernization ideas are born, says dealer who sub- 
contracts installation. 


Initiate the Idea; Check Installation 


After selling to contractors for over 50 


years, this dealer now is his contractors’ best 


customer. Here is how his home modernizing 


department works, with a specialist in charge. 


Handling home modernizing jobs is more profitable 
than selling materials to contractors. That’s the con- 
viction, based on experience, of V. R. Kinert, manager 
of Home Building Materials, Spokane, Wash. 

“There seems no point in doing all the figuring neces- 
sary to selling materials and then paying 10% discount 
to a contractor, too,” asserts Kinert. 

The home modernizing department takes general 
contracts for modernizing work. The actual construc- 
tion is let out to subcontractors. Lloyd Taylor, man- 
ager of the department, acts as both salesman and 
construction superintendent. It is his responsibility to 
set up the job so it will move along smoothly and then 
follow through, making sure quality construction 
standards are maintained. 

Taylor joined Home Building Materials after a ca- 
reer of building houses for sale and as manager of re- 
tail lumberyards. His successful experience in both 
these fields contributes to the ability of the HBM home 
modernizing department to give customer satisfaction. 


Operating procedure. Modernizing department 
manager Taylor maintains contact with competent con- 
tractors. He also works with homeowners. He sketches 
the work to be done, then estimates the total cost, in- 
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cluding both materials and labor. 

Taylor figures the materials bill at competitive retail 
prices, adding labor costs based on local conditions. 
To the sum of materials and labor he adds a markup 
of 1/3 to cover overhead, supervisory and sales costs. 

At this point Taylor consults with contractors he 
feels are best qualified to do the job. They submit their 
own estimates and Taylor selects the contractor from 
these bidders. 


Simplifies work. “It simplifies our work,” Taylor 
explained, “to centralize job responsibility with con- 
tractors. We give them their proper function of super- 
vising craftsmen. They handle such items as unem- 
ployment compensation tax, income tax withholding, 
social security, industrial accident fund contributions 
and medical aid. Our bookkeeping is simplified. 

“Our modernizing department’s business is selling 
complete building packages. That’s the way many 
people want to buy. Contractors like the method, too, 
for they get better prices for their work and more 
work than they could develop on their own. People who 
want to do their own work or make their own arrange- 
ments with contractors are served by our building 
materials department in the usual way.” 
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YOU PROFIT...AND CUSTOMERS 
SAVE WHEN THEY BUY 
ADEQUATE INSULATION 


Here’s Gold Bond’s way to sell them! 


Selling adequate insulation gives customers more insulation value for their 
money —and makes more money for you, too. Here’s the easy Gold Bond 
i way to show them what they need for really adequate insulation: 








1. FIND YOUR 

CLIMATE ZONE 

on this map. (If you're 
planning for air-conditioning, 
follow the special chart 
recommendations.) 











GOLD BOND RECOMMENDED THICKNESS for adequate insulation 





SIDEWALLS CEILINGS 





2. FIND THE THICKNESS AND 
TYPE of insulation on this chart. 
Baltimore, Md., for example, 

is in Zone 2—sidewalls there need 3” 
Regular Gold Bond® Insulation 
Twinsulation® with 3” Twinsu- 


1 3” Regular or 2” Twinsulation 6" Regular 


2 3” Regular or 2” Twinsulation 3” Twinsulation 


3 2” Regular 3” Regular or 2” Twinsulation 


For Air-condition- 3” Regular or 2” Twinsulation 6” Regular or 3” Twinsulation 


ing, All Zones 











Note A—Twinsulation recommendations are based on installing with a minimum of %’ air space 
on both sides. For air-conditioning, recess 4” in ceilings. 
Note B — Distribution of 6” thick blanket temporarily limited to certain areas. 


Note C—Chart compiled for guidance with Gold Bond Regular Insulation and Twinsulation 
only from information available in Heating, Ventilating and Air Conditioning Guide 1957. 


or 2” 
lation in ceilings for heating. 











YOUR BUILDER CUSTOMERS SAVE — adequate 
insulation means they can install smaller, less ex- 
pensive, heating and cooling units. 

YOUR HOME-OWNER CUSTOMERS SAVE — 
adequate insulation means extra year-round comfort 
plus lower heating and air-conditioning bills. 


ROCK WOOL INSULATION 
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NATIONAL GYPSUM COMPANY 


EVERY CUSTOMER SAVES — because adequate 
insulation delivers more insulation value per dollar. 
For a 10”x 14” map and chart that will help you 
sell your customers on adequate insulation, write 
Dept. AL-97, National Gypsum Company, Buffalo 
2, New York. 


Gold Bond 
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HOME IMPROVEMENT — MANAGEMENT 





MAKING PLANS for a new project, left 
to right: Leonard C. Church, Jr.; Jesse 


Roach, outside salesman, and Leonard 


Church, Sr. 


TE 
ean a 


LUMBER 
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ROOM ADDITION was a $1,500 job including $800 in materials alone. Walworth uses 


jobs signs on all projects. 


Labor Supply Helps Sell Improvement Jobs 


Having his own building mechanics helps 


small-town dealer build profitable volume. 


By putting three building me- 
chanics on their own payroll, the 
Walworth (Wis.) Lumber Co. got 
several thousand dollars’ worth of 
home improvement work that it 
might have missed otherwise. 

When homeowners finally make up 
their minds that they want to im- 
prove their property, they are 
anxious to get started right away, 
points out Leonard C. Church, Jr., 
assistant secretary of the Wisconsin 
firm. 


“We couldn’t give a prospect a 
definite date before,” explained 
Church, “because we couldn’t con- 
trol the labor supply. Now we can.” 

The setup is so new that Church 
is frank to admit that he doesn’t 
know how it will work out, but al- 
most at once he got two room addi- 
tion jobs, two porch enclosures and 
an attic-conversion. 


Promotion plans. Church plans 
to promote his new department in 





SMALL HOME IMPROVEMENTS help 
keep Walworth's labor supply busy. Work- 
man is hanging aluminum jalousie door. 


Charge: $10. 
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BEFORE PICTURE of a barn repair job, 
which was taken on a time-and-material 
basis. It is this type of job which regular 
contractors try to avoid in the busy build- 
ing season. Walworth now has its own 
labor supply. 





several ways. The firm, headed by 
his father, has always had a good 
advertising budget (4.5% of sales), 
mostly in two area newspapers. He 
has used American Lumberman’s 
ADservice mats to promote re- 
modeling projects. But along with 
his new building mechanics, Church 
has added an outside salesman, 
Jesse Roach, who also double as a 
supervisor on the remodeling jobs. 
Word-of-mouth advertising has been 
responsible for several jobs. 

Roach, a former general contrac- 
tor who found he couldn’t stay re- 
tired, makes four or five calls daily 
on prospects in addition to his other 
work. Roach finds that most job 
leads originate from the housewife. 
He sketches a plan, figures the ma- 
terials and labor and returns at 
night when the husband is at home 
to conclude the contract. 

In addition to home improvement 
work, Church is busy supplying ma- 
terials to contractor customers. 
None have objected to his entrance 
in the labor field. There have been 
plenty of jobs to keep available labor 
busy and it is expected that the new 
department will actually turn up 
new business for their contractor 
customers. 

Church is also getting started 
with Lu-Re-Co. He furnished three 
last year—two to do-it-yourself cus- 
tomers and one to a contractor. He 
has just finished a Lu-Re-Co (WP- 
4) on speculation in nearby Har- 
vard. It is on a 66x132’ lot and is 
expected to bring about $16,000. 
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“I sold 2 motel jobs the first day,” 


says Charles Foss, owner of Chatham Lumber & Supply Co., 
Chatham, N.Y. “I grossed $10,000 because the Gypsum Grain- 
board Decorator Panels opened the way to getting all the insu- 
lation and sheathing business on both buildings, too!” 


rl 


2% 
"I sold a straight Tie, 
to two housing contractors 


on the basis that it would cost only $30 to $35 more to finish 
off their garages,” reports Mr. W. H. “Bill” McGlosson, salesman 
for S.H. Pawley Lumber Co., Terre Haute, Ind. “These builders 
tried it first in a sample house — prospects liked it so well they 
put it in all the homes.” 


We ke 

ye jot Sas arc year 
“35 hotel rooms eat 

and a cocktail lounge 


are handsomely finished with Gold Bond Grainboard 
that I sold,” says Max Proyect, owner of Woodridge 
Lumber Co., Woodridge, N.Y. Here is a case where 
this dealer’s grainboard sales have 
jumped 21% since he started han- 
dling the new Gold Bond Deco- 


rator Panels. e These are but a few of the high-dollar sales 


i stories that dealers like you have reported to Gold 
” Bond® representatives. Profit from these experiences — 
take advantage of Gold Bond's five sales-tested gypsum 
grainboard finishes...exciting Heather, unique Silverbark, 
distinctive Wheat, warm Tumbleweed or traditional 
Knotty Pine. For free samples, write Dept. AL-97, 
National Gypsum Company, Buffalo 2, New York. 
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HOME IMPROVEMENT — MANAGEMENT 





TIME STUDIES ON THE JOB are made by lumberman A. P 
Kitchens to re-check the accuracy of the labor factors he uses 
in estimating home modernizing. (Also see page 168) 


CLOSE WATCH OVER COSTS is the answer to profitable opera- 
tion. Here lumberman A. P. Kitchens consults modernizing crew 
foreman on job's cost details. 


These 5 Pointers Netted 13% on Sales 


In February, 1957, a month marked by bad weather and general low 
business volume in retail lumberyards, the home modernizing department 
of J. C. Steele Lumber Co., West Monroe, La., recorded a net profit of 13% 
on gross sales of $28,073. Here are some management pointers given to 
American Lumberman by A. P. Kitchens, manager of this northern Louisiana 


retail lumber firm, on how they achieved this result: 


Management pointer +1— Make a monthly 
profit and loss statement for the home moderniz- 
ing department. 

“Each month we prepare a profit and loss statement 
for our home modernizing work,” Kitchens said. “The 
statement lists all new jobs, jobs carried forward from 
the preceding month and all call-backs on jobs com- 
pleted previously.” 

Kitchens sets up his statement as follows: job name, 
contract price, retail price of materials taken from the 
ljumberyard, direct labor cost, total of subcontracted 
work, estimated profit before taxes, payroll tax and in- 
surance expenses, net profit or loss on each contract. 
Each of these items is totaled vertically and a month’s 
net profit or loss is arrived at. 

“This statement puts the finger squarely on jobs 
estimated too low or too high as well as on jobs where 
work was not completed properly so that call-backs 
were required,” Kitchens said. “When you know the 
weak spots immediately, you can take steps to make 
sure similar errors don’t happen again.” 


Management pointer +2— Keep a separate 
ledger sheet for each job. 
“All costs for each job are set up on individual ledger 
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sheets,” Kitchens explained. “Materials taken out to 
a job from the yard are written up on sales tickets like 
any other sale. The ticket is made out to the J. C. 
Steele Lumber Co. and the name of the job. Materials 
are priced at competitive retail prices.” 

The cost of direct labor on each job is accounted for 
by time sheets kept by the job foreman. The firm does 
carpenter, painting and masonry work with its own 
men, subcontracts other trades. Subcontract costs are 
entered on the job ledger sheets from invoices received 
from the subcontractors. 


Management pointer +3—Make your own on- 
the-job time studies of the labor needed to per- 
form individual operations. 

Kitchens knows from actual observation how long 
it takes to do the multitude of operations called for in 
home modernizing work. 

“IT go out on the job and time the men,” he said. “TI 
consider all reasons for variations in work output. 
Then I work out factors which we use in estimating 
labor. These labor factors include a proper profit in 
addition to basic labor and overhead costs.” 

Some of Kitchens’ labor factors, used in his estimat- 
ing of home modernizing jobs, are given in a separate 
article on home improvement estimating in this issue. 
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Management pointer +4—Aim for quality work 
at a reasonable price rather than for merely pass- 
able work for the cheapest price. 

“Tt is easier to build a home modernizing business on 
quality work and reliability than solely on cheap price,” 
Kitchens said. ‘The buyer can always find someone to 
do a job for as much as 50% cheaper; he can’t find 
people who will give them more than we do in quality 
and reliability.” 

It may even be good salesmanship to tell this fact 
to the customer. 


Management pointer +5— Get a competent 
superintendent and give him complete responsi- 
bility for labor and proper job completion. 

“Our superintendent spends all his time on the job,” 
Kitchens said. ‘He hires the men, supervises the work 
of the subcontractors, keeps the labor records. We do 
nothing to undermine his responsibility and he knows 
this. This is essential for customer satisfaction and a 
proper profit return from our home modernizing op- 
erations.” 


en se ™ Sk =. 
HOMEOWNERS BUY MODERN LIVING, not merely a pile of 


building materials, says A. P. Kitchens, right, here seen discussing 
home modernizing job with owners. 


SELECTING MATERIALS for home modernizing job consists of 
matching up product's features with the desires and budget of 
the customer, not simply quoting a price. 
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Your 
customers 
will be 
asking 
for... 








ae ee ee 4 


ey 
THERE'S NOTHING LIKE ’EM! 


J WON'T RUST, STAIN, OR STREAK! 


J HARD STEEL CORE . . . DRIVE 
BETTER ... HOLD TIGHT! 


J STRONGER THAN ALUMINUM... 
COST ABOUT 30% LESS PER NAIL! 


p< SS SS 


HARDBOARD SIDING 
CAT. NO. S-257-S (ALSO PLAIN SHANKS) 


i] rele a wile le lee isle le leis ie ie leis ip ip tie le ie leieie 
ASBESTOS SIDING 
CAT. NO. S-214-A 
[S evrresscessscssenannsnssnesaen esti sy od 


CEDAR SHAKES 
CAT. NO. S-235-A (ALSO PLAIN SHANK) 


QUICKER SALES and 
Sore 7" MORE PROFIT! 


CAT. NO. S-206-A (ALSO PLAIN SHANK) 11's easier to make money selling Maze 
quality nails . . . Attractive Dealer 
Prices! The STORMGUARD line is backed 
by advertising to reach more customers 
for you—builders, carpenters, siding 
and roofing applicators. 


ed JU UU UU UU UU UU UW LD Ds ob FOR ALL EXTERIOR WORK! 
ASPHALT SHINGLE @ ROOFING @ SIDING @ TRIM 
CAT. NO. R-104-A (ALSO PLAIN SHANK) From Coast-To-Coast, STORMGUARD 
ro gata sen pr wt nails assure positive All-Weather and 
on roof decking, re-roofing, Salt-Air protection! 
COLORED SIDING NAILS 


new roofs. 
FULL RANGE OF SIZES! 

11 Stock colors to choose from... 40 
other colors available on request. 


METAL ROOFING 
CAT. NO. R-134-A (ALSO SCREW SHANK) 
1 PIECE OF STEEL... HEAD AND SHANK 





READY-PACKED FOR Dis- 
PLAY... 5-Ib. Cartons & 
50-Ib. Bulk Cartons. 


WRITE FOR FREE HANDBOOK AND SAMPLES 
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| street 





CITY, 





W. H. MAZE COMPANY 


PERU 7, ILLINOIS . PERU 298 
Circle No. 70 on Coupon, page 268. 





HOME IMPROVEMENT QUESTIONNAIRE 


ME IMPROVEMENT 


THIS IS THE QUESTIONNAIRE you've been hearing about ond reading 
about in the Queen Anne News. Write down your ideas for improving our 
community. Get your whole family to help rote your home. It's fun. Do it 
now, so your questionnaire will be completely filled and ready when the 
interviewer for your block comes to pick it up Be sure to give it ONLY to 
the Queen Anne Community Development Committee interviewer. She will 
show her identification cord when she calls. All responses are confidentio! 


and will be used for statistical purposes only 


Here is © list of some items about your house. IN GENERAL, how would you RATE your house on 
each item? Here's a rating card to make it easier to do this. The HIGHER the rating score you pick 
out, the BETTER you think the condition of your house is. For example, the first item is OUTSIDE PAINT 
If you think o MAJOR IMPROVEMENT is needed, you would rate it 1 and so on until you would rate 
it 7 if it is in TOP CONDITION 


(Circle one roting for each item) 
A A A a condition 
(Excelent 


(Circle one roting for each item 


HUNDREDS OF 
HOMEOWNERS 
turned out on a 
rainy evening to 
learn the results of 
the survey, compete 
for prize remodel- 
ing awards. 


How many rooms in 
not inc bathror 


How many bedrooms 


How many persons 
f ssehold? 


Of these, how many 
14 years of ? 


The following thi 
the 


Do you have an elec 


Do you have an auta 
hot water heater? 


Do you have an elec 


Have you decided yet | 
What is it? or “Wh 


THIS QUESTIONNAIRE was the tool used by the Seattle OHI 
group in the famous Queen Anne Hill survey which cut loose 


large remodeling volume. 





HOME IMPROVEMENT—MARKET STUDY 





How Questionnaire Uncovers 


Home Improvement Gold 


Seattle home modernizing permits rose one- 
third in 1956, continue to rise this year, in face of 
drop in new home building. Tips on how to use this 
sure-fire promotional tool in your community. 


Do you know what home modernizing jobs are avail- 
able in your community? What improvements its home- 
owners will buy? Here’s how Seattle’s home building 
industry learned the needs of one neighborhood, a pat- 
tern you can use. This double-duty home improvement 
questionnaire will (1) get you the information you 
need to build a sales program and (2) focus each home- 
owner’s attention on his own home improvement needs 
and make him easier to sell. 


Home modernizing work is on the increase in Seattle, 
in the face of sharply declining new home starts. 
What’s the reason? 

Husky, aggressive Bob Blackstock, assistant man- 
ager of the H. W. Blackstock Lumber Co., Seattle, was 
Operation Home Improvement chairman there during 
1955-56. 

“We'd be hypocrites to say we created all the home 
improvement work we’re getting now,” declares Bob, 
“but we know many people who have fixed up their 
homes in recent months who never would have done 
so if our OHI work hadn’t revealed their needs and 
how to go about it” 


Principal project. The big project of Seattle’s OHI 
was in the Queen Anne Hill community. It was here 
that their famous double-acting survey was conducted. 
Today the volume of home modernizing in this neigh- 
borhood is leading all other areas of Seattle. 

Specifically, here is the current building picture in 
Seattle: new home building in the first quarter of 
1957 was off 38%. In 1956 it was off approximately 
$27 million. But home improvement permits are going 
up—- from $15 million in 1955 to $2014 million in 1956 
and the gain continues in 1957. 


Many old homes. Queen Anne Hill was a fine resi- 
dential community in its hey-day, early in the 1900s. 
Since that time many of its homes began to deteriorate. 
A few homeowners there didn’t like this trend and 
turned to the newly formed Seattle OHI for leadership 
in correcting the situation. 

Blackstock, in company with about 25 Seattle build- 
ing industry leaders, turned their considerable ener- 
gies to the task. It was decided to define the area’s 
home improvement problem in an area of 357 city 
blocks containing 4,063 owner-occupied dwellings. 

This was done with a survey planned to do a two- 
fold job: (1) reveal the number and type of home 
modernizing jobs needed and (2) focus the attention 
of each owner on his own home’s needs for fix-up. 

The community response to the idea was terrific. 
When volunteers were called for to pick up the com- 
pleted questionnaires, 405 men and women turned out. 
Previously the neighborhood newspaper had distrib- 
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R. V. BLACKSTOCK, prominent young Seattle lumber dealer, 
checks a local remodeling project in that city’s OH! promotion 
program. 


uted them to the homeowners. Nearly half of the area’s 
owners completed survey forms. 

When the returns were tabulated it was seen at once 
there was immediate need in this single Seattle com- 
munity for more than $750,000 worth of kitchen im- 
provement, plus a like-volume of emergency-type home 
modernizing in almost every other part of the home 
improvement field. Note that this was not the opinion 
of outside appraisers, but of the homeowners them- 
selves. The survey got them to look critically at their 
homes for the first time. 


Improvements needed. According to the people 
who lived in the houses, 2814% of the area’s homes 
needed insulation, 24% needed outside paint, 18% 
needed bathroom modernizing—to name but a few of 
the items. 

Also revealed by the survey were some building in- 
dustry deficiencies—reasons why the homeowners were 
reluctant in the past to correct these situations: 

“Can’t find competent people to do the work,” “don’t 
know how to finance the.work,” “Don’t know what 
materials to use, how to get responsible, reliable people 
to do the work”—these were but a few. 


The tide turns. The Queen Anne Hill survey was 
widely publicized in that area. Other communities of 
Seattle began to perk up. Building industry firms 
sharpened up their sales tools. Work began to be done. 

“We think that 1957 home modernizing work in 
Seattle will continue the upward trend,” Blackstock 
said. “One factor is that five-year Title I loans are now 
available here. We didn’t have this in 1956 or earlier. 

“Our business has improved in volume of materials 
sold for home modernizing prospects. The main diffi- 
culty now is finding the competent building mechanics. 
Here at our yard we'd like to act as a clearing house for 
a number of contractors. OHI turned the modernizing 
trend upward; now it’s up to us as individuals to do 
the job.” 
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AMONG RECENT DEVELOPMENTS 
— THE NEW, 


IMPROVED HOMASOTE BEVELED SIDING 


—THE NEW HOMASOTE GROOVED VERTICAL SIDING 


There’s always NEWS in HOMASOTE 
Now its 4X 8’ 





* fer walls 





* You erect — 





and ceilings 


in one piece — 








* in 4’x 8’ panels 


* with 12” or 16” 





thirty-two 12” tiles 





or eighteen 





tile designs 


16” tiles 








Also available —for 








acoustical treatment— 





with random perforations 





Here—exclusively and for the first time— 


Every tile is straight and true—no matter 





in 4’ x 8’ panels—is a weatherproof, linen- 
surface, sound-deadening tile board— 
equally satisfactory as wall tile and for ceilings, and indoors 
or out. The special 3-stage groove joinings—at sides and ends 
—mean beautiful “unbroken” coverage of any wall or ceiling 
area, large or small. These panels are supplied either plain 


or painted (white) one coat, one side. 


Now add the standard structural strength, the insulating value 
and the permanently crackproof quality of 132” weatherproof 
Homasote. You build lasting beauty into sound construction. 


The pnate ait their groove-lap joints—actually measure 
“s 4816" x 96%6” in order to give 

the full 4’ x 8’ coverage. With no 

gluing—and many fewer nailing 

and handling operations — eighteen 

16” tiles or thirty-two 12” tiles go 

into place at a time. This means 


true economy in application. 


3-stage groove-lap joint 
on both sides and ends 


how many panels are used. The 3-stage 
groove-lap joints continue the tile pattern 
accurately, allow for expansion and contraction. Their sturdy 
edges withstand even rough handling. 


Here is a wholly new product—for new construction and for 
modernization—a product to boost your sales right now. 
Get the facts on Homasote PANL-TILE and start telling them 


to your Customers. 


Write us for illustrated literature and also for your copy of 
The Homasote Handbook. It took almost 40 am to write 
this 68-page book on the know-how 

of building; we have yet to find an 

architect, builder, dealer or home 
owner who did not find new (and 
often unexpected) values in this 
book. Write us today. Kindly ad- 


dress your inquiry to Dept. J-14. 


[aa HOMASOTE COMPANY * TRENTON 3, NEW JERSEY 


IN CANADA: TORONTO, ONT.—P. O. Box 35, Stotion K ¢ MONTREAL, P.Q.—P. O. Box 20, Station 


Circle No. 74 on Coupon, page 268. 
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When you show builders the Malta Town 
and Country wood window they’ll sit up 
and take notice... and you'll take orders, 


too! 


The neat trim lines of this new Malta win- 
dow blend perfectly with every home 
style. Its large glass area and 100% ven- 
tilation helps builders satisfy the trend to 
light airy rooms. Variety of light divisions, 
complete size range and freedom of multi- 
ple installations offers wide flexibility in 
window styling. 





Like all windows in the Malta line, 
Town and Country is precision milled 
from first quality Ponderosa Pine, chem- 
ically treated and weatherstripped for a 
lifetime of window satisfaction, 


Ask your jobber for Malta Town and 
Country wood windows or write Malta 
for details at once. 


@ STYLED RIGHT FOR ANY HOME 
e PROVIDES 100% VENTILATION 
¢ COMBINES BEAUTY, QUALITY AND ECONOMY 


double awning wood windows 
create new sales opportunities 


Ve’ mee. co. 


Sales Office: Athens, Ohio 


Supreme Quality Since 1901 
Member Ponderosa Pine 
Woodwork Assn., and N.W.M.A, 


Malta Town and Country windows are easy and economical to install. Sub- 
sill design requires no stool. Multiple units have a continuous casing which 
eliminates need for stop or apron .. . reduces finish costs and work time. 
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NEW HEADQUARTERS of Erb Lumber Co., where two big open 


house shows are held annually. 


Dual incentives to 


SALESMEN AND CUSTOMERS 


CREDIT 


TERMS AVAILABLE UP To Svea 
; CHOOSE THE PLAN THAT suits” 
4 YOUR BUDGET BeEstT.. 


}. 30 pay cHARGE mon MY PURCHASES 

2. BUDGET PLAN SYCCADM TRO a komenenr F 
_ S.EXTENDACCOUNT iecersAnproncn tea ruerieue 
— LEH A BANK Modernization bf ALTERATION OO GATAES 


| ss ASK YOUR SALESM 
\ -AT OUR Creo Le stu 


rOaeom CE sees: 


CREDIT SIGN back of consumer counter calls attention to budget 
payment plans available. 


Commission plan and package selling help 


build profitable home modernization volume for 


small-city Michigan dealer. Autumn promotion, 


modern store help, too. 


A strong promotion program, a new salesman’s in- 
centive plan and budget payments are used by Erb 
Lumber Co., Royal Oak, Mich. to promote home im- 
provement sales. 

Manager James A. Cline allocates 214% of store 
sales for advertising and promotion. Two big two-day 
open houses are held in the fall and spring to bring in 
new home improvement customers. Sales goal for home 
improvements this year is $440,000. 

Open houses should be selling events, not just a way 
of pulling crowds, believes Cline, who had many years 
of merchandising experience in heading the building 
products departments of Montgomery Ward stores in 
the Detroit area before joining Erb Lumber Co. 

Cline lines up one or two high-grade specials, at- 
tractive to the customer on both a quality and price 
basis. As an example, his men sold 704 of 800 bags of 
rock wool insulation in a five-hour period. Cash sales 
on open house Saturday are usually about four times 
what they would be normally. 

Erb’s contractors along with manufacturers are in- 
vited to take booths at the open house event and talk 
with customers directly. At next month’s open house, 
do-it-yourself customers will learn how to cut rafters 
for garages and how to build a knee wall. 
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Personal appearances of prominent sports figures, 
name disc jockeys and radio broadcasts from the store 
are used to attract crowds. There are substantial and 
practical door prizes. One prize was materials for a 
basement room. 

The Royal Oak firm works with remodeling contrac- 
tors two ways: 1. Furnishes job leads. 2. Handles pric- 
ing for contractors after they estimate the job. Know- 
ing what each contractor is doing or planning to do 
and “pricing for profit” has helped keep Erb Lumber 
Company’s profit up this year in a depressed Detroit 
market 

Regular newspaper display ads (using American 
Lumberman’s ADservice) has also helped bring in re- 
modeling customers. Specific home improvement jobs 
are also credited to HOME Maintenance & Improve- 
ment published by American Lumberman and sent di- 
rectly to homeowner names furnished by the Erb 
Lumber Co. 

Every salesman has been schooled in the four types 
of credit plans available. Last year between 200-300 
new names were added to the books. Some 50 accounts 
were picked up within 60 days when the extended ac- 
count setup was added. 
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DIRECT MAIL promotion includes over 
2,000 copies of American Lumberman's 
HOME Maintenance & Improvement mag- 
azine mailed to prospect list. 








Home Improvement Jobs 
Recently Sold by Erb 








ee 


ADDED ROOM of combination brick and 
wood construction was recently supplied. 
Most owners do part of jobs themselves. 


tools. 
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DOUBLE CARPORT, barbecue and ample storage for toys, lawn furniture and garden 


Salesmen's Incentive Plan 


In an effort to stimulate sales, yet encourage maximum consumer 
service, has led the Erb Lumber Co. to adopt a new incentive pay 
program. Each of the six salesmen in home improvement sales 
should average $6,300 to $7,400. Each salesman will receive a 
guaranteed weekly wage in excess of $100 plus commission and 
bonus earnings. 

Highlights of the program are as follows: 

Plan provides for a pool of commission earnings on all cash and 
charge sales in the retail store. At the end of each month, the pool 
will be divided and distributed to each salesman at the discretion 
of the management in accordance with the following points: 


1. Individual sales 
Cooperation 
Attitude 
Merchandising assistance and suggestions 
Initiative and ability on the job 
Product knowledge and general contribution toward a more 
efficient store operation. 


Sales eligible for commission. These include all cash and charge 
sales to homeowners and modernization contractors set up at the 
counter. (Note: some modernization contractors are old, established 
accounts and will not be considered as eligible.) Salesman’s guaran- 
teed 48-hour contract is paid to service house accounts, both modern- 
ization and builder. All new accounts are eligible with the exception 
of builders and they should be handled by outside sales. Sale of 
materials to individuals for new homes will be eligible if handled 
by store salesmen. 


Percentage of commission earned on sales. Al! sales up to and 
including 15% discounts earn 1%; all sales up to and including 20% 
discounts earn 15%; all sales up to and including 20% discounts 
earn 14%. All discount sales of 15% and over must be reviewed and 
approved by management to be eligible. 


Additional bonus earnings. In addition to monthly incentive 
earnings, one-half of the amount earned by each participating sales- 
man will be set up on an accrual basis and paid once a year as a 
year-end bonus. Saliesmen leaving the employment of the company 
either on a dismissal basis or of their own choice will be paid the 
bonus accrued at the discretion of the management. 

Hours and overtime. Any meetings held which will improve 
salesmen’s product knowledge and his sales ability will not be con- 
sidered overtime. Open house or special promotions requiring addi- 
tional store hours will not be considered eligible for overtime. 


and tile floor. 


= 5 BASEMENT RECREATION ROOM with 


knotty pine paneling, acoustical ceiling 
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LABOR UNIT FACTORS*—EXAMPLES 


As developed through time studies of remodeling jobs by A. P. Kitchens, manager, J. C. Steele Lumber Co., West 


Monroe, La. 





ITEM 


Apply ceiling tile 

Apply gypsum wallboard, including taping 
Framing added room 

Framing new house 

Laying hardwood flooring—500 to 1,000 sq. ft. 
Apply prefinished hardboard wall finish 


Placing windows in added room—wood or metal 


Painting windows 
Apply drop siding 


LABOR, INCLUDING 
OVERHEAD & PROFIT 


10¢ sq. ft. 
5¢ sq. ft. 
50¢ per stud 
40¢ per stud 
10¢ sq. ft. 
20¢ sq. ft. plus 
$1 per joint 
$2.50 to 7 each 
5¢ sq. ft. 
$7.50 each 


(*) Your own labor factors may be different from these, due to varying job conditions, labor skill, ideas 
of profit desired. Factors for big jobs will be different from factors for small jobs. Kitchens’ factors are 


based on labor at $2.50 per hr. 


An old-timer in the home improvement business has 
no problem selling prospects: He estimates the costs of 
a room addition, a kitchen or other project with such 
skill that he sells his prospect through sheer confidence. 

The veteran, through experience, knows what.a typi- 
cal porch will cost installed; how much painting a 
house of a certain size will cost; what floor finishing 
will cost for any given room. He draws his figures 
simply from vast personal knowledge. 

A newcomer to the home improvement or new home 
sales field can gain the same confidence from prospects 
through the use of calculated estimate sheets from 
which he, too, can quickly and accurately compute con- 
struction estimates on an installed basis. 

The two parts of his cost book are: 

(1) Local labor costs for various materials and 
products, based on time studies of typical installations. 

(2) Material unit:costs calculated for various ma- 
terials, coordinated with the above labor costs. 

These are the basic elements in “unit estimating” 
system which dealers use for new home plans, avoiding 
“take-off” materials lists. The salesman with a unit 
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The Key to Efficient 


estimating manual can figure the completed costs of 
any house plan within an hour—98% accurate. 

Major remodeling. Unlike new construction, here 
you generally do not have blueprints. So you must 
make an in-the-home call to secure “blueprint” in- 
formation. 

But before the call in the home, a prospect will 
often require a “rough” estimate. He is not sure 
whether a new room will cost $1,000 or $2,000. A vet- 
eran estimator with a few leading questions can give 
him a rough estimate drawn on experience. The new- 
comer can accomplish the same purpose if he will create 
a series of typical “package plans,” calculate the in- 
stalled prices of these packages in varied sizes, and 
keep for reference. One way is to study actual complete 
job costs. 

The next step is a visit to the house. Here the esti- 
mator-salesman must make a detailed specification list 
of square footage materials involved, forming what in 
effect will be a blueprint from which installed costs 
can be computed using his unit cost manual. 

It is good psychology, incidentally, to read the de- 
tailed estimate to the prospect, at the same time show- 
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MATERIALS UNIT FACTORS—EXAMPLES 


Reproduced from a typical page of Unit Estimate Cost Manual, Southport (Ind.) Lumber Co., used for both new 


| construction and remodeling estimating. 





FIRST FLOOR CONSTRUCTION—per 100 s.f.—2x10 


Mat. Hours 
Quantity of Materials Cost M L M 


/5-4"' — Lally Column ae , 5.76) oe 95 
22.0' Bm 6'"x8" drop girder. . , 3.04 .7I 
22.0' Bm 2xé Sill plates . 3.04 52 
161.0' Bm 2x10 Jsts. & Brdg. 16" OC 22.54 2.38 
112.0' Bm |x6 Horiz. Sub Flr. . 14.00 2.15 
110.0 S.F. 15#felt shecra 5 Se 
120.0 Bm '/5x2l/> pre. fin. firg. 34.20 3.60 
12.74 Misc. nails a ae a 1.95 
3.6 ‘Vax 16"C.C, Bolts 32.15 
84.88 


Selling is Unit Estimating 


ing samples and literature of the materials upon which 
the estimate is based. This will build confidence from 
the prospect and will avoid misunderstanding. At this 
same time the prospect should be alerted to time pay- 
ment plans available from the dealer. 


Repair jobs. On small repair jobs such as hanging 
a new screen door you should also have established 
unit rates. Many dealers prefer to quote product prices 
and labor estimates separately on small repair work; 
but the principle of package selling is that the installed 
total cost is presented, emphasizing guaranteed ma- 
terials and workmanship. 

Effective package selling will resist customer quar- 
reling about individual product prices. When asked, of 
course, the product prices must be given factually and 
promptly. 


ESTIMATOR-SALESMEN of Southport (Ind.) Lumber Co. above 
are masters of quick estimating thanks to the dealer's unit cost 
manual. A page from the Southport manual is reproduced at 
top of this page. 
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HNNNNAVOAUUNNNVROOUUAAUOUOOUUIHAAOOOTH 


Exhaust fans 

New doors 
Combination doors 
Cement walks 
Cement floors 
Garden houses 
Play houses 

Tool houses 

House additions 
Workshops 


PIUWNUNUOINUTEINOLNUNLLUGLLLLUOULULLU.GLULVLLOMOLAUUV OULU TUT 


IHNNTIUULSNONOOULLANAENE 


Breezeways 
Garages 
New steps 
Tile floors 


TVNNNUTUUCENSUUUULETQGNAUUAAANATY 


Fences 
Ceilings 
Bathrooms 


IUUUNUNOONUA LU AUAGENLAL NIALL 


| 


Porch enclosures 
Basement recreation rooms 


Wood floors 


| HM 


Hi] 


HUN 


lron railings 
Canopies and awnings 
Stairways 

Folding stairs 

New roofs 

Cellar ways 

New attic rooms 
Kitchens 

Kitchen cabinets 
Insulating 


HNIUNUNL 


HHUVTVOUVUUUUUVAHUVOUSULONAULUAUAAULEH 


PUOUHAVOTVNALAUUUAELLUSUUUHUAUAUAUA 


FUN 


30 “End-Use” Packages from One Dealer 


Guaranteed work and easy financing 
builds home improvement business for Penn- 
sylvania dealer . . . much of it for postwar 
homes. One installation starts chain reaction 


in every neighborhood. 


Package home improvement projects accounted for 
36% of the volume done last year by Clemens Lumber 
and Supply Co., Brandywine Summit, Penna. 

Tying in with the nation-wide Operation Home Im- 
provement effort, H. D. Clemens, owner and manager, 
developed a home improvement service which offers 
the 30 types of remodeling packages. These include 
additions, alterations, repairs—both indoors and out- 
doors. 

Special services to customers using the new program 
include: 

1. Budget plan—no-down-payment financing, up to 
three years to pay. 

2. Work done by experienced and competent me- 
chanics. 


3. Estimating, materials and work supervision all 
available at a single headquarters. 


4. Guaranteed workmanship and materials. 


Clemens is located between Philadelphia and Wil- 
mington, Del., in a rapidly developing area. The only 
newspapers are metropolitan dailies whose advertising 
rates are out of his reach considering the small frac- 
tion of their circulation reaches his potential cus- 
tomers. 

Consequently, Clemens has turned to other promo- 
tional means. One of the most effective was a four- 
page, direct-mail brochure outlining the home improve- 
ment service. He blanketed his trading area with 3,000 
brochures last February. 

The same brochure is also used as a handout piece 
to store customers inquiring about materials for a 
home improvement project. 

“We ask what their project is and tell them we will 
do the job as well as supply the materials,’ Clemens 
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states. ““Most customers don’t know a good contractor, 
are suspicious of being gypped and are happy to find 
someone who'll take the responsibility for the whole 
project including financing . . . so they’re immediately 
receptive.” 


Financing offered. Easy financing is promoted in 
the brochure which emphasizes, “No money down, up 
to three years to pay’. It continues: “Pay out of in- 
come! No need to touch your savings! If you have a 
sound credit rating, you can avail yourself of our 
EASY CREDIT terms. So why delay? Come in, tell 
us what you want, then start ENJOYING your pur- 
chases without waiting. Remember — YOU PAY 
NOTHING DOWN!” 

Working with the National Bank of Malvern, 
Clemens was able to work out a favorable financing 
plan for remodeling projects. Customers may borrow 
up to $4,000 at 6% with no down payment and up to 
three years to pay. He also works through Allied 
Building Credits in Philadelphia. He likes the latter’s 
service because they clear quickly and it’s non-recourse. 
But all applications for credit are made out in the 
Clemens office and they are cleared before work begins. 

“Working with these professional lending organi- 
zations has been a terrific help to us,” he explains. “It 
has reduced accounts receivable, given us more cash 
to work with and in the end—enabled us to sell 
cheaper.” 


Three best contractors. Clemens has picked three 
of the best contractors in the area to handle repair 
and remodeling work. On each job he has an agree- 
ment in writing with the contractor. This is necessary 
because of a flexible pay rate. Nevertheless, Clemens 
has a rate of pay outline and he sticks to it. 

Before the start of a job, a representative of the 
lumber company takes the contractor to the job site. 
The contractor estimates the time and this becomes a 
part of Clemens’ estimate. Also the contractor makes 
up a materials list and before Clemens’ quotes, some 
representative of the firm goes over the list with him 
and any suggestions about alternate materials are 
considered at this time. Seldom does this involve more 
than one to three items on say 25% of the job. If the 
homeowner signs the contract, the contractor becomes 
the employe of the Clemens Company for that project. 
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GARAGES—H. N. Compton Jr., DuPont employe, right, tells 
Clemens how neighbors first thought his $2,200 double garage 
too expensive then decided to see Clemens themselves. 


— 


ATTIC CONVERSION—Mrs. Frank Giamboy admires her new 
attic library and study, a $600 job which led to six others in the 


neighborhood. 


PATIO JOB amounted to $320 included concrete slab laid by 


DO-IT-YOURSELF 


FURNITURE LEGS 
YOU CAN SELL! 


<oWeG. 


ie, profits ag 
solid 
satisfaction ! 


Peg-Legs are solid maple, 100% clear, 
free of knots and color defects — the 
beautifully made, luxury leg for your cus- 
tomers who are proud of their furniture 
projects. Ready-to-finish Peg-Legs are 
smoothly sanded; finished legs have 4- 
coat, black lacquer finish . . . either style 
available with solid brass ferrules or 
chrome plated glides, in sizes from 3” to 

281,” for most furniture uses. 
Exclusive Quick-Switch 
St Mounting Plate 

ANr 

STRAIGHT Only Peg-Legs have this patented 
16-gauge heat-treated steel plate 
that allows legs to be mounted 
in slanting or straight position 
.-+-instantly changed in position 
without removing leg or plate! 


e NEW! all-in-one 
one ~! SELF-SELLING 
PACKAGE 


Wood-Grain effect 
carton has clear, 
acetate cover; con- 
tains set of 4 legs, 
4 plates, screws 
and complete in- 
structions. 





SELF-SERVICE DISPLAY 
MERCHANDISER 


Plenty of room for stocking all 4 styles 











Clemens’ son who operates ready-mix plant as separate part of 
lumber business. 
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Write or Call for t 
Price Sheets Full Details T 
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and 7 sizes of Peg-Legs behind the 
slanting panel display of Peg-Legs 
in their sparkling new packages. 


SELLING AIDS 
New package stuffers, 
project sheets and 
catalogs, new mat ads 
for local use — de- 
signed to sell MORE 
PEG-LEGS FOR 
you! 


PERRY 
FURNITURE CO. 
209 Front Avenue, N. W. 
Grand Rapids 2, Michigan 
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HOME IMPROVEMENT — MANAGEMENT 


__ EUGENE PLANING MILL 


* HARDWARE 





* WINDOWS and PAINT 
FRAMES se ‘s 


* KITCHEN BUILTINS * FORMICA TIPS 
* SLIDING GLASS DOORS *« MOULDINGS 


ST 0.HLL. FINANCE 


Urs 





YOUR 
KITCHEN 





one 
DESIGN e@ TITLE 1-NO DOWN PAYMENTS-36 Months to Pay qonee 


e@ REVOLVING CREDIT PLAN- 
Select the Amount Per Month You Want tc Pay Game 


e@ 30 DAY OPEN ACCOUNT =m 


EUGENE PLANING MILL 


Di 5-8773 


3rd & LAWRENCE 








Modern management tool— 


Sell “Flexible Financing” For Remodeling 


Lenders put increasing stamp of approval 


on home modernization loans. Plans such as 


revolving credit can bear interest to the 


retailer. Financing is the most effective way 


to beat cash-yard competition. 


If you have not done so already, this fall and winter 
is the time to adopt credit selling as your sharpest 
selling too! for home improvement. 

The Federal Reserve Board conservatively estimates 
that there is approximately $1,670,000 installment 
loans for home repair and modernization outstanding 
today—and that figure excludes charge accounts and 
other payment methods sponsored by individual re- 
tailers. 

There is little doubt but that the introduction of 
FHA Title I repair and modernization insured loans, 
first used in 1934, created the basic confidence in home 
remodeling financing which is found among all types 
of lenders today. 

During the 
small amount of repair 


1920s commercial banks extended a 
installment credit to good 
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credit risks. Similar credit arrangements were made 
occasionally by other institutions, but never on a vol- 
ume basis. 

The program established by FHA in 1934 insured 
credit under FHA Title I, permitted relatively long- 
term contracts without down payment. Today, com- 
mercial banks, savings and loan associations and sales 
finance companies offer a great variety of plans on sim- 
ilar terms. These non-FHA plans usually are flexible 
pertaining to materials and products which can be in- 
cluded. Sales finance companies (such as Allied Build- 
ing Credits) handle upwards to one-half of all remod- 
eling installment paper today. 

Other financing methods used by dealers are listed 
on the facing page—revolving credit; regular open ac- 
counts; and open-end mortgage. 


Promote flexibility. It is likely that many of your 
customers are unaware of the various credit plans, such 
as listed above, which they can use. Every advertise- 
ment, every radio and TV promotion, every personal 
sales message should explain your payment plans. 

The processing of loans today is easy. Any clerk can 
do it. In the case of FHA Title I, you simply make out 
an application form; promissory note for the loan is 
endorsed without recourse by you the dealer; comple- 
tion certificate is signed by customer and yourself. 
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suse BANK LOANS—INCLUDING FHA TITLE | 


Lending institutions of all types, including commercial banks, are willing and 
able to process remodeling installment loans today, either using FHA Title | 
insured loans or private programs with terms similar to those established by 
FHA Title |. With their own plans, the lenders can receive slightly higher finance 
charge and avoid paying an insurance premium to FHA. You may obtain 
from any FHA insuring office a list of approved lending institutions authorized 
to make FHA Title | loans in your area. 


om REVOLVING CREDIT PLAN 


Retailers can suggest the popular revolving system for major modernization 
projects, particularly among do-it-yourselfers. You set a credit limit of say 
$300 to $500 for the customer and he can order materials as he needs them 
so long as his total outstanding does not exceed his limit. Interest charge of 
1!/,°% monthly on outstanding balance is obtained by retailer. Some banks and 
sales finance companies will make loans to retailers on revolving credit out- 
standing, or will handle revolving credit accounts for the dealer. 


REGULAR OPEN ACCOUNT 


Many homeowners are not aware that they may obtain monthly charge accounts 
from lumber dealers. This convenience will help to offset cash-yard competition, 
spur sales of repair merchandise, tools, etc. 


OPEN-END MORTGAGES 


Many lending institutions will make additional advances to their mortgagors to 
pay for home improvements. Where this fact is plainly stated in the original 
mortgage, it is known as the "open-end" mortgage. Use of this type of mort- 
gage is increasing. If it is not common in your area, talk to your lender about it. 
Often, a customer can obtain a sizable modernization job and add the 
amount at the tail-end of his mortgage, with no increase in his monthly mort- 
gage payment figure. 
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Processing of installment loans from individual lend- volves computing each month the amount of interest 

ing institutions without FHA is even simpler. Every due on the balance outstanding since the previous pay- 

employe should know the forms needed and continually ment. The consumer may thus pay a different amount 

promote your assistance on remodeling finance plans each month; or the payment schedule can be arranged 

to prospects. to provide for equal monthly payments, with a declin- 

- , ing portion going to pay for financing and increasing 

Data needed. Most credit forms require the follow- mn fom to reduce the principal. The “true” annual 

ing basic data about the borrower: address, length of rate of interest in this type of plan is generally re- 

time at address, place of employment, length of serv- garded as 12 times the monthly rate. 

ice there, some retail references where credit has been 

extended, previous installment credit record if any, 

marital status, income, other obligations and address of 

one or two friends. 


Installment interest plans. Some lumber dealers DIGEST OF FHA TITLE I (a) 


have established their own installment paper for use coat Pat PCE i CERN eer Spe Rea 
by modernization customers. The three methods of cal- PURPOSE: Alterations, repairs and improveme < a 
culating finance charges generally used for installment 
credit are add-on; discount; and interest on the unpaid 
balance. 

In the add-on method the finance charge is added PRINCIPAL AMOUNT OF LOAN [exclusive of financing 
to the amount a customer wishes to borrow. If the h ): $3,500 iil ike 
amount borrowed were $100 for one year and the add- lt iat Sat alae 
on rate were 6%, the total note would be $106 with MAXIMUM MATURITY OF NOTE: Five vears and 32 
payments of $8.83 per month. Banks will often use days (if advance, exclusive of financing charge, ex 
this method, calculating about 6% per annum over the 0 ae, Ura cs 
entire length of the contract. Where dealers process ceeds $60 ). 
the loans for the banks, the rate might be slightly MAXIMUM FINANCING CHARGE lincluding FHA in 
higher and a reserve allowed the dealer. surance charge and ell other dicinuil $5 discount 

The discount method is used for FHA Title I loans. per $100 of face amount per year on first $2,500; 
You start with total amount of the note and deducing $4 mound inv excess of 82 500. 
the rate of discount in order to determine the pro- Te nee ae xe 
ceeds going to the borrower. If the note is written for INSURANCE PREMIUM (to be included in maximum fi 
$100 for a year and the discount rate were 6%, the nance charae): .65°, per annum of amount ad 
borrower would receive $94 and his payments would ais a nein meee 
be $8.33 per month. 

Calculating of interest on the unpaid balance in- aaa as 


in connection with existing structures which sub 
stantially protect or improve the basic livability 
utility. 


vanced. 
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SAVE CONSTRUCTION 
COSTS by using... 
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for these and 
other uses 





utility roor BOARDS 
utility Flat rooF Joists 


utility prates 
































utility rire stops 





utility stups 





utility sHEATHING 





utility sus-rLoor 





utility rLoor Joists 





utility srinGinc 


Webster defines utility as: Quality or state of being useful. § ees GET ACQUAINTED with the 
advantages of using ‘‘Utility” 


And that completely describes “Utility” grade West Coast grade lumber by sending for 
: Nee : booklet, “Utility Is th 

lumber, strong, sturdy AND economical. It fills the bill in | vt na <p ibonan 
. ord for Lumber.’’ Use coupon 


scores of construction job details where strength and de- cael 
pendability are required. The use of “Utility” lumber saves 


money. 


WEST COAST LUMBERMEN’S ASSOCIATION 
Room 218, 1410 S. W. Morrison St., Portiand 5, Oregon 


Please send your booklet ‘‘Utlity Is the Word for Lumber’’ to address below: 
WEST COAST LUMBER 


Douglas Fir * West Coast Hemlock 
Western Red Cedar + Sitka Spruce 





Name. 


Address. 








City. Zone. State. 
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For the sash you make or buy: 


use “‘PENNVERNON”’... 


not just “window glass” 





When you sell window sash glazed with Pennvernon— 
and marked with the Pennvernon label—you are assur- 
ing your customers that you have used “window glass 
at its best.” 

Be sure to insist on Pennvernon Window Glass for the 
sash you make or buy. Pennvernon’s fine visional quali- 
ties, its smooth finish and high degree of clarity, and its 
freedom from distorting defects all contribute to Penn- 


vernon’s reputation as top-quality window glass. And 
don’t forget to look for the Pennvernon label. It appears 
in the corner of every light of genuine Pennvernon 
Window Glass. 

For information on Pennvernon, contact your nearest 
Pittsburgh branch or distributor, or write Pittsburgh 
Plate Glass Company, Room 7279, 632 Fort Duquesne 
Blvd., Pittsburgh 22, Pa. 


Pennvernon’ Window Glass 


PAINTS * GLASS - CHEMICALS - 


PITTSBURGH 


PLATS 


BRUSHES - PLASTICS - FIBER GLASS 


es ee a 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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same high quality... 








3-Track extruded aluminum co 


Only WEPCO could make this possible! This is our same high-quality, 





ak "ump oF 

, , 

a’ AtTINN 1 ‘ale \ ‘* Guaranteed by % 

NOMINATION Wind A Good Housekeeping 
oer as AbviaTist® rating 


famous Duo-Matic ... with all the features normally found 
Only in much more expensive windows... yet priced so low that 


you can retail it from $12.95. 


New fully-assemb/ed Duo-Matic also availab/e... retails for 15.95 ang up 
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Now retails 
for only 





For opening 


and including 
25" x 47" 
double hung 
windows. 
Other sizes 
slightly higher 





sizesupto 





New low prices on 
all 

aluminum 
combination doors 





DUO-DELUXE DUO-DELUXE 
PICTURE WINDOW 2-LITE DOOR 
DOOR 


Here’s why more than 

20,000 Lumber and 

Hardware dealers sell 
Products 


e Sold only at lumber and hardware 
dealers — no specialty competition! 


e Nationally-advertised! 


e industry's most liberal co-operative 
advertising allowance! 


e On-the-spot service by WEPCO’s 
factory-trained representatives! 


e WEPCO sells a complete line! 


the weather-proof co. 


Litchfield, Illinois 











HOME IMPROVEMENT — SHOWMANSHIP 





HOME IMPROVEMENT SHOW 
heralded by a big banner was 
held on the All-Weather Insula- 
tion Company's own property in 
Nashville. 


ss 
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Amazing results from 


DEMONSTRATIONS HELD THE ATTENTION of the crowd that 


jammed the 35 exhibit spaces during the two-week period. 


SPORTING GOODS EQUIP- 
MENT at the All Weather Co. 
show was donated to the three 
schools registering the highest 
percentage of adults. 


Two-Week Remodeling Show by Single Dealer 


Auction and athletic equipment giveaway 
are two promotions that pulled good sales leads 


for southern lumber dealer. 


A home improvement show that amazed the sponsor- 
ing dealer as well as the 35 participating exhibitors 
was staged by the All Weather Insulation Co., Nash- 
ville, Tenn. 

“We had letters, phone calls, even personal calls from 
a number of leading manufacturers who can’t believe 
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that we put on this show by ourselves,” said C. S. 
Baker, owner of the retail lumber company. 

The two-week exhibit drew about 15,000 people and 
cost about $6,000. Baker’s only regret is that he didn’t 
keep the show going a full month, an additional ex- 
pense of about $600. 

Enough good sales leades were secured to make June 
a record month in home improvement business. This 
was the first OHI show in Nashville and it had a big 
influence, says Baker, in getting the whole city inter- 
ested in home improvements. The lending institutions 
started doing spot advertising on TV and radio and 
the Chamber of Commerce sponsored the remodeling 

(continued on page 180) 
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Facts you should know before you sell power tools 


No. 1 of a series 


ENGINEERING and DESIGN 


“What’s new in power tools?” is a 
question every retailer should ask. 
Actually, power tool design has 
changed very little in the past 25 
years, compared with other “modern 
living” products. Some superficial 
changes have been made, but most 
“new” tools are merely revisions of 
the same old models. There’s a good 
reason: most manufacturers have a 
big investment in dies, tooling and 
production machinery. They are re- 
luctant to replace them. 

Customers want more tools 

The growing do-it-yourself market, 
plus modern materials, put new de- 
mands on power tools. Your “shoul- 
der” or “fender” trade usually own 
handsome home appliances. It fol- 
lows that they want to buy power 
tools with the handsome appliance 
look. They also want tools that are 
safe, tools that make it easy to work 
with modern materials. 


Only one line meets the demand 

When you examine all the lines of 
tools available, you’ll find only one 
manufacturer with a complete line 
of new, modern power tools. That is 
MAGNA Power Tool Corporation, 
manufacturers of the incomparable 
SHOPSMITH multi-purpose power 
shop and the all-new MAGNA-LINE 
single purpose tools. MAGNA’s pro- 
duction is devoted exclusively to 


power tools for home and industry. 
These tools are new in concept and 
design. They are creatively engi- 
neered to meet today’s needs, both 
in use and appearance. 
MAGNA-LINE is the modern line 
MAGNA analyzed today’s market, 
then designed tools to meet today’s 
requirements—for safety, capacity, 
durability, ease of operation, and 
clean, modern appearance. Because 
they started fresh, MAGNA was not 
hampered with existing, out-dated 
production methods. New materials 
were used. Dies and tooling were 
created expressly to make these 
newly engineered tools. Methods of 
producing automobiles and appli- 
ances were adapted. Even a quick 
look at these tools will prove they 
are completely new. And remember, 
while you are looking at other tools, 
it is important to compare them in 
detail for function and design. Your 
customers do! 


You may be eligible for a MAGNA 
power tool franchise. Have you 
talked to your local MAGNA Dis- 
trict Manager? He'll be glad to ad- 
vise and assist you in establishing 
a power tool department, tailored 
to your needs. Write Franchise 
Dept. 751-A, MAGNA Power Tool 
Corporation, Menlo Park, Calif., for 
catalogs and complete information. 





1. Creative engineering 


MAGNA 11-in. -AND SAW with Automatic 
Blade Tracking outmodes every other band 
saw on the market; an outstanding example 
of the creative engineering applied to every 
tool in the brilliant new MAGNA-LINE. 


3 Market-tailored distribution 


Why Magna is 
America’s most 
wanted power tool 
franchise 


na) 


MAGNA POWER TOOL CORPORATION 


3. Display complete line in less than 50 square feet 


4. Built-in capacity for today’s materials 
m repeat business 


5. Extra profit fro 
te line of power tools 


6. America’s finest comple 
7. Profit you can depend on 

8. Traffic-building merchandising 

9. Selected franchise reserved for selected dealers 
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cAbesto LUMICLAD 


the fiberated aluminum reflective 
coating that waterproofs and _ insulates 


MORE ALUMINUM IN A BETTER VEHICLE 
MAKES ABESTO LUMICLAD LESS EXPEN- 


Your customers know ‘‘cost per year’’ is 
the only true evaluation of cost in con- 
struction. 

QUALITY in materials and workmanship 
is the only way to make “‘cost per year” 
inexpensive. 


ABESTO PRODUCTS ARE QUALITY 


ABESTO 
MANUFACTURING CORPORATION 
Michigan City, Indiana 











Circle No. 75 on Coupon, page 268. 


LIFT YOUR SALES WITH ox2 
ADJUSTA-POST, PRODUCTS %jj: 


a) 
~ 
Ones 56°F 
£4 


4 REASONS WHY... 


@ Exclusive Ball and Socket 
adjusting unit lifts greater 
loads easier. 

@ Adjusting plate is self-align- 
ing. 

@ Designed of heavy tubing. 

@ Dip-enameled inside and 
out. 


No, 93 TELESCOPIC ADJUST- 
APOST 


Single pin. Adjusts to 7°-9"' 
In cartons. 


No. 500 TELESCOPIC ADJUST- 
APOST 


Double pin. Meets Canadian 
structural requirements. - 
justs to 8’. In cartons. 


ADJUSTA-COLUMNS 
Structurally acceptable for 
mortgaged-financed proper- 
ties. 

STANDARD BASEMENT 


COLUMNS 
Available in all 
lengths. 


Write for 
descriptive literature. 
Save on freight! Whole- 
salers — order All your 
posts from Adjusta-Post. 


ADJUSTA-POST 














popular 
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REMODELING SHOW 


(begins on page 178) 





of an old house to show what could be done with rela- 
tively little money to increase property valuation. 


Two special features. Baker did two unusual 
things to attract favorable attention to his show. He 
sent letters to all the P-T-A in Nashville and Davidson 
County offering $300 in athletic equipment to the three 
schools having the greatest number of adults, percent- 
age based on school enrollment, attending the show. 
A total of 102 schools registered for the prizes and this 
promotion alone brought in hundreds of adults. A gavel 
was given to each school principal. In addition, 600 law 
enforcement officers registered for billy clubs, which 
were made of walnut, cherry, oak, maple, gum and 
beech. This gimmick caused quite a bit of talk. 


The second really unusual feature was the daily 
auction which was continued throughout the show. 
Almost every booth had one article to bid on including 
valuable items like storm doors and carports. Custom- 
ers dropped their bids into a box, the highest bid taking 
the item, regardless of its real value. A $500 kitchen 
cabinet and sink was given the person making the 
largest purchase during the show. 


Handbiils, direct mail and newspaper display adver- 
tising was used to promote the event, which will be 
repeated next year. 

Incidentally, Baker points out that the show didn’t 
interfere with the activities of his salesmen. They 
were either on calls as the result of the show or at the 


show making sales. 
MORTAR JOINT 


WAL-LOK REINFORCING 
6 POINTS of SUPERIORITY 


1 WAL-LOK is Deformed, 
Knurled and welded without 
impairing tensile strength— 
Assures positive bond for full 
length of structure. 


2 Cross Bars hold WAL-LOK 
up—for complete bond with 
mortar all the way around. 


3 WAL-LOK is packaged (25 
twelve foot sections per bun- 
dle) for easy handling, fewer 
splices, less waste. 


4 SuperStandard has 8 ga. 
side rods—more bonding sur- 
face, greater tensile strength 
than 9 ga. and is the mini- 
mum recommended by the 
National Bureau of Stan- 
dards. 

5 WAL-LOK and only WAL- 
LOK gives the same bondage 
per square inch of surface 
with SuperStandard grade as 
with the Extra Heavy grade. 
6 WAL-LOK is manufactured 
in one factory—quality con- 
trol is strictly maintained— 
immediately available, every- 
where through leading dis- 
tributors and dealers. 


WRITE FOR YOUR COPY OF 
THIS 4-PAGE FOLDER TODAY ! ! 


ADRIAN PEERLESS, INC. 
1413 E. Michigan «+ Adrian, Michigan 
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new Getty display carton 


Feplace 
Here’s a brand-new counter display carton that can meta WOrnouy 


help you sell more casement operators to “‘do-it- Window oper 

yourself’’ customers. Each carton contains 6 (3 left- be Yourser SN: — 
hand, 3 right-hand) Getty No. 4706-H Replacement _— = 
Operators for metal casement windows. Carton is * ' ‘cies ar 
attractively printed in 2 colors. Top folds back present- ; waits ~= 
ing a selling message to the customer. 


Just a few minutes is all anyone needs to install these 
Getty metal casement operators. The new Getty Display 
Carton reminds your “do-it-yourself” customers to 
replace worn-out operators themselves—helps you make 
profitable extra sales. Each operator comes packaged 
with complete, easy-to-follow installation instructions. 


more casement operators 


Remember, more Getty Operators are used on casement 
windows today than all other makes combined. The 
Getty No. 4706-H Replacement Operator fits 95% of 
all metal casements made. It’s easy working, long 
wearing, available in a choice of bronze or aluminum 
lacquer finishes—the perfect low-cost operator for light 
metal casement windows. Ask your hardware whole- 
saler about this profitable new Getty No. 4706-H 
Display Package, or write us direct now. 


H. S. & Co., Inc. 


3348 NORTH 10th STREET + PHILADELPHIA 40, PA. » Canadian representative: A. N. Ormsby Co., 23 Scott St., Toronto 
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HOME IMPROVEMENT—SHOWMANSHIP 
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TYPICAL DEALER ADS above shows concentrated promotion on 
home improvement during 1956 city-wide Operation Home Im- 
provement program in Eugene, Ore. 


Remodeling saves the day 


Community-Wide Saturation Campaign 


OHI promotion in Oregon city boosted re- A community-wide Operation Home Improvement 
; campaign in 1956 in Eugene, Ore., was responsible 
modeling activity in 1957, helping offset de- for a substantial increase in remodeling sales by 
: ; ae most dealers, said Moe Moyer, retail sales manager 
cline in new home construction. for Eugene Planing Mill, chairman of the Eugene 
OHI group. 
Permits for remodeling within the city of Eugene 
actually jumped 170% in the summer of 1956 over 
1955 ... while new home construction was sliding. 
For the year, remodeling permits held up much bet- 
ter dollar-wise than did new construction. 
Eugene’s Operation Home Improvement program 
started in February, 1956, when the Chamber of 


September 2, 1957, AMERICAN LUMBERMAN AND 





Commerce and the Retail Lumber Association sent 
two representatives to Seattle to see first-hand what 
that city was doing to promote remodeling through 
OHI. Upon return, Moyer was appointed chairman 
and a “sweepstakes contest” was staged, with under- 
writers giving away free tickets. 


Promotion. During the year, four radio stations, 
the TV station and the newspaper contributed about 
$5,000 worth of free publicity to the remodeling 
campaign. Each dealer supplemented this publicity 
with advertising of modernization products and serv- 
ices. A highlight was a 42-page remodeling tabloid 
supplement in the Eugene Register-Guard. 

One station tied OHI with the local baseball team 
broadcasts of 62 games — OHI was mentioned be- 
tween every inning! The dealers bought spot an- 
nouncements inviting people to listen to the ball 
games. Prizes for the “sweepstakes” contest were 
exhibited in J. C. Penney Co.’s window with a cash 
value thermometer indicating the value of the do- 
nated prizes from the dealer-underwriters. 


“Remodeling day." The most dramatic promotion 
of all was a remodeling contest. Rules were as fol- 
lows: 

(1) Attach a snapshot of your home to entry blank. 


(2) Complete the following statement in 100 words or 
less: “My home needs remodeling because .. .” 


Mr. and Mrs. Bob Mention won the contest, after 
entries were judged in the offices of Scharpf’s Twin 
Oaks Builders Supply Co. January 19 was publicized 
as “Remodeling Day” in Eugene when the exterior 
of the Mention home was completely renovated. 

Work started on the demonstration project at 8 
a.m. During the day, progress reports were broad- 
cast by local stations as 40 carpenters, 13 painters, 
2 electricians, 2 landscapers and committee dealers 
feverishly completed the job by 5 p.m. The crowds 
varied because of adverse weather, but from 100 to 
500 spectators watched the demonstration and about 
5,000 people drove by in cars. 


Results. Moe Moyer, OHI chairman in Eugene, 
points to these figures as testimony to the effective- 
ness of community-wide promotion: 


EUGENE REMODELING PERMITS 
June 1955—38 permits totaling $32,759. 
July 1955—42 permits totaling $29,409. 
June 1956—71 permits totaling $89,837. 
July 1956—80 permits totaling $65,247. 


Looking at the effect of the modernization cam- 
paign on his own business at Eugene Planing Mill, 
Moyer said that the cabinet shop was working 16 
hours a day—two shifts—with practically all the 
cabinets for modernization projects. Moyer figures 
that the average retail sale on remodeling runs close 
to $1,800 a project; the highest Title I ticket this 
year has been $3,500. 

“We sell quite a few remodeling packages around 
$2,400 each, but $1,800 is an average,” explained 
Moyer. “As an example, I sold a new bedroom today 
that came to $1,600; yesterday a new carport and 
playroom that will come to $2,400. I do the designing 
for these projects so there is no question that the 
materials will come from our company.” 

Retail lumber dealers who helped underwrite the 
community-wide program were B & R Building Sup- 
ply; Cosmus Building Supply; Eugene Planing Mill; 
International Paper Co., Long-Bell Div.; W. J. Mc- 
Cready Lumber Co.; McDaniel Lumber Co.; McKen- 
zie Hiway Building Supply; Midgley’s; Scharpf’s 
Twin Oaks Building Supply Co.; J. W. Copeland Yards; 
Hammer Lumber Co.; and Nagle Lumber Co. 
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BEFORE (top picture) AND AFTER illustrates one-day renovation 
given to winning entry in "Why My Home Needs Remodeling” 
contest in Eugene, Ore., by Operation Home Improvement 
committee. Winner insisted on oriental modern design for his 
house. Lumber dealers all helped underwrite the city-wide 
program. Cooperative ad below shows how dealers promoted 
the unique eight-hour ‘remodeling session.” 


Seea... 
Home Remodeling Miracle 
Tomorrow! 


a Dramatic, 
8 hour Home Remodeling Session 
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The Time . . 8:00 a.m. to 5:00 p.m. 
The Place... . . 993 B. 20th | 


| The Date...Saturday, January 19th | 








The following Retail Lambermen 
cordially invite you to see this 
Amazing Demonstration: 
é yin, se rn, 
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HOME IMPROVEMENT—DISPLAY 











Paradise for handymen: 


How-to-do-it Rooms 


for Passing on 


REMODELING TIPS 


The lumber dealer has to his credit many mer- 
chandising innovations developed in the yard be- 
cause they just made sense. NRLDA 30x80” merchan- 
dising panels, piece-priced lumber and packaged 
nails, for example, began in lumberyards, not in 
fancy offices on Madison Avenue. 


This “How-to-Do-It Room” fits in this same cate- 
gory. The first one probably started because it just 
wasted too much of the salesman’s time explaining, 
furring strips, plates or joists to the amateur for 
the 1,000th time. A rough wall section was assem- 
bled, the idea worked well and the “How-to-Do-It 
Room” emerged, 
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Entrance to the room 
1. Andersen Flexivent 3. Attic rafter 


4. Andersen casement 
window 


2. Prefinished Amberwood 
paneling 


Attic Room 


1. Vinyl asbestos floor 

2, 21. furring strips 

3. stud 

4. unfinished plywood 

5. installation cut-out 

6. Mahogany baseboard 

7. paneling 

8. trim 

9. bleached mahogany 
paneling 

10, 11. Walnut gypsum board 

12. electrical outlets 


13. white pine baseboard 

14. painted gypsum board 

15. unpainted gypsum board 

16. knee stud 

17, 23. insulation 

18. gypsum board unfinished, 
illustrating joint 

19. insulation board plank 

20. rafter 

22, 24. ceiling tile 


Rooms of this type are increasing in yards across 
the country. They graphically show to the do-it- 
yourself enthusiast many of the basic steps in con- 
struction, plus the essential products required for 
the job. 

The excellent room illustrated is from the Falls 
Lumber Co., Cuyahoga Falls, Ohio. And, as they 
say, it has proved more effective than literature, 
books or homeowner clinics. 

The display consists of two sections, one represent- 
ing a typical basement room, the other illustrates 
attic expansion. Partitions, ceilings and other parts 

(Continued on page 188) 
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SHE’LL COME TO YOU 


to rent this Clarke rug shampoo machine 


This biggest development of the 
rental market will mean handsome, 
steady profits for you 


The rental demand for rug shampoo machines 
has been growing steadily to all-time high 
proportions. With Clarke rug shampoo 
equipment, you'll build big profits three ways, 
from machine rental fees, shampoo sales 

and impulse purchases. Clarke rug shampoo 
machines are engineered to shampoo rugs and 
carpets with amazing ease and efficiency — give 
professional results at lowest cost — and 

they’re built for years of top performance. 
When you rent Clarke machines, you're given a 
complete merchandising plan — all the 
promotional aids you need to make your 

store do-it-yourself rental headquarters, 

and build big profits fast! 
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Floor Polisher 





SANDING MACHINE COMPANY 


469 E. Clay Ave., Muskegon, Michigan 


ee ne a Se ee ee 


Authorized Sales Representatives and Service Branches in 
Principal Cities. In Canada: Clarke Sanding Machine Co, 
(Canada) Ltd., 21 Advance Road, Toronto 18, Ont. 


City State. 





Dept. 469 
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Fioor & Counter Displays 


Talk about co-operating with dealers! 


MASONITE 


really covers the bases 


There are dozens of helps to Masonite dealers that don’t show up in 
the illustrations. That’s because either we didn’t have the room or 
they aren’t yet ready to announce. 

Even so, we know you'll agree Masonite furnishes just about 
everything you need to create hardboard customers. No other hard- 
board supplier offers a fraction of this potent sales building material. 
And there are mighty few suppliers of any building material you sell 
that offer so much. 

All these items have a single purpose: to help you make more profits 
with Masonite® products. Ask your Masonite representative for this 
point-of-sale material. Ask him, too, about Masonite’s effective 
N.R.L.D.A. display kits—available free. Use the material to tie in 
with Masonite’s huge national magazine and network TV advertis- 
ing program. Or write Masonite Corporation, Department AL-9-2, 
Box 777, Chicago 90, Illinois. 


Pians & Counter 
Dispensers 


Posters & Calendars 
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NRLDA 


Display Panels & Kits 
Samples & Technical Data 














FREE PLANS 


Home Improvement Pr 


®Mosonite Corpor 


® 
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Newspaper Mats 
& Radio-—TV Scripts 
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HOW-TO-DO-IT ROOM 


(Begins on page 184) 





Basement Room 


1. pine baseboard 

2. plate 

3. stud 

4, 22. paneling clips 

5. convenience outlet 
6. T&G hardboard paneling 
7, 12, 17. furring strips 
8, 33. paneling 

9. chair rail 

10. bed moulding 

11, 16, 31. ceiling tile 
13. floor joist 

14. top plate 

15. shingle mould 

18. pre-hung door 


19. pre-finished walnut 
paneling 


. pre-finished Korina 

. door casing 

. pine baseboard 

. vinyl asbestos tile 

. mastic-applied paneling 
. nailed paneling 

. aluminum divider 

. lumber paneling 

. wood-finished gypsum 


board 


. cove moulding 
. insulation 

. flush door 

. fir paneling 

. insulation 


ef each structure are fabricated to show furring 
strips, studs, insulation and the like. Cutouts show 
metal clips and divider strips for attaching wall pen- 
eling. 

The room displays ceiling tile, floor tile, wall pan- 
eling, insulation and a pre-hung door. The paneling 


are used on the paneling to show the various costs 
for a typical 8x12’ wall with prices ranging from $5 
for plaster board to $79.20 for pre-finished walnut 
paneling. The package door also seems to catch the 


displays especially have proved very popular. Tags interest of customers. 
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@ 5 kinds of drawer slides 





the growing 





Do-it-yourself market ! 


K-V hardware is the quality line that never lets you down. It 
means lasting customer satisfaction . . . ever growing sales 
and profits... with new packaged assemblies to meet 
constantly increasing do-it-yourself demands. The smooth 
friction-free action of K-V drawer slides and sliding 
door hardware means quick sales. Ease of installation 

and adjustability make K-V shelf hardware a top seller. 


K-V 1300 slide illustrated 


@ Sliding door hardware 
for glass, wood doors 


FAMOUS FOR MORE THAN 40 CLOSET FIXTURES 
K-V 992 assembly illustrated 


@ Complete kits for building 
open wall or built-in shelves 











K-V 1 Clothing Carrier K-V 2 Closet Rod K-V 3 Garment Bracket 


Ask your jobber for complete catalog and price lists, 
or write us 


KNAPE & VOGT MFG. CO., Grand Rapids, Mich. 
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New MATICO Tweed Collection 


Brings Exciting’ Textured’ Beauty to Low-Cost Asphalt Tile 


Again Matico scoops the industry...introduces a new tone-over- 
tone design that creates a three-dimensional effect of carpet-like 
beauty. Tweed offers you greater sales opportunities because its 
smart “textured look” is an asset to every room. And Tweed is the 
nicest thing to happen to floors in years...it doesn’t show dirt, is 


so easy to clean. Six smart colors. Size 9” x 9”; Thickness: 1/8”. 


MASTIC TILE CORPORATION 
OF AMERICA 


Houston, Tex. * Joliet, Ill. 
Long Beach, Calif. * Newburgh, N. Y. 


= Guaranteed by ” 
Good Housekeeping / Vinyl Tile * Rubber Tile * Asphalt Tile 


"45 anveansid WO Vinyl-Plastic Tile * Plastic Wall Tile 


Mastic Tile Corp. of America, Dept. 3-9 

P.O. Box 986, Newburgh, N. Y. 

Please send me full details on Matico’s new 
Tweed Collection 


Name 


Address 


ac 
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HOME IMPROVEMENT — DISPLAY 





From a converted auto 
showroom (right) 
Michigan dealer creates. . 


Showroom Exclusively for Package Sales 


That’s the Homearama, a distinctive showroom 
built by the Little Rock Lumber Co., Mt. Pleasant, 
Mich., where you can’t buy materials — just 


“packages.” 





WALLS ARE USED to show samples of 
insulated siding, shingles, builders hard- 
ware, etc. so that consumers as well as 
contractors can make selections with ease. 


“LIVING ROOM" pictured at right lends 
a home-like atmosphere to Little Rock 
Lumber showroom, yet shows how ma- 
terials actually work. 





HOMEARAMA ENTRANCE permits opportunity to display windows, siding, 


materials and specialties, all important to any construction job. 


OUTDOOR LIVING AREA DIS- 
PLAY, complete with fireplace 
(left), and barbeque pit (right) 
create many home improvements 
in Mt. Pleasant for Little Rock 
Lumber Co. 


“Little Rock will Plan, Build, Finance—ALL in One 
Convenient Package.” 


Signs like this are not uncommon in lumberyards 
throughout the country, but a salesroom built for the 
exclusive sale of packages and nothing else is an inno- 
vation. 

There are no impulse merchandise fixtures at the 
Little Rock Lumber Co., Mt. Pleasant, Mich., which 
converted the interior of a Cadillac garage into one of 
the most attractive showrooms for building materials 
in the country. 

Homearama is the name given the new showroom 
because it shows materials as they would be used in 
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other building 


the home. Two complete kitchens, simulated living room 
with beam ceiling, complete with furniture; an out- 
door patio; an electronically-operated garage door di- 
viding the manager’s office from the showroom; a great 
variety of ceiling, wall and floor coverings, all attrac- 
tively displayed as they would look installed in the 
home. 

Nothing is for sale here, but deliveries can be made 
promptly from the firm’s main offices and warehouse 
in Alma, 20 miles away. Ideas for the showroom were 
gathered and executed by Earle R. Brenneman, pres- 
ident and J. W. Rhodes, vice-president and sales man- 
ager. 
(continued on page 194) 
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Clear VISQUEEN film speeds winter 
vell fi m! construction, 


Trade Mark 





Use VISQUI EN: film! 


i “+ Aratde Mark - a. 


Black VISQUEEN film protects materials 


Profit both ways! wr 


SELL black visqurEEN film for field silos (stack, trench, pit or bunker), tarpaulins, haystack covers, 
mulching material, machinery covers. 

USE black visquEEn film for outdoor storage of lumber and materials. 

SELL clear visqurEN film for moisture barriers under concrete slabs, in crawl spaces, on warm side of 
outside walls and top floor ceilings, all-weather closures for all types of construction, winter closures for 
porches and breezeways, liners for glass greenhouses, replacement for glass in greenhouses and cold frames, 
tarpaulins, drop cloths, floor protectors. 


USE clear vIsQuEEN film for winter protection of open storage sheds, racks and bins. 





VISQUEEN film is all polyethylene, but not all poiyethylene film is VISQUEEN. Only 
VISQUEEN has the benefit of research and resources of VISKING COMPANY. 


information request tag PLASTICS DIVISION 
xcs : S c baie N 
VISKING COMPANY Division of enamel 
* P.O. Box 1410, TERRE HAUTE, INDIANA 


WG Vi IN CANADA: Visking Limited, 
Lindsay, Ontario. 


clip this taga—AM10 
attach to letterhead, mail. 


Corporation 


Trade Mark 





Ripping giant redwood cants on G-P's Hammond-California Redwood Co. timberlands near Eureka, California. 


GP cuts nature’s redwood 
“packages” down to size 


The prime California Redwoods harvested by Easier to handle. . . easier to sell 
Georgia-Pacific include some of the largest logs now 
being cut anywhere in the world. Many, like the one 
shown here, must be divided into sections before CERTIFIED /, 
they can be handled by even the outsized saws at CRA ae V.G. | (GP) 

G-P’s redwood mills. LR-RWD \_/ 

But that’s only the first step in repackaging G-P HA r+ MOND 
Redwood for profitable dealer sales. 

Redwood demands an exacting drying process. For a time-honored guarantee of th 
At Hammond’s drying yards millions of feet are in quality your customers seek include 
the drying process, often for more than a year. Lab- HAMMOND-stamped redwood in your 
oratory-controlled kilns scientifically measure the inventory. 
specific moisture content desired for each usage. Mills at Samoa and Eureka, California 
That’s why so many customers who mean Redwood 
Siding, Finish or Pattern, say “Hammond” 


HAMMOND-CALIFORNIA REDWOOD CO. 


a subsidiary of GHORGIA — PACIKLIC CORPORATION 


Sales offices at 417 Montgomery Street, San Francisco, Calif.; 35 East Wacker Drive, Chicago, III.; Southern Finance Bldg., Augusta, Ga.; 60 East 42nd Street, New York, N. Y 
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PACKAGE SALES 


(begins on page 190) 





Little Rock is selling a variety of home improvement 
jobs: added rooms, screened-in porches; cottage re- 
pairs and additions; motel remodeling jobs; church 
and lodge hall jobs; garages and kitchens. 

In this lively trading area of 25,000, Brenneman and 
Rhodes are shooting for a $250,000 volume in remodel- 
ing sales for the year. The showroom opened last 
March. Little Rock is making a big push on kitchens. 
Sales manager Rhodes is fortunate in having Mrs. 
Anne Gorthy as one of his chief salesmen in this 
department. Mrs. Gorthy was the general contractor 
on the 10 houses she and her husband built, lived in 
and sold since they were married. Consequently, esti- 
mating is no serious problem for her and she sells 
other jobs besides kitchens. 

Women want efficiency in their kitchen more than 
anything else, says Mrs. Gorthy. They also want built- 
ins, drawers without pulls and cabinets that are beauti- 
ful in design and finish. (For more on kitchens, see 
pages 202 and 204 this issue.) 


SALES STRATEGY at Little Rock 
Lumber is planned by Earle R. 
Brenneman, president, left, and 
J. W. Rhodes, vice-president and 
sales manager. 


Each of the four salesmen working out of the Mt. 
Pleasant showroom has an annual sales goal. Compen- 
sation is based on salary plus commission. The com- 
mission is based on 15% of material sales above quota 
and 10% of job profits. 

Labor in the area is plentiful, but not skilled. Car- 
penters get from $2.50-$3 an hour. Working out of the 
Alma yard are two crews of four men each, plus a 
foreman for each crew and job superintendent overall. 
These mechanics are on the Little Rock payroll and a 
similar setup in Mt. Pleasant is planned for next year. 

Radio advertising is used extensively by Little Rock 
and display space is taken regularly in the weekly 
Buyer’s Guide, distributed free throughout the county. 

Qualified salesmen, the management recognizes, will 
be required to put over the package selling program. 
That is why every employe is given an aptitude test. 
The results of these tests have convinced the manage- 
ment that they save the employer and prospective 
employe considerable time and money. 


Remodeling Is Big Business for Little Rock Lumber Co. 








ROOM AD 
finish the inside. 


ENCLOSED PATIO and enlarged kitchen made a good sale with 


painter-owner putting on finishing touches. 
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TWO COMMERCIAL JOBS: Motel owner adds extra sleeping 
quarters by enclosing what was formerly garage parking area, 
center. Complete new motel entrance with glass louvered doors, 
front and side designed and executed by Little Rock Lumber Co., 
Mt. Pleasant, Mich. 
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Order today...gone today— 


overnight delivery 500 miles away! 


Take the word of B.R.“Benny” Lowe, superintendent 
of Truscon’s Los Angeles warehouse. He says, ““Over- 
night delivery, as far away as 500 miles, is typical of 
our West Coast service. 

“Yesterday, at 9:00 A.M. we received an order call- 
ing for shipment of 460 casements to a Truscon dealer 
at Phoenix. The entire number of casements was taken 
from our warehouse stock and loaded on the truck by 
4:30 P.M. Delivery was completed first thing this morn- 
ing. This is the third delivery we have made to this 
dealer in the past three weeks.” 

Delivery service, even 500 miles away, is common 
practice with every Truscon warehouse superintend- 


TRUSCON STEEL DIVISION 
REPUBLIC STEEL 


Youngstown 1, Ohio 


A NAME YOU CAN BUILD ON 


ent. They know delivery is important in meeting 
building schedule timetables —in helping Truscon 
dealers make sales, keep sales, save sales. And should 
they accidentally run out of stock, they can rely 
on prompt shipment from any one of the other 23 
Truscon warehouses conveniently located through- 
out the country. 

Same-day shipments out of warehouse stocks applies 
to all Truscon dealer products: Steel Windows, Steel 
and Aluminum Casements and Projected Windows, 
Aluminum Awning Windows, Interior Steel Doors, 
Metal Lath and Accessories. For additional informa- 
tion, send coupon today! 


TRUSCON STEEL DIVISION 

REPUBLIC STEEL CORPORATION 

DEPT. C-4518 

1058 ALBERT STREET, YOUNGSTOWN 1, OHIO 


Yes, I’m interested in full-time warehouse support. Please send me 


the Truscon literature on Building Products. 


Name et a a 





Firm 





Address 
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HOME IMPROVEMENT — ADVERTISING 





Forest City says: 


Advertise Packages the 
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ALL THESE ADS IN SEPTEMBER 


Leading Cleveland firm scraps merchandising calendar, finds 


remodeling active in any month. Scores with garages in January. 


Based on practical sales experi- 
ence with homeowners the Forest 
City Materials Co., Cleveland, now 
advertises home improvements 
throughout the year. In the words 
of Robert Marks, who has prepared 
their advertising for the past five 
years: 

“It now no longer seems war- 
ranted to conclude that the home- 
owner is not interested in building 
a garage in the late fall or winter 
or to say he’s not a prospect for an 
attic room because of summer heat. 

“Consulting a merchandising 
calendar to determine advertising 
for so-called outside (spring and 


196 


summer) projects and starting ads 
on inside (fall and winter) proj- 
ects no longer squares with our 
actual sales experiences ... we've 
discontinued the practice.” 
Forest City has also found that 
running off-season and pre-season 
promotions gives them a decided 
sales advantage over competition. 
A case in point was a garage pro- 
motion run last January which was 
so successful that it was repeated 
during a cold February and March. 
Probably two trends have helped 
Forest City merchandise home 
improvements in normally slow 
months. One has been a trend they 


Year Around 


have noted away from the home- 
owner doing his own work. It’s a 
safe bet that few do-it-yourselfers 
would tackle a garage or add-a- 
room project in the dead of winter. 
The professional, on the other 
hand, while he doesn’t like abnor- 
mally cold weather, has grown ac- 
customed to working in the winter 
outside. 

The second reason is the Forest 
City “Certified Contractor” pro- 
gram which guarantees the cus- 
tomer quality, a firm price and 
convenient financing. The program 
has made it possible to offer the 
public 10 qualified crews ready and 
willing to work in any month. Con- 
stant advertising for more home 
improvement business through 
September and March keeps con- 
tractors and good crews loyal to 
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Stopper Headline 







SHOP MONDAYS and FRIDAYS te 8 P. LD 




















Be smart... aveld the late fall rush! 
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Don't Shiver This Winter... 
Slash Your Meat Bill 26° With 


TWINSULATION 


© Pare for itvelt In Lower Heating Bitte 
© Average Attic Job Lom Then $86.08 
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Seasonal --Combination Doors, 
Storm Sash 








Forest City and helps maintain a 
level sales curve. 

In preparing Forest City ads 
Marks has developed a checklist of 
240 items and home improvement 
projects suitable for advertising. 
In a recent study of this list he 
ticketed 205 items on this list suit- 
able for advertising the year 
around. In practice Marks runs 
down his checklist in preparing 
ads in a systematic manner for 
thorough coverage. A copy of this 
convenient, three-page checklist is 
available free from American Lum- 
berman on request. 

The advertising program of For- 
est City, which includes two-page 
spreads in leading Clev eland papers 
each week is backed by “advertised 
specials” display in their supermart 
stores. 
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STRONG SELL dominates thinking on all Forest City newspaper 
advertising. Most ads feature an improvement package, plus 
Faa* individual sales items, usually illustrated and priced. Ad sched- 
ules are consistent, ads are king-sized. 














For more on advertising .... 







Seasonal products, 92, 136 


Home Improvement, 196, 198 







Insulation, 128 






Free catalogues: Write American Lumberman, Dealer Service Dept., 139 N. Clark 





St., Chicago 2, Ill., for your copies of ADservice ad mat catalogues. They show 





layouts and hundreds of illustrations prepared just for lumber dealers. 

































American Lumberman AD service 





Mats for Your Home Improvement Ads 
P NAME OR SIGNATURE CUT HERE 

ADservice offers a wide variety of excellent project 
illustrations, including add-a-room, kitchens, recreation 


rooms and many others. One of the outsetanding mats is 10 ideas for hetter living 


the composite illustration featuring ten home improve- 
ments (see opposite page). Send coupon below for free 
book showing 109 new mats. 





We'll help you SIGNATURE CUT HERE 


MODERNIZE We'll help you get started NOW on 
No Money Down HOME IMPROVEMENTS 


Five Years to Pay 


Let US HELP You get started now on home improvements that will 
add to your family’s comfort and convenience . .. and increase 
property value. Bring your ideas and problems on modernization 
and repair to us. Our experts will be glad to give you suggestions 
...make estimates without obligation ... arrange for construction 
...and tell you about easy payment plans that enable you to 


“pay as you enjoy”...no money down. Come in today! 


1. ADD A ROOM 6. NEW ENTRANCE 








10 ideas for better living 


6. 




















AS LOW AS $00 PER MO. AS LOW AS $00 PER MO. 











2. NEW ATTIC ROOM 7. RECREATION ROOM 









































AS LOW AS $00 PER MO. AS LOW AS $00 PER MO. 











3.A NEW ROOF 8. RENEW WITH PAINT 















































AS LOW AS $00 PER MO. AS LOW AS $00 PER MO. 











4. GARAGE OR CARPORT 9. MODERN KITCHEN 
























































AS LOW AS $00 PER MO. AS LOW AS $00 PER MO. 








5. PICTURE WINDOW 10. GUTTERS, DOWNSPOUTS 





















































AS LOW AS $00 PER MO. AS LOW AS $00 PER MO. 





YOUR NAME 


















































rane GankGh Chinee NO MONEY DOWN...5 YEARS TO PAY! 


139 No. Clark St., Chicago 2, Illinois 
( Send me FREE No. 2 ADservice catalog 


1 Send me mat page No. 34. | enclose $3.95 YOU R NAM E 


(1 Send all twelve mat pages Nos. 23 to 34. | enclose $44.90 











Name 
These suggested layouts show how ADservice 


_ a: mats can be used in ads of various sizes. Your copy 

Street eae ; for the individual project descriptions should tell 
prospects what kind (and brand) of materials go 

en somes into the job. Make clear whether the price is for 
materials only or for completed job. 
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American Lumberman biogae 


ADservice 


This entire page of 12 mat illustrations 

offered to lumber dealers only for $3.95 

a small fraction of actual cost of draw- 

‘ ings and cuts. Send for catalog showing 
=: series of mats and suggested layouts for 

Flush Door and Table Legs Wrought Iron Railing year ’round campaign. 


MAT NO. 347 MAT NO. 348 


















































Awnings MAT NO. 350 








MAT NO. 349 





Interior Shutters. 
MAT NO. 35] 
































Kitchen Fan 
MAT NO. 354 











Mats shown on this 
page actual size. 
They are the highest 
quality made and can 
be used over and 
over again. 












































MAT NO. 355 MAT NO. 356 
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The trouble with most homeowners is that 
they’re not familiar enough with details of con- 
struction techniques and building materials to 
know how to go about remodeling. Your company 
can both educate and sell them by using a proved 
advertising method. 


Try sending HOME Maintenance & Improve- 
ment quarterly to either your own mailing list 
or one we can develop for you. HOME is full of 
detailed photos and stories on house plans, home 
remodeling and repair, all referring to you, the 
local lumber dealer who sends them HOME, as 
source of materials. 


HOME holds great interest for all families— 
those who prefer contractor help as well as those 


A servi ce for lumber and building product retailers developed 


merican Lumberman and Building Products Merchandiser 


Circle No. 169 on Coupon, page 268. 


who are looking for how-to information. A recent 
readership survey indicates that 98% of readers 
know the name of the dealer sending them HOME 
magazine; 75% have made purchases as a result 
of receiving it. 

Over 1600 lumber retailers have found that 
sending this helpful publication is a profitable way 
to advertise—because HOME makes it easier for 
the consumer to know what he wants to buy. It 
costs only 15¢ per copy, including your front cover 
imprint, all handling and mailing charges. 

We will be glad to send you full information 
about this outstanding promotional service. Just 
fill in coupon below and mail. Or, if you prefer, 
telephone collect. 








Service Manager, Room 2000H, 

HOME Maintenance & Improvement 

139 North Clark Street, Chicago 2, Illinois. 
FInancial 6-5380 


( ) Send us complete information, with no obliga- 
tion on HOME and its new homeowner mailing 
list service. 

( ) We already use HOME, but would like full de- 
tails on the new homeowner mailing list service. 


Business name 
| eee 
i sea Zone State 


Your name. 
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10 MILLION FEET ” 


OF QUALITY LUMBER 


as close as 
your telephone 


- MIXED CARS 
_ ‘to meet today’s needs... 


Keep your inventory balanced and turnover up with MEDCO mixed 
_¢ars. Buy with confidence the assortment you need. from MEDCO’S 10 
million’ foot. inventory backed by 350,000 feet daily production. All 
MEDCO shipments are guaranteed on grade, tally, and manufacture, 


for customer satisfaction, 


Phone: MEDCO SPring 2-6268 
and let us put you in touch with our nearest sales representative. 








Put MEDCO Quality 
Lumber to the Test. 


STRAIGHT CARS 
MIXED CARS 


Old Growth Douglas Fir 
yard and shed stock. 


Sugar and Ponderosa Pine 
Selects, Shop, Panelling. 
Boards. 


White Fir boards, shiplap, 
dimension. 


Incense Cedar Selects, 
Panelling., Boards. 
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A plan for fall and winter... 
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IT'S EASIER TO SHOW the customer in 
the model kitchen than try to tell her or 
furnish a drawing which few customers 
understand. 


How to Double Kitchen Sales 


Pennsylvania dealer who did it 

says: 

(1) Install models in showroom 

(2) Show pictures of other 
installations 

(3) Follow-up factory leads 
Cash in on word-of-mouth 
recommendations 

(5) Advertise by newspaper and 
radio 


Unit sales of kitchens have more than doubled and 
inquiries have more than tripled since Myers Lumber 
Co., West Hazleton, Penna., installed two model kitch- 
ens in its showroom and instituted a program of 
kitchen advertising, promotion and a planning service. 

What’s more H. P. Lohrke, general manager of this 
firm whose volume runs around $360,000, expects the 
kitchen volume to double again as soon as he gets per- 
sonnel trained to handle this specialized type of sale. 
Present personnel consists of himself who draws the 
plans, a salesman on the floor, and another man who 
goes out to take measurements and follow up leads. 

While FHA Title I loans are advertised as available, 
Lohrke reports than an amazing number of his clients 
prefer to arrange their own financing—either by a 
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and hardware combinations at Myers Lumber Co. 
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MODELS HELP CUSTOMER VISUALIZE how attractive her 


kitchen will be, create a desire for ownership. 


conventional bank loan or by adding to their present 
mortgage. About 75% of this kitchen business is re- 
modeling. 

The model kitchens are set up with appliances in 
place: oven, stove, refrigerator, automatic dishwasher 
(about 50% want them), stainless steel sink, vinyl tile 
floors, plastic imitation brick—all of which are avail- 
able at Myers’. The appliances are not stocked, but are 
ordered from catalogs and are obtainable in a day or 
so. Lohrke has made arrangements with a local elec- 
trical dealer to service these appliances—but so far, he 
reports, none have required service. 

Items in the model kitchens such as green plants, 
dishes, in the china closet and china place settings on 
the bar are not sold by Myers, but the beauty and 
livability they give the set-up helps the housewife visu- 
alize how attractive he new kitchen will be. 

In an area where kitchen business is extremely com- 
petitive, and because the store is located in an out 
of the way area, Myers Co. in addition to its models, 
uses every means at its command to attract kitchen 
customers : 
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A drafting and design service is available to con- 
tractors as well as individuals. But even with this 
service the model kitchen plays a part, for most con- 
sumers can’t understand a drawing. It’s easier to show 
a customer how appliances fit in or how adjustable 
shelves work than try to tell her. The colors in the 
models bring the kitchen to life for her and create a 
desire for ownership. Small cabinet doors at the side 
show her different color combinations. The models save 
time, too, because they help the customer make de- 
cisions. 


Pictures of installations the firm has made are kept 
in a loose-leaf notebook in the kitchen display. They, 
too, furnish ideas and help the customer decide be- 
cause they show different adaptations of the same 
units. 


Follow-up of factory leads obtained through in- 
quiries from the manufacturers’ national ads have also 
proved profitable. They are followed up religiously 
and do produce sales. 


Word-of-mouth recommendations of satisfied cus- 
tomers to friends and relatives are probably the best, 
most effective sales helps. The firm knows because 
salesmen make it a point to ask customers how they 
happened to come to Myers. 


Newspaper and radio advertising is a regular 
part of promotion of kitchens. The company advertises 
two or three times each week in the two Hazleton pa- 
pers. Best results come from the Real Estate section 
of the Saturday editions. But presently to tie in with 
OHI the company tries to insert a second ad on kitch- 
ens during the week. Radio advertising consists of 
spot commercials. 

This boost in kitchen business brought about certain 
changes in the Myers organization. Orders came in so 
fast that it was impossible for the mill to keep up, so 
it was found not only more feasible but more profitable 
to buy custom cabinets than try to fabricate them in 
the Myers millwork shop. 


TYPICAL 2-COL. AD in West Hazleton newspaper spotlights 
brand name and the dealer's complete service. Note the key 
phrase: "We plan and install—relieve you of all fuss and 
responsibility.” 
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® Used with consent of 
Radio Corporation of America 


Famous 


Symbols of 





e certified dry 
e precision milled 
e complete stocks 


A trademark is known by 
the customers it keeps. 
Today, after nearly 
three-quarters of a century 
of maintaining the 
highest standards, Union 
Lumber Company’s 

trade mark “NOYO"” is 
known to Retail 

Dealers throughout the 
Nation as the symbol 

of quality for 

Redwood. Adequate timber 
supply perpetuated by 
scientific tree 

farming, modernized 
mills and equipment and 
accurate filling of 

orders all combine to 
keep true “once a 
NOYO dealer—always.” 


MIXED CARS 


Carefully assembled cars 
mean economical and 
damage-free unloading — 
service that matches 
Noyo quality. 


Union Lumber COMPANY 


SALES REPRESENTATIVES 
THROUGHOUT THE NATION 


TREE FARMERS AND 
MANUFACTURERS 


FORT BRAGG 
CALIFORNIA 


San Francisco 
Los Angeles 
Park Ridge, Ill. 
New York 


Member California Redwood Association 
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HOME IMPROVEMENT — KITCHENS 





There is a qualified woman in almost every com- 
munity who is capable of heading up kitchen sales as 
well as interior decoration and other functions for a 
dealer. Proof comes from the many dealers who have 
such salesladies on their staffs. Two examples are the 
Little Rock Lumber Co., Mt. Pleasant, Mich. (pop., 
12,000), and Byrd Lumber Co., Marion, Ind. (pop., 
40,000). 

Mrs. Gorthy of Mt. Pleasant (pictured above) was 
a general contractor on the 10 houses that she and her 
husband built, lived in and sold since they were mar- 
ried. Consequently, estimating is no serious problem 
for her. Kitchens are her specialty but she also sells 
many other types of jobs. 


MRS. TERESA KURTZ poses 
at right amid one of her own 
kitchens in Marion, Ind. She 
is a qualified interior decora- 
tor and often helps contrac- 
tors stylize their entire homes. 








Kitchen Trend: Women 


MRS. ANNE GORTHY, kitchen saleslady 
at Little Rock Lumber, Mt. Pleasant, Mich., 
says women want efficiency in kitchens 
more than anything else. 


Sell Women 


Up to 50 kitchen installations a 
year are planned in new and old 
homes by Mrs. Teresa Kurtz (pic- 
tured below) of Marion. In addi- 
tion to kitchen planning she is the 
company’s sales manager for kitch- 
en cabinets and appliances, lami- 
nated countertops, paints and floor 
coverings. She works on a salary 
plus commission basis for George 
Hinton, the Byrd Lumber Co. man- 
ager, who explains that she is of 
great value to both the consumer 
and contractor trade. 





















Mr. Dealer — 
Shouldn’t you 
be buying at 

distributor 
prices? 











built-ins 


GAS AND ELECTRIC RANGES 





MR. DEALER, can you qualify asa MODERN MAID distributor? 
If so, you should be buying at distributor prices instead of from a 
distributor. For instance, if you have salesmen calling on builders 
and have space for a MODERN MAID display, chances are you 
can qualify. 

It is certainly worth your while to investigate. In territories where 
there is no exclusive MODERN MAID distributor established, 


your qualifications will be given most careful consideration. 


Write on your company’s letterhead today! 


TENNESSEE STOVE WORKS 


CHATTANOOGA, TENNESSEE 
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PORTABLE KIT of siding samples enables housewife to make 
color selection easily, say folks at United Builders Supply Co., 


Westerly, R. I. 


Get ’em ready 


for winter... 
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SAMPLE ROOFING PATTERN in 6' squares used on United 


Builder's warehouse are natural eye-catchers. 


hr ; 
WEATHER-TIGHT SIDING adds to beauty and comfort of this 


house being built on site overlooking the ocean. 


Pitch Roofing Sales on Better Grades 


Selling quality has helped push Rhode 
Island dealer’s roofing sales to $30,000 an- 


nually. 


Selling the importance of quality roofing for weather 
protection, the United Builders Supply Co., Inc., West- 
erly, R. I. has been able to do about $30,000 in this 
single building product. 

“We seldom mention lower grades,” says salesman 
Steve Planchon. “We assume our customers want the 
best because it is fire-resistant and hurricane-proof. 
Every one of our better grade roof jobs successfully 
withstood the last two hurricanes.” 

About 75% of United’s roofing and siding sales are 
made to contractors and most of these sales go into 
new homes. Manager Harold Slosberg serves contrac- 
tors with a complete inventory of building products, 
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except plumbing supplies. He carries speculative build- 
ers on his books until their house is finished, then 
helps them arrange loans at the bank. 

Even more profitable than the new home sales are 
the roofing and siding sales on home improvement proj- 
ects—added rooms, garages, cfrports and the residing 
of old homes. 

In addition to showroom samples of roofing and 
siding, United has covered the street side of its 300- 
foot long warehouse roof with roofing samples 6’ 
square, each sample of a different color and pattern, 
giving the customer a good idea how it will look when 
applied. 

United has two outside, part-time salaried sales- 
men, who canvass the area for leads. Bill Brenna, 
senior salesman, spends his mornings in the store 
estimating. Afternoons, he takes to the road in a com- 
pany car, stopping when he sees evidences of building. 

The company’s fleet of 10 trucks including one- semi- 
trailer go beyond United’s customary 25-mile trading 
area to service Norwich, Groton and New London. 
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“When you handle a product like AMERICAN FENCE, 
it pretty well 


sells itself,” 


says ALFRED G. WAGNER, 


President 


George P. Wagner Co., 
Jasper, Ind. 


“‘We’ve been selling American Fence 
for around sixty years,” states Mr. 
Wagner. “When a product consist- 
ently moves well for that long a time, 
you know it must be good.” 

The George P. Wagner Company 
is one of the most modern farm 
equipment stores in Dubois County, 
Indiana. It was started as a black- 
smith shop in 1886 by George P. 
Wagner, now deceased, who was the 
first mayor of Jasper, Indiana, and 
one of the great business and indus- 
trial pioneers of that area. 

Mr. Alfred Wagner, a nephew of 
the late George P. Wagner, is now 
president of the firm. Speaking of 
fence sales, he continues, “Through 
the years we have sold many, many 
carloads of American Fence and 
Posts, and other American products 
for the farm. American Fence has 
built up such a fine reputation 
around Jasper over the years, that 
our customers never ask for any- 
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Mr. Alfred G. Wagner, President (left), and Mr. W. A. Krodel, 
Vice-President, of the George P. Wagner Company. 


Mr. R. A. Bachman of the George P. Wagner Company, taking 
inventory of American Fence and Posts. 


thing else. These farmers want good, 
strong fence that they know will give 
years of service, so they rely on 
American Fence. They know that 
when they stretch American Fence, 
it’s going to remain taut and not rust 
away in a couple of years.” 

Mr. Wagner concluded, “We take 
pride in selling top-brand merchan- 
dise, and we are certainly proud of 


our long association with American 
Fence. Because it’s a top brand, 
American Fence has always been 
consistent in quality and the top buy 
for the farmer.” 

How is your stock of American 
Fence Products? If low, see your 
supplier. And make sure your 
“American” sign is right out front 
where it can be seen. 


AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL, GENERAL OFFICES: CLEVELAND, OHIO 
COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO + TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


F, 


AMERICAN 
FENCE 
“, AND POSTS 


A 
A 
Z 
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HOME IMPROVEMENT PACKAGES — GARAGES 
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QUALITY MATERIALS and budget payments are stressed in this 
unusual garage promotion in the show window of the Ebenreiter 
Lumber Co., Sheboygan, Wis. 


CARPORTS are built for 17% of new homes today, according to 
government statistics. This display is at the Chandler Lumber 
Co., Van Nuys, Calif. 


PRECUT GARAGE ° 
ERECTION is big 
business for the 
O'Connor Lumber 
Co., Westfield, 
Mass. This job will 
include a_ breeze- 


way. 


Fall is the time to 


Step Up Your Garage Sales 


There's still a vast market for new ga- 


rages. This is how successful dealers are 


promoting this fast-moving package. 


One of the best year-round building packages is 
garages and carports. And there is no better time to 
push this package than the fall. Most of today’s new 
cars cost from $2,000-$3,000, a substantia! investment 
that should be protected. 

Actually, garages can be promoted right through the 
winter with good success. This was proven by a Cleve- 
land dealer (Forest City Materials Co.), who adver- 
tised garages in January, February and March with 
unusually good results. Off-season promotions are fre- 
quently surprisingly successful. 

Most dealers are doing a better job of selling garages 
than ever. Among thousands of advertising mat pages 
sold by American Lumberman’s ADservice, those pages 
illustrating garages total fifth in volume. 

However, latest government statistics show there is 
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still a vast market for garages. Some 31% of new 
homes built during the first quarter of 1956 had no 
garages or carports. A recent survey made by Popular 
Science revealed that 42% of the cars in use today are 
parked outdoors. 

Garages are more of a multi-purpose building than 
they were 10 years ago and easier to sell. Besides af- 
fording weather protection, many garage styles offer 
these features, all of which can be promoted in garage 
advertising: 


1. Extra storage 

2. Workshop area 

3. Side porch 

4. Children's recreational area 


The dealer who can offer'a garage package on a do- 
it-yourself or erected basis is naturally in the best posi- 
tion to make a sale. Many dealers have established a 
separate garage department to push this phase of their 
business. 

(American Lumberman’s ADservice mat pages Nos. 
7 and 28 feature garages and garage doors.) 
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Come in tonight (until 9), or send coupon for your copy - - 


Free, New Plan Book Gives 
Latest Garage Building ldeas 


Get just the garage you want by 


selecting from our 








a Designs 
PRICED AS LOW AS 


nie 


Completely erected 


te slab floo 


Car and |” Garage 


|} Check These | 
Fine Quality 

| | Construction 
Features. 


“FRANTZ” OVERHEAD GARAGE DOORS 
a Better 14 Ways 
44° Bt sles sie oe 


~~ | All Models Available with Extra 
| Space for Storage and Work Shop 


SS sgase SS re 
Parking At Our Door 


RO DOWN PAYMENT 





@( LUMBER 
348 McCoumry Prcme PL SORES 





BIG DISPLAY AD is taken by the Saginaw (Mich.) Lumber Co. 
to offer its new garage idea catalog. Ad promotes specific 
models, also garage doors. 
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PORCH FEATURE for easy summer living is one of the plus in- 
centives used by the Laskey Lumber Co., Toledo, Ohio., in their 
garage promotion program. 
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the 
fastest selling 


paint | have 
ever sold” 


ae anit 
Che 
\ 


anize 
lastic «, 
‘Saree | 
> “SV-To-use watt PAIN! 
_—— 
°° Having sold Kyanize Paint over a period 
of years, and finding it the best on the 


market, I decided to place in our store 
the full line of Plastic Color—Spree. 


That’s what the dealer said 
about new 
PLASTIC COLOR-SPREE. 








Here’s the letter* 


is can truthfully say it's been the fast— 
est selling paint I have ever sold, and our 
many customers can not speak highly enough 
of this particular merchandise. 


“Plastic Color-Spree — the wonder wall 
finish that anyone can use.’’ 


*name and address on request 


be Rs 


THIS LETTER 1S TYPICAL of many we are re- 


anize customers. Many thanks to 


ceiving from Ky 7 
the writer for summing up Plastic Color-Spree s 
— “The wonder wall 


many advantages so neatly 
And don’t overlook 


finish that anyone can use.” 
that “fastest selling” part. It’s important. Get in 


i Cys ‘ - now. 
touch with your Kyanize Paint salesman 


Kyanize 


PAINTS, INC. 





Everett 49, Mass. Springfield, Ill. Montreal, Canada 
Circle No. 82 on Coupon, page 268. 
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AS A PROMOTIONAL SALES AID to dealers in the Roanoke, Va., area, the Roanoke 
Sash & Door Co. is exhibiting this Pink Cloud Kitchen in the Appalachian Electric Power 
Co. building. Showing Bilt-Well cabinets, which are distributed by the Roanoke whole- 
saler, the kitchen was created by Carr, Adams & Collier Co. and Frigidaire Sales Corp. 
It is an exact duplicate of the one displayed at the NAHB show early this year. Many 
dealers are displaying Bilt-Well cabinets to tie in with the exhibit. 





Northern Sash & Door 
To Hold 16th Meeting 


The 16th annual meeting of the 
Northern Sash & Door Jobbers As- 
sociation will be held at the Hotel 
Leamington, Minneapolis, Minn., 
Sept. 30-Oct. 2, advises secretary 
Carl W. Nagle. A fine business pro- 
gram, including a tour of the An- 
dersen Corp. plant at Bayport, as 
well as an opportunity to see the 
Minnesota — Washington football 
game on Sat., Sept. 28, awaits the 
NSDJA delegates. 


National Plywood Assn. 
Moves to Portland, Ore. 


The importance of closer coopera- 
tion between producers and distrib- 
utors of Douglas fir plywood was 
emphasized recently by the move of 
executive offices of National Ply- 
wood Distributors Assn. from Chi- 
cago to Portland, Ore. The an- 
nouncement that the move had 
been accomplished was made joint- 
ly by the association’s secretary- 
treasurer and managing director, 
Charles E. Devlin, and president 
Albert Hersh. The new address of 
the association is 530 Terminal 
Sales Bldg., 1220 S.W. Morrison St., 
Portland 5, Ore. 

“With the fir plywood market so 
sensitive this year jobbers from the 
middle west, east and south are in 
Portland more often than Chicago 


210 


or any other city, they now can use 
the facilities of their association’s 
general office to better advantage,” 
Devlin says. 

The association’s 150 jobber 
members operate some 350 ware- 
houses scattered in strategic loca- 
tions throughout the U. S. It is 
estimated that about 60% of the 
total dollar volume of fir plywood 
moves through the NPDA ware- 
houses. 








OBITUARIES 


J. J. Souders, J. J. Souders 
Lumber Co., Johnstown, Penna., 
died recently. He was 67. Mr. 
Souders was affiliated with Wey- 
erhaeuser Sales Co. for more 
than 20 years before establish- 
ing himself in the wholesale 
business. He started a forest 
tree nursery in 1940 near Homer 
City, Penna., which is known as 
Suncrest Evergreen Nurseries. 
He is survived by his widow. 


Orson E. Yeager, 91, founder 
and president of the Yeager 
Lumber Co., Buffalo, N. Y., died 
recently. Mr. Yeager, who could 
never see any reason for 
“young” men retiring at 65, 
took an active interest in his 
business until last month. Born 
in Moscow, Penna., he came to 
Buffalo when he was 21 to work 
in the lumber business. He is 
survived by his widow, Kath- 
erine; a son, Orson E., Jr., and 
two grandchildren. 











Wholesaler Shorts 


“Some Important Facts about Mill- 
work and Money” is the title of a 
much-requested promotion pamphlet 
just published by Southern Sash & 
Door Jobbers Association, Memphis, 
Tenn. Its primary purpose is to re- 
emphasize to lumbermen the valuable 
services rendered by millwork jobbers. 
To date, the association’s members 
have ordered over 30,000 of these pam- 
phlets for circulation to their lumber 
dealer customers, reports secretary- 
treasurer Thomas Birchfield. 


Michigan Wholesalers, Inc., an- 
nounces the appointment of Wayne 
Smalley as manager of its Toledo div. 
Smalley succeeds Carl S. Howard, who 
resigned recently. 


Reserve Supply Co. was honored re- 
cently by being awarded the Gov- 
ernor’s Industrial Safety Award Cer- 
tificate for its St. Paul, Minn., ware- 
house operations. The presentation 
was made by Governor Freeman at 
the Annual Minnesota Safety Council 
dinner meeting held at the St. Paul 
hotel. The Governor’s Safety Award 
is given to both management and labor 
in recognition and commendation of 
safety standards and the cooperative 
stimulation of accident prevention per- 
formance. 


Stulman-Emrick Lumber Co. an- 
nounces the appointment of Alex H. 
Lundberg as general manager of its 
up-state New York div., with head- 
quarters in Buffalo. 


Distributors Announced 


Appointment of two Canadian dis- 
tributors by Andersen Corp., Bayport, 
Minn., manufacturer of wood window 
units, has been announced. They are: 
Associated Distributors, Ltd., Regina, 
Sask., and Delcroft Supplies, Ltd., Cal- 
gary, Alberta. These are the first two 
distributors appointed by Andersen 
in Canada and marks the initial steps 
in the company’s plan to establish dis- 
tribution and sales of Andersen win- 
dows throughout the country. 


Bruno-New York, Inc., has been ap- 
pointed distributor for RCA Whirl- 
pool kitchens, Whirlpool Corp., in the 
metropolitan New York, Long Island 
and Westchester areas, according to 
Charles A. Reinbolt, Jr., general man- 
ager, kitchen div. . . . The Don Stiles 
Kitchen Haven, Des Moines, Iowa, 
has been appointed distributor of Pre- 
way Bilt-In ranges and ovens and 
Bilt-In Refrigerator-Freezers. 


Wilson Industrial Equipment, Inc., 
Miami, has been named a distributor 
for the Baker-Raulang Co., Cleveland 
manufacturer of materials_handling 
trucks, according to G. B. Davis, di- 
rector of sales for Baker-Raulang. 
Wilson’s main office is at 6431 N. W. 
32nd St., Miami. Sales will also be 
handled through the company’s branch 
offices in Jacksonville and Tampa. 
Service facilities and a complete stock 
of parts will be maintained. 
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For light frame construction... 


suggest ENGELMANN SPRUCE 


easy handling speeds construction time and cuts costs 


Sa 


ENGELMANN SPRUCE is an ideal lumber W rite for FREE illustrated book 
about Engelmann Spruce to: 


for wall sheathing, roof decking and subflooring. 2a daeed ore Shih Pe 

De Se gt ee ere | WESTERN PINE ASSOCIATION, 
combines light weight, adequate strength an¢ ‘ Dept. 707-D, Yeon Building, 

the ability to be nailed easily without splitting. : ey ae 

Small knots give even the lower grades a good ap- 

pearance. Engelmann Spruce is used for studding, 

joists and other general construction in accordance 


The Western Pines 


and these woods from the 


For interior uses the small, tight knots and Idaho White Pine { Western Pine mills 


light color of Engelmann Spruce provide a wood Ponderosa Pine | WHITE FIR + INCENSE CEDAR 
| RED CEDAR + DOUGLAS FIR 


for interesting paneling and interior finish. It is ? 
. . sais Sugar Pine ENGELMANN SPRUCE 
carefully dried, assuring more accurate sizing and LODGEPOLE PINE + LARCH 


with its strength properties. 





are manufactured to high standards of seasoning, grading, measurement 


improved woodworking qualities, insuring lower 


maintenance costs. Today’s Western Pine Tree Farming Guarantees Lumber Tomorrow 
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TO ENCOURAGE the sale of electric tool products in its hardware div., The Black & 
Decker Mfg. Co. is awarding regional achievement "Oscars" to the district with highest 
annual sales. Leonard G. Quick, New Orleans district manager, receives award and 
congratulations from Albert S. Fehsenfeld, the division's sales manager (right). Seated, 
left to right, are executive vice-president Alonzo G. Decker, Jr., and president Robert 


D. Black. 





New Name & Packaging 
Introduce DAP Line 


The recent merger of The Dicks- 
Pontius Co. and the Armstrong Co., 
forming Dicks-Armstrong-Pontius, 
Inc., has led to the development of a 
new name, DAP, which appears on 
the Dayton, Ohio, company’s com- 
plete line of putties and glazing- 
calking-sealing compounds. 

New packaging for the DAP line 
features clean, simple design and 
bright red, black and white colors 
to attract special attention. While 


OBITUARY 


Otis R. Johnson, 70, president 
of the Union Lumber Co., died 
unexpectedly recently of a heart 
attack at his summer home in 
Crystal Bay near Lake Tahoe, 
Calif. Born in Fort Bragg, Calif., 
he graduated from the Univer- 
sity of California in 1909 and 
immediately started to work for 
Union, which was founded by his 
father. He became president of 
the firm in 1939, when his father 
retired. Under his leadership, 
Union achieved national stature 
as a pioneer in the tree farm 
movement for forest conserva- 
tion. 

Surviving are his widow, Mar- 
ion; a son, C. Russell, executive 
vice-president of Union; two 
daughters, Mrs. John L. Jones 
and Mrs. Daniel G. Volkmann 
and nine grandchildren. 
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DAP putties, glazing and calking 
compounds are packaged in regular 
pry-top cans, the firm also has 
in the new line compounds 
especially packaged for do-it-your- 
self buyers. Among these are calk- 
ing compounds in handy collapsible 
tubes with “key” applicators; calk 
in rope form; Kwik-Seal sealing 
compounds in tubes with dispenser 
nozzles and calking compounds in 
fibre and metal cartridges. 

These and other DAP products 
will be featured in a national ad- 
vertising program in leading na- 
tional magazines. Special dealer 
merchandising and promotion mate- 
rials are available to DAP dealers 
to tie-in with the appearance of a 
full-page, two-color ad in the Sep- 
tember issues of The Saturday Eve- 
ning Post. 


Mergers Continue 


BOISE CASCADE-POTLATCH 


R. V. Hansberger, president of 
Boise Cascade Corp., reports that 
shareholders of Boise Cascade Corp. 
and Potlatch Yards, Inc., Spokane, 
Wash., have approved the merger 
of the two companies. Over 90% 
of the stock of both companies was 
represented by proxy or in person 
at a recent shareholders meeting 
and there were no dissenting votes 
cast against the merger. The plan 
became effective recently. 

Potlatch Yards, Inc., will be oper- 


ated as a retail division under 
E. A. Montgomery. Potlatch Yards 
Wholesale Co., Seattle, will be taken 
over by Morrison-Merriil & Co. un- 
der the direction of Robert J. Cox 
and C. L. Worsley. This wholesale 
distribution plant will be operated 
under the name of Morrison-Merrill 
& Co. of Seattle. 

Two other companies in which 
Potlatch Yards, Inc., owned con- 
trolling interest, Graystone, Inc., 
and Pre-Mix, Inc., will not be 
affected by the merger except that 
Boise Cascade Corp. will assume 
the ownership formerly held by 
Potlatch Yards, Inc. Graystone, 
Inc., operates eight plants in the 
Seattle area, manufacturing con- 
crete blocks, tile, pipe and other 
concrete products. They also are in 
the pre-mix concrete business. Pre- 
Mix, Ine., has four pre-mix con- 
crete plants in the Kennewick- 
Pasco area. 


KWIKSET-AMERICAN HARDWARE 


Kwikset Locks, Inc., Anaheim, 
Calif., has been acquired by The 
American Hardware Corp., New 
Britain, Conn., 110-year-old manu- 
facturer of Corbin and Russwin 
locks and builders’ hardware. Ac- 
quisition of Kwikset brings Ameri- 
can Hardware into the low-cost 
residential lockset market. Evan J. 
Parker, president of The American 
Hardware Corp., becomes the new 
president of Kwikset Locks. 


VICLAD-TRACY 


Viclad Industries, Inc., a pub- 
lic-owned stock corporation, has 
purchased the Tracy Mfg. Co., 
Pittsburgh, Penna., reports Alfred 
Dallago, the new Tracy president. 
A complete merchandising and 
promotion program is being formu- 
lated with emphasis on the Tracy 
Kitchen Planner to aid the dealer 
in design and plans of complete 
kitchens for the homeowner. The 
name of the firm has been changed 
to Tracy Industries, Div. of Viclad 
Industries, Inc. 

The firm will soon introduce a 
new dishwasher, named the Thoro- 
Matic, which will retail for con- 
siderably less than any other per- 
manently installed dishwasher. 
Two models will be available; one 
a conventional floor cabinet style, 
the other will be a wall model. 


WOOD SHOVEL & TOOL-GEYER 


The Wood Shovel and Tool Co., 
Piqua, Ohio, acquired a new steel 
goods division in The Geyer Mfg. 
Co., Rock Falls, Ill., recently. The 
acquisition gives Wood a complete 
line of shovels, spades, scoops, hoes, 
forks, rakes, garden hand tools and 

(continued on page 215) 
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elf Buyers hoyre 
WARRANTED 


Newest Ruberoid exclusive! A written wind warranty cov- 
ers Ruberoid Lok-Tab roof shingles against blow offs, 
even in hurricanes and tornados! The secret—hidden tabs 
“lock” bottom edge of 
shingles down. Step up 
your roof shingle sales 
with the distinctive beauty 
and warranted protection 
of Ruberoid Lok-Tabs. 








JAB Asphalt Shingles 
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(Pat. No. 2,659,322 


ASPHALT AND ASBESTOS BUILDING MATERIALS 


For more information about Lok-Tabs, call the man from Ruberoid. 
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Milwaukee 


Northern Woods have been recognized for high quality and dependable performance for 
over half a century. Today the mills of the Northern region are better prepared than ever 
to serve you with well-manufactured, accurately graded lumber and lumber products of 
these quality hardwoods. Consult the firms on this page for your requirements in Northern 


Woods. 


*tJ, W. Wells Lumber Co. . . . . » Menominee, Mich. 


Hard Maple and Oak Flooring. Strip. Herringbone, Block patterns. 
Custom kiln drying. Upper oat eae Maple and Birch lumber, 
rough. 


“Copeland LumberCo. . . . « » » « « Ghieago, Ill, 
Mills—Marquette and Newberry, Michigan 


Sales Office — CHICAGO — 228 N. La Salle St. 
Hardwoods. 


Planing Mills and Dry Kilns. 


*iHolt Hardwood Co. . . « « « « « » Oconto, Wis, 


Maple, Birch. Beech, Oak Flooring. Strip, Assembled Block, Herring- 
bone, Parquetry types; all types Heavy Duty Flooring. 


+Member Maple Flooring Mfrs. Assn. 


*Roddis Plywood Corporation . Marshfield & Park Falls, Wis. 


Roddis Lumber & Veneer Co. of Mich. Ironwoed, Mich. 


Roddis Lbr. & Veneer Co., Sault Ste. Marie, Ontario, Cen. 
Complete stock N. Hdwds., Hemlock, W. Pine, Cedar Prod.. PA 
Birch, Flg. Hdwd. Ven'r'd Doors. Plywd. Modern Dry Kiln { 


*Kimberly-Clark of Michigan, Inc. . . Sines Neenah, Wis, 


Mills at Marenisco, Mich. 


Northern Hardwoods, White Pine. 
Modern Dry Kilns. Expert Millwork. 


*Goodman Lumber Company “a. 
Sales Office: GOODMAN, WISCONSIN 
Wisconsin and Mohawk, Michigan 
Northern Hardwoods, Hemlock, wae gd x Basswood 
Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 


*Member Northern Hemlock & Hardwood Mfrs. Aeon. 
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cultivators, lawn sweepers, wheel- 
barrows and post hole diggers. 
Wood acquired all of the stock of 
Geyer Mfg. Co., which is now a 
division of Wood. President Howard 
A. Geyer, Geyer Mfg. Co., remains 
as a consultant to Geyer and Wood. 


FLINTKOTE-KOSMOS 


I. J. Harvey, Jr., chairman of the 
board, The Flintkote Co., New York 
City, and Charles Horner, presi- 
dent, Kosmos Portland Cement Co., 
Louisville, Ky., announced jointly 
that an understanding has_ been 
reached, subject to approval of 
stockholders of both companies, un- 
der which the respective interests 
would be pooled and the business of 
Kosmos carried on as a_ wholly- 
owned subsidiary of Flintkote. 

Kosmos produces portland cement 
and masonry for Kentucky and the 
southern areas of Illinois, Indiana 
and Ohio and Flintkote is a large 
user of portland cement in the 
manufacture of its asbestos-cement 
products, Insulrock products and 
Van-Packer chimneys. Harvey said 
the addition of the new facilities 
and the Kosmos management and 
personnel would be in keeping with 
the company’s announced policy of 
controlling its raw materials and 
diversifying its mining operations. 


Gives Sales Support to 
Wholesalers & Dealers 


A brand-new fall merchandising 
campaign for standard aluminum 
roofing and siding is announced by 
R. M. Gerber, merchant products 
manager, Kaiser Aluminum & 
Chemical Sales, Inec., Chicago, Il. 
Several new features in the pro- 
gram should give ‘“greater-than- 
ever sales support to building ma- 
terials wholesalers and dealers,” 
Gerber says. 

Included are (1) a plan to aid 
dealers in “open house” roofing 
demonstrations; (2) a $25 allow- 
ance for announcement-type adver- 
tising by new stocking dealers; (3) 
an entirely new year-round coopera- 
tive advertising program on stand- 
ard or farm roofing; (4) personal- 
ized direct mail program to farm 
prospects at no cost to the dealer 
and (5) a new series of in-store 
displays. 

“While not itself a promotional 
item,” Gerber explains, “our new 
policy of permitting jobbers and 
dealers to make their adjustments 
and replacements of roofing mate- 
rials indicates our complete confi- 
dence in our building products.” 

The open house affairs, which 

(continued on page 217) 
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THILCO WATERPROOF 


I 


give you all-weather protection with these 
important money-saving advantages :— 


Only Thilco offers you 3 distinctly 
different grades to fit the outdoor 
time exposure you need so there’s 
no need to invest more in lumber 
wraps than your term storage 
requires. Whichever grades you 
choose, the wisdom of your 
investment will be proved time and 
again. These are heavy-duty 
protection papers — they're tough, 
durable and not easily wind 
blown, punctured or torn. In all, 
the ravages of weather have 

little effect on lumber 

covered with Thilco 

“Job Rated” Wraps. 


Eliminates Need for 
Costly Sheds 


Low cost Thilco protected outdoor stor- 
age saves large capital investment, 
depreciation, interest and taxes that 
permanent sheds require. 


ADVERTISE ... As you protect! 


Take advantage of the 
lowest cost advertising 
space you can buy. Your 
company name can be 
furnished repeat printed 
as you like it for just a few 
cents more per unit bundle 
— Does a real ‘‘sell’’ job 
in your yard, in transit or 
on the job. Write for 
Free Sample Kit. 


Drastically Reduces 
“Down Grading” 


Thilco wrops protect from rain soaking 
and warpage — Keep lumber bright, 
clean and dry — free from discolorations 
that reduce selling price and profits. 
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Functional Fafeers FOR PROTECTION 


aie; 
NEW YORK @ CHICAGO 


DETROIT @ CINCINNATI 
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CwWe ‘SILENT OVERSEER’ 
always on the job 


to see that 


you get the best 


Patrician 


Q ualit y Make Southern Brand your source for 
Arkansas Soft Pine, oak flooring, hardwood trim and 
mouldings because Southern Brand’s Patrician 
quality will please your every customer—from home- 
builder, to home handyman who does-it-himself. 
Stock Southern Brand — 

it’s a winner every time. 


May we quote you on mixed cars? Call Warren, Arkansas, 900 





OUTHERN LUMBER COMPANY 


A Division of Potlatch Forests, Inc. 


W ARR Eo AR ROA SAS 


Manufacturers of Arkansas Soft Pine, Hardwood Trim and Mouldings; Prefinished Hardwood Flooring. 
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have already been tried out with 
success, are held for one day on the 
premises of dealers who stock 
Kaiser Aluminum roofing and sid- 
ing. The company helps make the 
arrangements and furnishes agri- 
cultural research experts to answer 
customer questions and help farm- 
ers solve individual building prob- 
lems. 

The initial $25 advertising allow- 
ance for new dealers may be used 
to announce that the dealer now has 
the firm’s roofing and siding avail- 
able, or it may be used to pay for 
newspaper or radio announcements 
of the “open house.” In addition, 
the company’s Agricultural Re- 
search Service will send invitations 
to names of farmers submitted by 
the dealer. 


on Reinte 
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PLASTIC PANELS) 


FILON shatterproof glazing panes are 
lightweight, easy to handle, easy to in- 
stall. Precut sash sizes are packed 50 
panes per case. 


Filon Announces 
Precut Glazing Panes 


Shatterproof glazing panes for 
factory windows are now supplied 
precut in all standard sash sizes, 
according to an announcement by 
Filon Plastics Corp., El Segundo, 
Calif. The fiberglas panes are re- 
inforced with nylon for augmented 
strength and uniformity. 

The panes are packaged in car- 
tons of 50 and come in six light- 
engineered colors, which allow pre- 
selection of degree of daylight 
transmitted by the translucent 
light-diffusing panes. The colors 
also eliminate the cost of painting 
factory windows. Except occasion- 
al washing with water, the panes 
need no maintenance and are re- 
sistant to all kinds of weather. 

“Economy and ease of installa- 
tion are the primary reasons for 
most industrial installations of Fi- 
lon,” says president D. S. Perry. 
“Filon installs so easily because it 
is shatterproof. The. panes are 
lightweight and easy to carry and 
they diffuse daylight softly, wash- 
ing out glare and shadows. Too, 
they provide complete relief from 
window breakage.” 

(continued on page 220) 
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> They’re Backed by Heavy 
Consumer Advertising 


in FARM JOURNAL 
and all these 
state farm papers: 


Ohio, Michigan, lowa, Mis- 

souri, Kentucky, Florida, 

Indiana and Illinois (Prairie 
Farmer)... plus Poultry Tribune and Farm Youth 
Papers. 


DIRECT MAIL 


>K And They Get 
Point-of-Sale Cooperation 


Bao 


...in the form of catalogs, 
stuffers, mailers, newspaper ad mats, farm account 
books, and other valuable sales promotion aids. 





PLUS A POWERFUL ) 
NEW TRAFFIC BUILDER 


...a “Give me a name” contest offering 
ten valuable prizes. Open 

to farm youths who must 

get details and entry 

blanks from you. That 


means more traffic, 
more sales! 














They Have a 
* Complete Line 


FARM FENCE 


...in a wide va- 
riety of types and 
sizes... all top 
quality, tightly 
wound in neat, 
clean rolls; look 
good; easy to sell! 


STEEL POSTS 
Famous curved-face 
“T’ raildesign...and 
studded-tee styles. 





wx GIANT 
NEVER-SAG ALL-STEEL GATES 


NEW KEYLINE ~<_, SP x, 
HEXAGON ~< ees 
POULTRY S&S: 

NETTING ~# 


PLUS — hardware cloth, welded fabric, 
fence stretchers, wire splicers, bale ties 
brace wire, clothes line, staples, nails 
Stitching wire, stove pipe wire and 
many other related products 


MIP eSTATE 


MID-STATES STEEL & WIRE COMPANY 
CRAWFORDSVILLE, INDIANA ¢ JACKSONVILLE, FLORIDA 
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WINTER SEAL CORPORATION © DETROIT 27, MICHIGAN 
WINTER SEAL OF CANADA e TORONTO 15 
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PROTECTION IN SHINING ARMOR 
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Every Winter Seal product is of heavy-duty extruded aluminum 
construction, expertly fabricated and beautifully finished, assuring 
you of customer satisfaction and goodwill. 


Winter Seal’s outstanding line of aluminum windows and doors 
is available three ways; assembled, KD, or lineal extrusions. 


@ Aluminum Combination Windows @ Aluminum Combination Doors 
—Two or Three Track —Deluxe—Economy—Round Top 


@® Jalousie Windows and Doors @ Casement Storms and Screens 
@ Horizontal Sliding Prime Windows 


WINTER SEAL 
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* Guaranteed by % 
Good Housekeeping 
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Winter Seal Combination Win 
dows and Doors carry The Good 
Housekeeping Seal of Approval. 


CORPORATION 


14576 Meyers Road, Detroit 27, Michigan 


Gentlemen: 


| am interested in receiving color 
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MANUFACTURERS-EXTRUDERS _— 
, Windows— Doors City and State 
Screens —Jalousies 


Type of Business 
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COMPANIES ANNOUNCE 


Samuel B. Wilder has been appointed to the position of 
manager, sales promotion and merchandising for Stanley 
Hardware, The Stanley Works, New Britain, Conn. 

The retirement of Walter C. Dodge, advertising manager 
at Keasbey & Mattison Co., Ambler, Penna., is announced. 
Dodge has just completed 50 years of service with the firm. 


Sales of Har-Vey door hardware jumped 23% to a record 
high and screen and storm sash components sales advanced 
15% in the first four months of 1957, reports Richard W. 
Winters, vice-president in charge of sales, American Screen 
Products Co., which moved its general offices from Miami, 
Fla., to Northlake, Ill., recently. 


H. W. Prentis, Jr., chairman of the Armstrong Cork Co., 
Lancaster, Penna., has accepted the invitation of the Lay- 
men’s National Committee, Inc., to serve as a vice- chair- 
man for the forthcoming 17th annual noni sg Bible Week, 
to be sponsored by the committee the week of Oct. 21-27 


A new plant for the production of Amerwood, a prefin- 
ished paneling, has been put into operation in Fort Worth, 
Tex., by the Southwood Corp. Amerwood is made from 
%4” pine and comes in five decorator colors. The new plant 
contains 24,500 square feet and is on a four-acre tract 
with trackage. 


Insulite, Minneapolis, Minn., reports that Harold E. Dore 
has been named sales representative for its building prod- 
ucts in western Connecticut and southeastern New York. 
Dore will make his headquarters in Norwalk, Conn. Mar- 
tin H. Duff has been named sales representative for Insulite 
in Delaware and eastern Maryland and Wallace E. Duggan 
has been named promotional representative for Insulite on 
Long Island, N. Y. 


The volume of acrylic latex paint used in the U. S. ex- 
panded by two-thirds during 1956 and the number of paint 
companies producing acrylic paints increased from about 
300 to approximately 450 during the year. First quarter 
sales in 1957 also showed a healthy 35% increase over the 
first quarter 1956, reports coatings specialist Gerould 
Allyn, Rohn & Haas Co., Philadelphia, Penna. 


Appointment of Gerald F. Hoppe as manager of the 
newly established advertising and promotion department 
of the Minnesota and Ontario Paper Co., Minneapolis, is 
announced. Ralph H. Rodlun has been promoted to assist- 
ant manager. William G. Reker has resigned his position 
as the firm’s advertising manager to join Mullen and 
Associates, Inc., a Minneapolis advertising agency. 


Florida Windows, Inc., Hollywood, was elected to mem- 
bership in the Aluminum Window Manufacturers Assn. at 
the organization’s annual meeting just completed in Dal- 
las, Tex. The association also established standards gov- 
erning vertical slide windows, which includes new types 
being made by Florida Windows. 


Fenestra, Inc., Detroit, Mich., announces the appoint- 
ment of Robert W. Griffith as manager of advertising. 
Griffith will be responsible for all advertising, sales pro- 
motion and publicity activities of the firm, which produces 
steel windows, steel doors, wall, floor and ceiling panels, 
metal roof decks and automotive springs. 


William Forrest announces that his firm, Plywood Service, 
Inc., Dillard, Ore., will serve as exclusive sales representa- 
tives for Pacqua, Inc., in the sale of its Par-Wood products. 
Plywood Service has installed Bill Gray as head of the parti- 
cle board div. under the direction of John Longfellow, gen- 
eral sales manager. . .. A division of Pacific Plywood, 
Pacqua introduced three versatile particle board products 
at the opening of its new $1 million plant in Dillard, Ore., 
recently, The trio has been named Par-Wood, Par -Tex and 
Par-Tile. The new Pacqua plant itself is the first showcase 
for the new particle board threesome. It has a Par-Wood 
interior; Par-Tex exterior and soffits and Par-Tile floors. 








The following mills produce and ship 


‘CRA Certified DRY’ redwood 


ARCATA REDWOOD COMPANY 
P. O. Box 218, Arcata, California 


HAMMOND-CALIFORNIA REDWOOD CO. 

417 Montgomery St., San Francisco 6, California 
HOLLOW TREE REDWOOD COMPANY 

P. O. Box 178, Ukiah, California 


HOLMES EUREKA LUMBER COMPANY 


Redwood Sales Company, Eastern Distributor 
1430 Russ Building, San Francisco 4, California 


THE PACIFIC LUMBER COMPANY 
100 Bush Street, San Francisco 4, California 


THE PACIFIC COAST COMPANY 
P. O. Box 611, Willits, California 


SIMPSON REDWOOD COMPANY 
3100 Russ Building, San Francisco 4, California 


UNION LUMBER COMPANY 
620 Market Street, San Francisco 4, California 


WILLITS REDWOOD PRODUCTS COMPANY 


Hobbs-Wall Lumber Company, Sales Agent 
2030 Union Street, San Francisco 23, California 


CALIFORNIA REDWOOD ASSOCIATION 


576 Sacramento Street +» San Francisco 11, California 


REDWOOD 


Circle No. 91 on Coupon, page 268. 
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Gain immediate interest 
with this new concecled- 
reel pulldown. Beautiful 
pebbled brass innew Mylar 
scratch-resistant finish. 


V-1580 





Just right for your lovely homes. Polished brass 
shade is perforated for added interest. 


V-4520 


pm y, 


71 


Traffic stopper ... use this 
new modern twin post lan- 
tern. Excellent accent to set 


Perfect for your ranch-type off the smart lines of your 


homes. Finish is glowing contemporary homes. 


V-7920 


copper with black trim. A 
beauty. Inexpensive, too. 






V-1791 ” New economy post 
light. Traditional de- 
sign that will gain 





Set your home apart with the cool beauty of 


chromium. Excellent in hallways, kitchens, family added interest and 


attention, 


rooms, 
V-4352 V-7813 


Decorator touch at ao budg- 


7 


et price. Ceramic glass hos | { 
an unusual polka dot de- x 
sign. Bross trim. : Warm welcome shines 
~ from this lovely lantern. 
V-1553 to . , 
2, Good taste in any room. Expecially effective Tells prospects your 


when used with matching pulldown V-1553 shown homes ore built with 


= opposite. 
J V-5443 


Watch for VIRDEN’S full color advertisement in the Saturday Evening Post September 21st issue 


extra care. 


V-7930 











Yes, these days extra sales appeal is necessary to sell new 
homes. And it is so easy to get with Virden Lighting. 
Shown here are just a few of our newest designs. Each 
styled to add the magic that makes prospects (especially 
women) remember, desire and buy your homes. 


virden 


LIGHTING 


Let Virden fixtures sell for you. They cost no more — 
and there are literally hundreds to choose from. See your 
Virden distributor or write for our new catalog. Fill in 
your name at the bottom of this ad. Mail it to John as Oi Ee le 
C. Virden Co., Dept. AL, 6103 Longfellow Avenue, doe-aniine einen Ea ene 
Cleveland, Ohio. 





Your Name Your Address Your City 
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From all indications, this fall will set new sales records for 
pressure-creosoted poles, posts and lumber. Here’s why: 





1. BOOMING REPLACEMENT MARKET 


Fall is traditionally the biggest season of the 
year for improvements around the farm—for 
putting up new fences, new buildings. Thanks 
to Barrett’s continuing promotions and adver- 
tising to farmers, this vast market is already 
pre-sold on the many advantages of wood prod- 
ucts pressure-treated with Barrett Coal-Tar 
Creosote. 


2. BOOMING NEW MARKETS 


The hottest things in farm construction today 
are low-cost, easy-to-build pole-type barns, sheds, 
cribs—and low-cost, work-saving bunker silos. 
They are boosting the demand for pressure- 
creosoted products to new heights... again 
spurred on by informative Barrett advertising 
and special promotions. 





More business is heading your way...don’t 

lose sales just because your stocks of pressure- 

creosoted products aren’t complete. Get the 

coupon below in the mail today. We’ll tell you 

where you can get the poles, posts and lumber 

you'll need in stock—pressure-treated with de- _ ee -_ 
pendable Barrett Creosote. And we’ll send you . - 7 . 
samples of the free farmer booklets we’ve pre- ay oF Bae SE 
pared for distribution on fences, pole-type build- , lise WY WY ee 
ings and bunker silos—as well as a 16-page cane rae, 
booklet that will answer all your questions on 

the advantages of pressure-creosoted wood. 


§ DON’T DELAY—MAIL TODAY! 


i BARRETT DIVISION, DEPT. 66H-5 
Allied Chemical & Dye Corp., 40 Rector St., New York 6, N. Y. 


Please tell me where I can get the best pressure-creosoted poles, posts and 
4 lumber. . . and send me your free literature on fences, pole-type buildings, bunker 


silos and the advantages of using pressure-creosoted products. 


OVER 100 YEARS OF LEADERSHIP g 
' on 

—_ | ADDRESS 

, city 
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DE ALER(K.PARADE 


> > ae 
ee a ee 
—Courtesy, Chicago Tribune 
YARD MANAGER Robert Jobin (second from left), Edward Hines Lumber Co., Villa 
Park, Ill., and the Wolfarth family have just fulfilled a promise they made last April 
when they said "they would see us in August’ (see AL, Apr. | issue, p. 76). Above: 
Smiling greetings as they arrived on 43' yawl in Chicago's Montrose harbor upon com- 
pletion of a four-month, 8,000-mile voyage from Bremen, Germany. 








LOOK! A Display of 38 Best Seller Mason’s Tools 
Which Has Never Failed to Increase Sales! 


Mason's Tools are a profitable line 
—and here’s a display panel that 
will show you the way to get the 
tool business of mason mechanics 
and contractors, as well as home 
handymen and farmers. The dis- 
play panel is free with our best 
seller assortment deal. Customers 
make their selection easily and in- 
telligently—saving your time. 


Moderate Investment, Quick Turn- 
over, Excellent Profit. 


Can you find a 36'’x48” wall space 
in your store that isn’t working? 
Put this Stortz mason’s tool silent 
salesman at work. Experience in 
hundreds of stores proves that 
Stortz’s display outsells and out- 
profits loose tools on the counter 
from two to five times 


ACT NOW! Make up your mind to 
get the extra profits from Stortz’s 
time-tested mason tool line. Send 
today for information about the 
Stortz’s best seller display deal! 











Johnson Cashway Lumber 
Buys Hammond Yards 


The Hammond Lumber Co. yards 
in eight southern California cities 
have been purchased by the John- 
son Cashway Lumber Co. in a $2 
million deal. President L. W. John- 
son reports the management of the 
retail outlets will remain unchanged 
and they will operate as the Ham- 
mond Lumber Co., div. of Johnson 
Cashway. The yards are located at 
Santa Monica Bay, West Santa Ana, 
North Hollywood, Pasadena, Fon- 
tana, Riverside, Arcadia and Bell- 
flower. 


Mrs. Mary Griffith, woman lumber 
official, retired recently from the Cic- 
ero Smith Lumber Co., Fort Worth, 
Tex., after 49 years of service. Al- 
though she rose from stenographer 
to vice-president and secretary-treas- 
urer, she failed to fulfill one ambition 
during her career—visit a lumber mill. 
Mrs. Griffith doesn’t have any specific 
plans for her retirement. “I’ll be com- 
ing back to the office whenever they 
need me,” she explained. One of her 
three sisters, Mrs. Myrtle Sproles, has 
worked at Cicero Smith for 35 years. 
She is assistant secretary-treasurer. 


The Montana Retail Lumbermen’s 
Assn. has moved its offices from Mis- 
soula to Suite 19, Kohrs Block, 326 
Fuller Ave., Helena, advises manager 
Robert Lawrence. Mail should be sent 
to: P.O. Box 214. 


A $1 million fire destroyed the 
Palma Lumber Co. in Schenectady, 
N. Y., recently. The fire was said to 
have started when lightning struck a 
building. . . . Fire which caused an 
estimated $150,000 loss destroyed two 
buildings and a large stock of used 
lumber at the Adams City (Colo.) 
Lumber Co. Cause of the blaze was 
not determined. . . . Fire swept the 
Tuttle Lumber Co., Lima, Ohio, re- 


OBITUARIES 


Homer W. Cruse, 73, Hillsdale, 
Mich., died recently. He had been 
active in the industry for 44 
years, owning and operating 
Cruse Lumber Co., Hudson, 
Mich. Surviving are his widow, 
Alma; a son, Bob L. of Orlando, 
Fla. ; a daughter, Virginia 
Pritchard, and three grandchil- 
dren. 


Harold M. Holmquist, presi- 
dent, Holmquist Grain & Lumber 
Co., Oakland, Nebr., died sud- 
denly after suffering a heart at- 
tack. He was 56. He was a past 
president of the Nebraska Lum- 
ber Merchants’ Association, serv- 
ing two terms in 1944 and 1945. 
He is survived by his widow, 
Eleanor, and two sons, Harold, 
Jr., and William. 
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cently, causing damage estimated at 
nearly $500,000. Only part of the 
lumberyard not destroyed was the 
main office, where records were re- 
moved after the intense heat began 
to subside. 


Henry Sparks, Oroville, Calif., re- 
tailer, is the director of a syndicate of 
business leaders who have formed a 
corporation to construct a new $500,- 
000 combination motel and supper club 
on the outskirts of Oroville. 





1957 Conventions 
OCTOBER 


20-21, Oklahoma, Oklahoma City, auditorium 


NOVEMBER 
4-5-6-7, National Retail Lumber Dealers’ Assn., 
Philadelphia, Trade and Convention Center. 


DECEMBER 


3-4-5, Southeastern, Georgia, Atlanta, Biltmore 


1958 Lumber 
Dealer Conventions 


The 
tion 


latest, up-to-date informa- 
concerning 1958 convention 
schedules is announced by secre- 
tary-treasurer Richard J. Breeden, 
Jr., of the Building Material Ex- 
hibitors Association. Again, Febru- 
ary will be the busiest month con- 
vention-wise, with as many as five 
conventions in simultane- 
ously. 

JANUARY 


3-14-15, Kentucky, Louisville, Kentucky hotel 

14-15-16, Northwestern, Minneapolis, 
auditorium 

19-20-21-22-23, National Association of Home 
Builders, Conrad Hilton and Sherman hotels 
and Coliseum 

26-27-28-29-30, 
Statler hotel 

27-28 29, Southwestern, 


FEBRUARY 

3 4-5, Southeastern, Georgia, 

4-5-6, Michigan, Grand Rapids, 

5-6, South Dakota, Sioux Falls 

5-6, Western Penna., Pittsburgh, Penn- 
Sheraton hotel 

5-6-7, Middle Atlantic, 
Haddon Hall 

6-7-8, Intermountain, Utah, Salt Lake City 

11-12-13, Illinois, Chicago, Sherman hotel 

11-12-13, Ohio, Columbus, Veterans Memorial 
Bidg. 

12-13-14, Virginia, Roanoke, 
(no exhibits) 

12-13-14, Mountain States, Denver, Shirley 
Savoy hotel* 

18-19-20, Wisconsin, Milwaukee, auditorium 

19-20- 21, Nebraska, Omaha, auditorium 

f ae-S%. Western, Seattle, Olympic hotel 

-28, Independent, St. Paul, auditorium 

27-28, West Virginia, Charleston, Huntington 

or White Sulphur Springs (no exhibits) * 


MARCH 
1-15, Montana, Missoula* 
2-3-4, North Dakota, Bismarck, War Memorial 
Bldg.* 
4-5-6, Indiana, Indianapolis, Murat Temple* 
11-12-13, Iowa, Des Moines, auditorium* 
11-12-13, Carolina, Charlotte, coliseum* 
18-19-20, Louisiana, New Orleans, Jung hotel 
18-19-20-21, New Jersey, Atlantic City 
(no exhibits) * 
27-28, Mississippi, 


31, Apr. 1-2 


APRIL 

9-10, Arkansas, Little Rock* 

15-16-17, Southern California, Los Angeles, 
Ambassador hotel* 

17-18-19, Florida, Clearwater (no exhibits) 

27-28-29, Texas, Houston, coliseum 


MAY 

1-3, Arizona, Litchfield Park, The Wigwam* 
The 1958 convention of the National Retail 

Lumber Dealers will be held in St. Louis, Nov. 

28 to Dee. 4. 

* Tentative schedule, subject to change. 


session 


Northeastern, New York City, 


Missouri, Kansas City 
Atlanta 


aud‘torium 


Atlantic City, Chalfonte- 


Roanoke hotel 


Biloxi, Buena Vista hotel 
Memphis* 


, Tennessee, 
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BY MASONS’ 


DEMAND 


The only fireplace unit complete from hearth 
to flue with the exclusive Pressure-Seal Damper 


saa ea 
Complete from hearth 
to flue—This new unit 
provides a_ scientifi- 
cally designed form for 
the masonry complete 
from hearth to flue. 
Saves time and labor. 
And it helps assure a 
fireplace that will op- 
erate efficiently with- 
out smoking. 


Pressure-Sea, Damper 
—The exclusive Pres- 
sure-Seal Damperseals 
the chimney throat 
tight when the fireplace 
is not in use. This holds 
in winter heat and 
keeps out cold down- 
drafts. It also prevents 
costly summer air con- 
ditioning from escap- 
ing up the chimney. 


Here’s the fireplace unit masons all 
over the country have been asking for 
It’s the all-new Heatilator Pacemaker 


Fireplace ...engineered for the future 


Other important points to remember 
1. The Heatilator Fireplace Unit cir- 
culates heat evenly to all corners 
of the room and adjoining rooms 
Heatilator Fireplace Units have 
outsold all others 3 to 1. They are 


the known and requested brand 
They have been advertised nation- 
ally for more than 20 years. 


Heatilator catalog to- 
HEATILATOR INC., 
division of Vega Industries, Inc., 869 
E. Brighton Ave., Syracuse 5, N. Y. 


Get the new 
day. Write 


ATILATOR 


Circle No. 150 on Coupon, page 268. 
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FIREPLACE UNIT 
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NEW Baiceilans 


Sceneramic Doors 

Sceneramic aluminum sliding glass 
doors are moderately priced and avail- 
able in a wide range of stock sizes, 
designed to utilize standard glass 
sizes, eliminate cutting and waste. 
Stock units may be installed in series 
to create a sliding glass wall of any 
desired length. Wrap-around vinyl is 
furnished for 3/16”-7/32” crystal 
glass, 4” plate glass and 1” insulating 
Factory sub-assembly includes 
attachment of weatherstripping, door 
latch hardware, nylon roller assem- 
blies, ete. Oro Mfg. Co., Dept. AL, 
Adrian, Mich. 

Circle No. 201 on Coupon, page 268. 


glass. 


Stumble-Proof Electriduct 

Called Electriduct, a new noiseless 
rubber duct for eliminating accidents 
caused by tripping on electrical wir- 
ing, small hoses, etc., lying on the 
top of the floor was designed for 
homes, workshops, offices, stores, etc. 
Heavy equipment rolls over it easily. 
The duct is available in two forms: 
one is a complete electrical extension 
cord, wired for heavy duty, with a wall 
plug and cord on one end and a duplex 


Electramic Broiler 


sor to the barbecue,” the tools 


Electramic broiler can be 


built into a standard kitch- dles_ said 
steel. 
Inc., Dept. AL, 


en cabinet. Stanthony than 
Corp., Dept. AL, 5341 San 
Fernando Rd., West Los 4837 
Angeles, Calif. 

Circle No. 206 on Coupon, page 268. 
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breakable fiber-glass han- 


Plumb, 
James St., 

delphia 37, Penna. 
Circle No. 207 on Coupon, page 268. 


outlet on the other and is available in 
various lengths. In the other form, 
ducts, outlet and fittings are available 
separately for special outlet arrange- 
ments. Ideas, Inc., Dept. AL, 615 
South 2nd, Laramie, Wyo. 

Circle No. 202 on Coupon, page 268. 


Plasti-Plug Kit 

Plasti-Plug is a_ special plastic 
shield for installing ornamental iron 
in concrete or masonry surfaces. The 
shields are 1” long x 4” diameter and 
are so constructed that when the com- 
panion cadmium-plated screw is in- 
serted, the plastic expands and cold 
flows into the pores of the concrete 
hole into which the Plasti-Plug has 
been placed. This produces a tight 
hold. This mechanism makes it pos- 
sible to screw rail sections to any ma- 
sonry wall or rail posts and porch 
columns to concrete floors, maker 
says. Sold by the kit, which consists 
of 100 Plasti-Plugs, 100 cadmium- 
plated screws and a 4” carboloy-tip 
drill. Tennessee Fabricating Co., 
Dept. AL, 1490 Grimes St., Memphis 
6, Tenn. 

Circle No. 203 on Coupon, page 268. 
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Fiber-glass Handles 


An inexpensive “succes- A new line of 28 hand A 


improved non- 


to be stronger 
Fayette R. 


Phila- 


More Storage Space 
storage wall 
three sizes of these one- 
piece drawers can be erect- 
ed quickly by a carpenter. 
Molded of Bakelite phen- 
olic plastic. Knoll-Drake, 
Dept. AL, 120 E. 56th St., 

New York, N. Y. 
Circle No. 208 on Coupon, page 268. 


New 3/4-HP Router 

A new %-hp heavy-duty router, 
powered for the professional but 
priced for the homeowner, is designed 
to perform the finest intricate joinery 
and cabinet work. The router features 
a micrometer-type depth adjustment 
for accurate, quick setting and many 
exclusive features for ease of han- 
dling. As with other Black & Decker 
tools, the new router is powered by 
a special Black & Decker-built motor. 
Since the unit operates by direct drive, 
no gears are necessary and speeds 
range up to 19,000 rpm. The Black & 
Decker Mfg. Co., Dept. AL, Towson 4, 


Md. 
Circle No. 204 on Coupon. page 268. 


Gas Incinerator 
The Imperial gas-fired home _in- 
cinerator is styled to be placed in the 
kitchen. In appearance it looks like an 
automatic washer or dryer. Controls 
are mounted on an inclined backboard 
above the counter-top height. A foot 
pedal loading door is provided. In op- 
eration, the rubbish is suspended in a 
pool of air for increased drying action 
and to provide ample secondary air 
for burning. Gas burner has a safety 
shutoff, automatic timing of the burn- 
ing cycle, and a stainless steel flame 
spreader. High heat and flame help 
consume smoke and odors before they 
enter the flue. Foil-faced glass wool 
insulation is used in the unit. The 
Majestic Co., Dept. AL, Huntington, 
Ind. 
Circle No. 205 on Coupon, page 268. 
(continued on page 228) 


Handi-calk Rack 

using A self-serve wire dis- 
play rack for Handi-calk 
calking guns and cartridges 
requires less than a square 
foot of counter space. The 
Handi-calk Div., Dept. AL, 
2366 Woodhill Road, Cleve- 
land, Ohio. 

Circle No. 209 on Coupon, page 268. 
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Your customers want just 
what Southern gives them— 
Quality and Dependability. 


All Southern fasteners are 
U. S. A.-made to rigid 
government specifications, 
from finest materials, 
with machines 

tested for precision. 
Customers “come back”’. 


New customers ask for 
Southern, too, because 
they’ve been pre-sold in 
Popular Mechanics, 
Popular Science, and in 
the Handyman books. 


Success 


Assure yourself that your 
eustomers will be able to get the 
Southern Screws and Bolts 

they ask for ... Stock the 

full Southern line ... Write on 
Company letterhead for 

Package Stock Guide and 

the Southern Catalog. Address 
Box 1360- AL, Statesville, N.C 


Wood Screws ® Machine Screws & Nuts 
A,B,C&F Tapping Screws *® Dowel 
Serews ® Wood & Type U Drive Screws 
Stove Bolts ® Hanger Bolts 

Roll Thread Carriage Bolts 


SCREW COMPANY 


STATESVILLE ©* WORTH CAROLINA 


Warehouses: NEW YORK e CHICAGO 
DALLAS e LOS ANGELES 


Sold Through 
Leading Wholesale Distributors 
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Prefinished Wood Paneling 
A new type of prefinished wood 
paneling, named Plywall, is essen- 
tially a plywood material with a 
natural woodgrain effect transferred 
to the panels by means of a photo- 
graphic process without the use of 

paper or plastic boantouteae Sve new bo Hickory-Handled Hammer 
manufacturing process achieves a 1 Ph ee 
realism that makes the panels hardly production to supply a total of 12 Be ally ater forse a ha eg 
distinguishable from genuine hand- finishes by the end of the year. Ply- dled hat y alee t “ ae os a ower 
rubbed hardwood, manufacturer states. wall Products Co., Inc., Dept. AL, will set eo the + ns = — 
Available in eight different finishes, | Dept. PR-1-AL, P. O. Box 625, Fort ¥ “ons The He parting doggy 
in either grooved, random plank or Wayne, Ind. soloed ahaa h 3 if ‘lly I ad rane ted ¢ - 
plain. Plans are under way to expand Circle No. 210 on Coupon, page 268. isp “nog a agg oe ry pn m 
maximum hardness and _ toughness. 
The 16 ounce weight comes in two 
models, the No. 211% curved claw and 
No. 211%A rip claw. Both have a 
13” overall length. Especially de- 


id=: Ki{e] aK why | signed for the handywoman is the 
. a } curved “ig wee wie ign OY 

|} ounces with an 6” overall, length. 

youll prefer selling Pitesti c: 


Britain, Conn. 


DUG-FAST WS F-) o) [= a F-Yel <=) = Circle No. 211 on Coupon, page 268. 





ZZ ah America’s top-quality Tackers 


For speed. ease and dependability of use, you 
just can’t beat Duo-Fast. Hammer or Gun type, 
Duo-Fast Tackers are tops in quality — so good 
they’re recommended by manufacturers of insu- 
lation. ceiling tile, building papers. 


9 Precision-fitting Staples 


Quality-controlled for jam-proof service, Duo- 
Fast Staples are tops. Sizes interchangeable to 
minimize inventory needs. Available in 5M and 
handy 1M packs. 


op Unique Free Service Guarantee | New Shingle Pattern 


Guarding you and your customers, Duo-Fast’s A new asphalt shingle, the Aristo- 

Free Service Policy is a money-saving plus. This | erat, is being sold in the areas served 

policy “insures” Duo-Fast Tackers against costly | by the Celotex Corp. plants at Cleve- 

maintenance and repairs. land, Ohio, and Madison, Ill. The shin- 

gle is 15”x36” 300-pound, provides 

0 Free aids for tie-in sales triple coverage and extra protection 
‘ind ane oO Today’s Duo-Fast deal entitles you to the dealer for low-slope roofs. The 15 depth of 
GUARANTEE % aids you need to sell more tackers, more staples | the shingle gives added headlap. The 
; ... and more related products! shingle is said to have a totally new 

| kind of color pattern. Broad bands of 

color blend from light to dark, con- 
tribute to the effect of a deep shadow 
line. Available in green, bronze, coral 
and white blends as well as a solid 


white and a black. The shingle is said 

mm to meet FHA requirements for roofs 
having a 2” per foot pitch; double felt 

underlay is used for 2” and 3” pitches, 

", The 


with single underlay above 3”. 
Staplers - Tackers - Staples Celotex Corp., Dept. AL, 120 S. La 
Salle St., Chicago, IIl. 

Circle No. 212 on Coupon, page 268. 





Shouldn’t you be benefiting from these 
Duo-Fast advantages? Return the cou- 
pon today for full dealership details. 





FASTENER CORPORATION 
3754-56 River Road, Franklin Park, Ill. 


NOW! Learn ‘ . 
" Please send folder on DUO-FAST Tackers for the Fiberglas-Plastic Door 
how you can build Building Industry, along with the name of my nearby é ; 
3 DUO-FAST Sales-Service office. A fiberglas-plastic garage door, in 
greater profits both rigid and sectional types, em- 


with guaranteed Cueomemnetpenccam : Ee Te bodies a design principle called Mono- 
iia we. ao Company— coque, which renders a door so light 


DUO-FAST Tackers Address__ ee a child can operate it with ease, yet 
so strong it has withstood a Pitts- 
burgh Testing Laboratory wind test of 
7584 149.9 miles per hour. The nylon re- 
(continued on page 230) 


City. Zone State 
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Ack. your independent 
how you 
Cow, 
Profi 


from this 


pairs 


Your Evaneer fir plywood jobber can now pro- of your customers. Take advantage of your 
vide you with the beautiful and practical new independent jobber’s stock, and his merchan- 
line of Evanite hardboard. He can also show dising help, to reap the profit in this pair! 
you the profit potential of both hardboard and =——gvaue pronuets COMPANY, DEPT. $-9, PLYMOUTH, MICH. 
fir plywood . . . give you the advantage of his P : , 

é s Plants at Coos Bay, Gold Beach, Corvallis and 

ideas and experience . . . help you tap new and Roseburg, Oregon; Vancouver, B. C. Evans Sales 


perhaps unsuspected markets. Offices: Plymouth, Michigan; New York; Chicago; 
Tampa, Florida; Coos Bay, Oregon. 


Evanite hardboard comes in five interesting 
textures and its applications are many and 
varied. Your independent plywood jobber can 
get both Evaneer plywood and Evanite hard- DFPA grade-marked 
board in the same shipment, giving you the / AV¥W000 AN HANIBIAKD for uniform quality 


: : ; “AE 
advantage of a wide selection to satisfy all EVANS) 


N 
SSD 
5 NEW BLOND EVANITE HARDBOARDS EVANEER AND EVANITE ARE TRADEMARKS OF THE EVANS PRODUCTS COMPANY 


Evans is an associate member of the National Plywood Distributors Association 





SMOOTH-BORD PERF-O-BORD DECA-BORD RIB-BORD CORRU-BORD 
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‘em Roller Skate in the Gym? 


Wonderful 
Exercise 
= Fun Too! 


Roller Skating Session — Our Lady of Lourdes H. S., Marinette, Wis. 


1 out of 4 Schools’ Now Do! 


On composition? — Too hard on the floor! — On 

concrete? — Too hard on the kids! — But com- NORTHERN MAPLE 
bine DIAMOND HARD resistance to dents with and OAK FLOORING 
Northern Maple’s proved resilience and ‘life’ 

and any school can see that the best floor for J. W. WELLS 
basketball is better too for skating, dancing, LUMBER COMPANY 
other money-makers for the gym. susdataee, tlibigen 
*For summary latest Phy. Ed. survey, write — Phone: UNion 3-9281 


DISTRIBUTORS IN MAJOR CITIES COAST-TO-COAST 
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SOUTHERN OREGON PLYWOODS, Inc. 


Grants Pass, Oregon 


ee i 


Be 
te ha 


“4, 


Manufacturers of Here is a quality line with which you should 


DOUGLAS FIR PLYWOOD = pe Write us today regarding your 
plywood needs. 


Exterior Grades — Interior Grades MEMBER OF DOUGLAS FIR PLYWOOD ASSOCIATION 








Circle No. 96 on Coupon, page 268. 
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inforced fiberglas-plastic panels are 
manufactured in five permanent trans- 
lucent colors. The same Monocoque 
design is also available in all-alumi- 
num and all-steel construction. Aldor, 
Inc., Dept. AL, 2415 N.W. 75th St., 
Miami, Fla. 
Circle No. 213 on Coupon, page 268. 


Post Forming Laminate 

A new high pressure post-forming 
decorative laminate used for kitchen 
and bathroom counters and_ back- 
splashes, domestic and commercial 
counters and self-edging for furniture 
items is announced. The post-forming 
material can be formed and shaped 
under controlled heating conditions. 
The thickness of this item is .051” plus 
or minus .044”. It is available in 30”, 
36” and 48” widths and up to 144” 
in length and made in the same pat- 
terns and colors as the manufacturer’s 
other standard design series. Reiss 
Associates, Inc., Plastics Div., Dept. 
AL, Railite Ave., Lowell, Mass. 

Circle No. 214 on Coupon, page 268. 


Paint Roller for Fences 


A new hi-pile, long-nap paint roller, 
measuring 18” in length, has been 
designed for ease in reaching both 


(continued on page 232) 
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W REFLECTOR HARDWARE CORP., Dept. aioe 
et || Ales [See g 1400 NORTH 25th AVE., MELROSE PARK, ILL. 


Gentlemen: ; 
Please RUSH my free copy of the 
g mew Spacemaster 57-S Catalog. 













a Name " 
& Position 3 ; : —— 
@ Firm Name____ : —-Jg 
B® Address __-—_____—-g 






Zone BOD iiaintenerier 





2 














FOR PROPER PRESENTATION OF 
e CAULKING SUPPLIES ¢ SCRAPERS 
e ALL PACKAGED ITEMS 






MAIN OFFICE AND FACTORY 


DEFLECTOR nen, 


NEW YORK OFFICE AND SHOWROOM 
HARDWARE CORP. 225 W. 34th STREET 


VISIT OUR NEW YORK SHOWROOM NEW YORK 11, N.Y. 
Circle No. 168 on Coupon, page 268. 
















STYLES 


| All Popular Sizes! 


(Ki} wiNDow WELLS 
oe sa... the. Complere Line 


USF Custom window wells are designed for installation requiring 
finest quality construction. USF Standard window wells, in straight 
and round types only, meet the need where a good quality well 
is desired at an economical price. You need only one line to supply 
every type of well requirement when you stock USF. Write today 
for literature and prices. 


Oo: Ere Prasnensors INC. 


WOOSTER, OHIO 








STRAIGHT 
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NEW PRODUCTS 
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high and low sections of normal height 
fences without stooping, or requiring 
a ladder, says manufacturer. The 
handle has provision whereby exten- 
sion handles can be threaded into 
place for “long-reach” jobs. Improved 
synthetic fibers, approximately 14” 
long, of the roller cover have been 
tested and found ideal for painting all 
types of fencing, especially the knitted 
wire or chain link type, it is said. 
Available in 7” or 9” widths. Thomas 
Products Co., Dept. AL, 8490 Lyndon 
Ave., Detroit, Mich. 
Circle No. 215 on Coupon, page 268. 





Built-in Combination 

Refrigerator and freezer capacity 
to fit the complete needs of modern 
family living, lower cost and minimum 
space requirements are just three of 
the new features in the Manitowoc 





ISLAND 
PAINT BRUSH 
DISPLAY 


sii 
sei! 





Here's a silent, two-sided salesman that's a 


real attention-getter. Compact...yet places 
three shelves of painting supplies and sun- 
dries, and up to 78 brushes within quick 
reach of customers from all sides. Two- 3 
sided pine green perforated board at top 
displays a full line of Elder & Jenks paint 
brushes in factory-sealed envelopes. Plenty 
of room for sundries below. Provides maxi- 


SPECIFIC 
20” wide, ATIONS 


”, 
high. Glossy 20" deep, 57” 


C steel Construction 
i say attention getting 
= m Pine green Perfo- 
€d boards, Quickly and 
easily Assembled, All ‘ 
sary hooks supplied, as 


mum display space; occupies minimum floor 
space. Information on how to get yours 


on request. 


Nobody has more experience in making paint brushes than 


ELDER & JENKS, Inc. 


Over 160 WIT) of Snushnakimg 


411-19 VINE STREET 


Circle No. 99 on Coupon, page 268. 


PHILADELPHIA 6, PA. 
ESTABLISHED 1793 





Two-Zone built-in combination now be- 
ing introduced. The Two-Zone com- 
bines 13 cu. ft. of freezer space with 
a 10 cu. ft. refrigerator, requiring a 
compartment area of 36%” x 82” with 
the compartment depth of 24”. Unit 
is completely equipped ready for quick 
installation. Manitowoc Equipment 
Works, Dept. AL, 621 Quay St., 
Manitowoc, Wis. 
Circle No. 216 on Coupon, page 268. 


Factory-Applied Finish 

Copyrighted under the name Doraid, 
a new factory-applied finish for flush 
doors is said to eliminate warping by 
perfect edge sealing while providing 
an extremely hard, clear finish with 
high color retention. The new finish 
is available on both Continental door 
units and the newly developed Mo- 
hawk precut flush doors. The Doraid 
finished doors are shipped with Mopak 
Visqueen packaging for maximum dis- 
play and protection. Both products 
with Doraid finish are available from 
Comco Sales, Dept. AL, 212 W. Ewing 
Ave., South Bend, Ind. 

Circle No. 217 on Coupon, page 268. 


w 

eae a 
CQ SPECIALTIES INC. 
WORLIS fy, - " ~ 


Tubular, Tapered Legs 
Two metal furniture legs now in- 
troduced are the Emco tubular and 
Emco tapered legs. The tubular legs 
have a self-adjusting one-inch brass 
swivel glide and 3%” top plate with 
legs wedged in. They are available in 
baked-on satin black and brass plated 
finishes. Available in 6”, 9”, 12” and 
16” in %” O.D. tubing, 22” and 28” 
in %” O.D. tubing. The tapered leg is 
made in satin brass plated finish, of 
18-gauge seamless tubing 158” at top, 
tapering down to %” at bottom. Poly- 
ethylene caps protect the floor from 
marring. A dual top plate makes either 
a straight or angled leg. There are five 
sizes, 6”, 12”, 16”, 22” and 28”. Emco 
Specialties, Inc., Dept. AL, 1317 Locust 
St., Des Moines, Ia. 
Circle No. 218 on Coupon, page 268, 
(continued on page 234) 
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"Gost Seller’ List for 1958 


Box 355 °* Union, N. J. 
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NEW PRODUCTS 
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Prefinished Plastic Sheet 
Economies ranging from 35% to 
75% and ease of fabrication are 
claimed to be offered to users of bright 
metals, wood veneers and acoustical 
materials by Pearsonite, a new plastic 
laminate. Typical applications  in- 
clude: acoustical ceilings and walls, 
wall tile, decorative cabinet veneers. 
Available in over 3,000 variations of 
color, texture, gauge and perforating 
pattern. Manufactured in 40” and 48” 
wide continuous rolls of up to 100 
yards and in large production sheet 
sizes: 40” x 36”, 40” x 48” and 48” x 
96”. Metallic Plastics Corp., Dept. AL, 
27-10 44th Drive, Long Island City 
LN, Y. ; 
Circle No. 219 on Coupon, page 268. 


CUTTING Capps 
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“It hos cut costs in half 
n reducing costs while improving service.’’ 


Man ripping large pane! by pushing it across frame under running saw (kept running by switch 
lock). Note sign showing cutting charges 


WHAT USERS SAY (from letters in our files): 


recommend to anyone interested 


increased efficiency 


Fixture that Changes Color 


A new ceiling fixture can change 
colors to blend with any kitchen color 
scheme. The fixture comes complete 
with three sets of plasticized, old- 
fashioned gingham panels. All mate- 
rials to change the side panels to any 
of three different colors are pack- 
aged with the fixture. The gingham 
panels are black and white, red and 
white or yellow and white. Trim is 
polished chromium. The fixture is 14” 
square, big enough for the largest 
kitchen. It takes four 60 watt bulbs. 
Moe Light Div., Thomas Industries, 
Inc., Dept. AL, 410 S. Third St., 
Louisville 2, Ky. 

Circle No, 220 on Coupon, page 268. 


Extruded Aluminum Pull 


A new extruded aluminum pull for 
all sliding wood doors is of satin 
smooth etched and anodized alumi- 
num. Called the WP-34, it is espe- 
cially designed for use with heavier 
doors. The new pull is 2%” long, has 
beveled edges and fulfills all the fea- 

















tures necessary for easy, sure opera- 
tion and ease of installation. Pack- 
aged one to a polyethylene bag with 
screws for %” doors. The Engineered 
Products Co., Dept. AL, 129 Smith St., 
Flint, Mich. 

Circle No. 221 on Coupon, page 268. 


Automatic Fireplace Screen 
An automatic fireplace screen that 
raises or lowers at the touch of a 
finger or toe is announced. This piece 
of fireplace equipment makes it pos- 
sible to raise the heavy mesh screen 
to the top of the fireplace by touching 
a foot pedal. The screen can be low- 
ered by merely touching a finger lever. 
Called Starscreen, it comes in two fin- 
ishes, embossed brass or satin brass. 
Available with either black or brass 
(continued on page 237) 


Retail Lumber Yards All Over The USA And Canada Are 


— GIVING BETTER SERVICE 
t ce MAKING EXTRA PROFITS 


- a 
| MERRITT | 
1 | LUMBER YARDS | 45 





with the Bennett 


2-WAY PANEL SAW 





Cuts to size:— 


PLYWOOD — HARDBOARD — PLASTICS 
PLASTIC LAMINATES — TILEBOARD 


cuts. 


CHECK THESE FEATURES ————— 


@ ACCURACY—ali cuts are 
consistently square. Verti- 
cal and horizontal scales 
are attached for selective 


SAFETY—machine is fool- rip a 4° x 12’ panel 
proof. Completely safe for 


SHEET ALUMINUM 


@ RIPS OR CROSS CUT: 
without removing pone’ 
from machine. 


ONE MAN OPERATION— 


one man can cross cut or 


quicker than two men can 
on a table saw. 





cutting is now simple, convenient, profitable . . . would be lost if we had to unskilled help. 


depend on old fashioned, two man table saw.’ 








ae most indispensable machine in our yard - more than 
paid for itself in three months . . . has done more than you 
claimed.*’ 


RICHARD C. BENNETT MFG. CO. 
539 Silvara Road 
LACEYVILLE, PENNSYLVANIA 


great time-saver - more than paid for itself in 
two months recommend it for plywood industry.’’ 


WRITE FOR DETAILS AND PRICES TO —> 
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Another STANLEY STEEL STRAPPLICATION* on the job 


“Uni-Tieing” cuts ONE HOUR from 


] 


time spent loading and unloadi 


< 


By using only a few cents worth of Stanley Steel Strapping, this Derby, Conn. lumber 
company “Uni-Ties” many boards into one bundle. This permits loading trucks faster by 
mechanical means. “Uni-Tieing’— and the strength of Stanley Steel Strapping — makes it 
possible to drop the load intact on delivery. Truck and driver spend only 5 minutes 

at job site! 


For easier, faster handling, storage and tallying, “Uni-Tie” dimensional 
lumber, sheathing, veneer, brick and other products you sell. 


WRITE FOR YOUR FREE COPY of the “Stanley Strapplication Manual of 
Packaging and Shipping” to STANLEY STEEL STRAPPING, Division of The 
Stanley Works, Dept. I, 1326 Lake Street, New Britain, Conn. 


*The system-atic way to solve specific packaging and shipping problems 
x 


INSURE IT“~SECURE IT WITH STANLEY STEEL STRAPPING 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 
This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 

S ] yay N b FE Y tools + drapery, industrial and builders hardware * door controls + aluminum windows + stampings « springs 

* coatings « strip steel « steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
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Wise use of swinging panel 
displays will step up sales! 


DISPLAY PANELS 





For displaying moulding, 
siding, roofing, floor and 
wall covering, panelling 
and other specialties. 
Steel-framed Multiplex 
swinging panels are used 
by thousands of dealers 
who are keen merchan- 
disers as well 
lumbermen. 





as good 


DOOR 
MERCHANDISER 


Full-size sample doors 
are prepared for display 
by attaching simple pivot 
brackets top and bottom. 
Doors are interchangeable 
with display panels. 





LITERATURE RACK 


This panel is a_ natural 
for merchandising “Do It 
Yourself” booklets and 
instruction sheets, blue 
prints, home improvement 
loan information, etc. In- 
terchangeable with sam- 
ple doors and display 
panels, 


ULTIPLEX 


907-917 North 10th Street . 














Mail Coupon Today 


DISPLAY FIXTURE CO. 


St. Louis 1, Missouri 





Please send your Display Equipment Catalog 
NAMI 
COMPANY 
ADDRESS 


CITY AND STATE 
Circle No. 103 on Coupon, page 268. 
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PLYWOOD 


DISTRIBUTORS 
HANDBOOK 


A Self-Contained Pricing Manual 
for Office or Field Sales 


{Wholesale or Retail) 
of 
Building Materials 


LUMBER e DOORS 
PLYWOOD 


$10 Postpaid 


JOHN EELLS, Inc. 


P.O. Box 22060 — Los Angeles 22, Calif. 











Circle No. 104 on Coupon, page 268. 








Something 


NEW 


Something 


DIFFEREN 


A new modern 
Combination Storm and 
Screen Door equipped 
with Easy Change 
Locking Device to permit 
easy change from 
Summer to Winter. 





The Sure-Grip 
Protecto-Plate 


Beautiful — Practical, can be 
4 painted in two-tone colors to 
match or harmonize with 


pre color scheme of your house. 
“Easy Change"’ 
locking Device 


THE COMBINATION DOOR CO. FOND DU LAC, wis. 


Circle No. 105 on Coupon, page 268. 
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NEW PRODUCT Weatherstripped Door Stop 
‘ R ba S The new Seal-Draft weatherstripped 
(begins on page 226) door stop is said to give a door sealing 
efficiency of about 97%. It combines 
an extruded aluminum piece to which 
















- is attached a vinyl plastic flexible lip. 
; The lip presses against the door, seal- 
ing it. The unit is adjustable to con- 
| form to any door warpage. It is at- 






tached to the door with 20 screws. 
Door closing is said to be noiseless as 
the door shuts against the vinyl strip 
which cushions it. Sun Screen Prod- 
ucts Co., Dept. AL, 107 N. Maple St 
Spokane 10, Wash. 
Circle No. 225 on Coupon, page 268. 
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(continued on page 









mesh screen. Starscreen is also avail- 
able with a pull-chain feature instead 
of the foot pedal and finger lever 
mechanism. Starscreen Co., Dept. AL, 
St. Marys, Ohio. 
Circle No. 222 on Coupon, page 268. 






















Aetna's 


paver “on-time deliveries 


A new super-durable vertical drill 








press for the %” drill features a | save 
maximum distance between chuck and | 

table of 9” with a 4” vertical travel. | 

The drill carriage has an exclusive | you 















lock lever which requires no wrench | 

and has no bolts to tighten. A new inventory 
sanding machine provides two sand- | 

ing actions in one piece of equip- dollars! 







ment. Key to this double action is an 
actual directional key, which switcnes 
from one motion to the other with 
a simple turn. Cummins Portable 
Power Tool Div., John Oster Mfg. Co., 
Dept. AL, 5055 N. Lydell Ave., Mil- 
waukee 17, Wis. 

Circle No. 223 on Coupon, page 268. 

















Part of Aetna’s service includes prompt 
delivery. Because Aetna maintains huge 
stocks of the world’s plywoods .. . 
literally hundreds of different grades, types and 
species, you can hold your own inventory to a sensible 
minimum without fear of out-of-stock conditions. 
Oversized orders are unnecessary. Your nearby Aetna 
warehouse will carry your plywood inventory for 
you, with your needs as near as your phone. 
Exterior Door Designs 
The Angel Novelty Co. announces 
six new solid core door designs. This | 
brings to 54 the number of Angel | A 
rhe designs now available, Siar of | etna PLYWOOD AND VENEER CO: 
the six new designs denote action 
and follow the contemporary trend; 
the other two are traditional in design. 



























THE ITEM THAT'S NEVER ON YOUR INVOICE... AETNA SERVICE 










1731 Elston Avenue © Chicago 22, Illinois ° Phone ARmitage 6-7100 





BRANCHES: 
PEORIA © ROCKFORD © INDIANAPOLIS © DETROIT © GRAND RAPIDS 











MILWAUKEE PLYWOOD COMPANY 





Available in mahogany, birch or fir. 
. a 9'Q" 21O” Ofnw | BIO” 1227 West Bruce Street © Milwovkee, Wisconsin © Phone: Mitchell 5-7000 
Sizes are 2’8” x 6'8”, 3'0” x 6’8” and 
BRANCH Wavseu 





30” x 70”. Angel Novelty Co., Dept. 
AL, 340 Broad St., Fitchburg, Mass. 
Circle No. 224 on Coupon, page 268. 
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The only garage door with the 
patented SAFETY CATCH* 

















@ The Frantz No. 400 Series has rapidly become a best 
seller everywhere—from coast to coast. 

The exclusive Safety Catch provides the utmost in sec- 
tional overhead door convenience. Just a gentle lift starts 
the door up. At full open position the Safety Catch stops 
and holds the door firmly, securely. No banging or slam- 
ming! No rebound! Yet a slight pull releases it for closing 
when desired. 

You'll admire the 400’s for their fine appearance and fast 
installation, their quality and low cost. But their precision 
operation really sets them apart. /?’s the extra appeal of 
something special—the Safety Catch—that makes this Series 
one of the most popular that Frantz has ever produced. 


*U.S. PATENT No. 2,708,478 


FRANTZ MANUFACTURING CO. 
Sterling, ttlinois 





CATALOG NO. 303—Con- 
tains specifications and illus- 
trations of 67 models and 
sizes of rigid and sectional 
doors. Write for FREE copy. 


Circle No. 107 on Coupon, page 268 


JOIST HANGER 


TIMBER RING _ 


RIBBED STEEL 
CROSS BRIDGING 


YOU CAN 
DEPEND ON. 


, CLEVELAND 3 
BUILDING | i 


: AREA WALL 
ROOF 
VENTILATOR 


’ FOUNDATION 
nd VENTILATOR 


PEAK VENTILATOR 


MORE THAN 40 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG—or see it in SWEET’S 


FRAMING ANCHOR 


CLEVELAND STEEL SPECIALTY CO., INC. 


ESTABLISHED 1924 


3771 EAST 91st STREET @ CLEVELAND 5, OHIO 
Circle No. 108 on Coupon, page 268. 
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PERFECT CHOICE FOR 
LUMBER YARDS 
and SMALL SHOPS! 


A MEDIUM size, wedge-adjusted planer 
which is widely used in nearly all 

phases of the wood-working industry. 

Equipped with sectional feed roll, sec- 

tional chip-breaker and four driven 

rolls which permit planing pieces of 

varying thickness without danger of 

kick-back. Has built-in knife 

grinder, variable speed, in- 

stantaneous control of lower 

rolls, instantaneous mi- 

crometer control of 

pressure bar, shearing 

bar and other 

highly desirable 

features. Sturdy, 

semi-steel cast 

frame. Capacity: 

24", 26"' or 30" x 

8". A real pre- 

cision, production 

machine at mod- 

erate price. Write 

for descriptive 

bulletin—No. 54. 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, MICHIGAN 


Circle No. 109 on Coupon, page 268. 
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Vise of the Future 

The new Versa-Vise is 
“beefed up” at all points 
of strain and offers re- 
movable serrated jaws in 
addition to broad, smooth 
jaws. The Will- Burt Co., 
Dept. AL-520, Orrville, 
Ohio. 


Circle No. 226 on Coupon, page 268. 


* 
4 
4 
4 
4 
4 
‘ 
4 
4 


Wood Cornices 

Complete cornices are 
offered in ’ scalloped 
plywood and %” Redwood. 
All units are precut and 
mitered. Individually car- 
toned. Woodcraft, Dept. 
AL, 352 Palisades Ave., 
Bogota, N. J. 


Circle No. 228 on Coupon, page 268. 


EPFECTIVE | ROTA reemeaneetes 
Bernard F. Ba R 

Any member of your sales staff, new or old, will be 
more productive if he applies the tested methods of 
sales psychology and personality development pre- 
sented in this book. Includes an excellent listing of 
sources for merchandise information. 287 pages. 


Adds Heat Control 
Roper gas ranges now 
feature Tem-Trol in_ its 
original top burner appli- 
cation, on its automatic 
griddle and in its new 
multi-purpose Roast-O- 
Grill. Geo. D. Roper Corp., 
Dept. AL, Rockford, Ill. 


Circle No. 227 on Coupon, page 268. | 
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Drawer Pull 

New drawer pull No. 541 
with 3” centers is designed 
as a companion piece to 
Ajax’s concave beveled 
edge drawer knobs. Ajax 
Hardware Sales Co., Dept. 
AL, 4355 Valley Blvd., Los 
Angeles, Calif. 


Circle No. 229 on Coupon, page 268. 
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$2.95 








THEY COME AND GO, 
THESE “NEW DISCOVERIES”... 
BUT ONE CONSTRUCTION 
MATERIAL CONTINUES TO 
STAND THE TEST OF TIME... 





“Stupendous new products” continually 
make their bow, but wood remains un- 
challenged — the one construction mate- 
rial that stands the test of time. Wood does 
not rust, shatter, crumble, pit or tear. 
Wood comes in many species and grades, 
each with its own beauty or function. 
When you sell wood, you sell the material 
that’s best by virtue of its flexibility, dur- 
ability, economy, handling ease. Build your lum- 
ber reputation, and you build the backbone of 
your business. 
Let a National-American Member help you. Let 
him speed deliveries, advise on problems, open 
up new markets. Get in touch with him today. 


i Echitelalel ec Wiilsateela 


AMERICAN LUMBERMAN, INC. 
139 NO. CLARK ST., CHICAGO 2, ILL. 


Enclosed is my check in the amount of $2.95 for the 
above book. 


WHOLESALE i 


Lumber Association 


3 East 44th Street, New York 17,N. Y. 
1111 Yeon Building, Portland 4, Ore. 





Address 





City, State 
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September 2 issue will kick off L-O-F's fall window glass promotion 







: To help you boost window glass sales this fall, in your community) to replace broken glass 
*s L-O-F has scheduled this action-packed ad in in windows and storm sash before winter 
the September 2 issue of Life! It's a powerful comes. Take advantage of this BJG push, and 






reminder to over 10,000,000 Life readers (many tie in with a promotion in your store. 










FREE SALES AIDS 






Your L:O-F Glass Distributor can provide you 


with effective material to help you tie in with 






this promotion program. It includes the colorful 






window display and the do-it-yourself folder 






shown in the Life ad. See your L-O'F Glass 






Distributor, or write us. 










“i 
oa 


LIBBEY-OWENS-FoRp 
(‘uuliy “Or WINDOW Giass 





LIBBEY * OWENS: FORD 


a Great Name nm Glass 
GLA % S Toledo 3, Ohio 
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One-Coat Masonry Products 


One-coat covers on each of three 
masonry coating compounds, Sika- 
Kote, Sika-Gard and Sika-Pel, are now 
available. Sika-Kote, a cementitious 
powder mixed with water, protects in- 
terior and exterior masonry walls 
above and below grade against water 
penetration and decorates with a sin- 
brush coat, it is said. Sika-Gard 
IS simply spread over concrete floors 
with a long-handled broom or squee- 
Sika-Pel is a transparent water 
impregnation for all ma- 
Sika Chemical Corp., 


ole 
g 


gree. 
repellent 
sonry surfaces. 


Building Products Sales Div., Dept. 
AL, 35 Gregory Ave., Passaic, N. J. 
Circle No. 230 on Coupon, page 268. 


Canadian 


WESTERN WHITE 


fd 


The qualities you look for and ‘insist on 


when you buy lumber for industrial 


crating. These are the qualities you get 


when you order WESTERN WHITE 


SPRUCE from Alberta, Canada. 


> WLBERTA 
(wt) FOREST 
m// PRODUCTS 
ASS’N. 
CANADA PERMANENT BUILDING . 
10126 - 100 STREET, EDMONTON * 
ALBERTA, CANADA ~ 


Circle No. 


112 on Coupon, page 268. 
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ALBERTA FOREST PRODUCTS ASS'N. 
CANADA PERMANENT BUILDING 
10126 - 100 STREET, EOMONTON 
ALBERTA, CANADA 


PLEASE SEND FREE BOOKLET ON USES OF WESTERN 
WHITE SPRUCE. 


DRIED: shignnivicenisintainn iin 


ee 


For One and Two-Car Garages 
The Decor-Door is being introduced 
as an addition to the Winfield line of 
residential garage doors. This four- 
section overhead flush door is avail- 
able in standard sizes for one and two- 
car garages. A variety of rosette ap- 
pliques and moldings are available. 
Tremendous strength combined with 
lightweight is attained through the 
honeycomb wood core construction set 
into solid wood frames and laminated 
on both sides with hardboard and ply- 
wood. Winfieid Door Corp., Dept. AL, 
P. O. Box 27, Lindenhurst, N. Y. 
Circle No. 231 on Coupon, page 268. 


Portable Storage Cabinet 

The new Louvre-tray portable stor- 
age cabinet for nails, screws, bolts 
and other small parts contains 13 
varied sized compartments. The new 
cabinet operates on an exclusive pat- 
ented louvered principal, which per- 
mits all trays to be quickly and con- 
veniently opened at one time and also 
allows all trays to be seen at once 
for fingertip selection. Fold-away han- 
dle provides easy portability. Of steel 
construction with grey hammertone 
finish, the cabinet is 12” x 138%” x 6”. 
Arcline Products, Dept. AL, 1415 W. 
Shakespeare Ave., Chicago 14, IIl. 

Circle No. 232 on Coupon, page 268. 
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Intercom-Radio System 
Fully transistorized, a new home 
intercom-radio system consumes less 
electricity than even one_ kitchen 
clock, it is said. The system uses no 
tubes, emits no heat and the transistor 
circuit will last indefinitely, according 
(continued on page 245) 
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THIS BRAND 
IS YOUR 


Product branding is just as important 
as cattle branding. But for 

different reasons. The rancher 
brands his cattle to show ownership; 
the manufacturer, to show 

quality. That's why you're safe and 
sure when you buy products that 
bear the name of a reputable 
manufacturer... why the 


CF&I brand is your protection. 


STEEL PRODUCTS FOR FARM AND RANCH 


CFal Field Fence « CFal V-Mesh Fence + CFal Lok-Twist Nettings * CFal Ornamental Fence + CFal Barbed Wire 
CFal Silver Tip Posts * CFal Cinch Fence Stays * Gold Strand Insect Wire Screening * CFal Hardware Cloth 
Clinton General Purpose Welded Wire Fabric * CFal General Purpose Strand and CFal-Wissco Clothes Line 

CFal Baling Wire * CFal Bale Ties * CFal Nails and Staples 4606 


THE COLORADO FUEL AND IRON CORPORATION e DENVER @ OAKLAND 
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Buy Brands You Know! 


4. 


> 
& 


Buy Fordyce lumber, and 
cash in on our clean, straight, 
soft-textured, properly 
kiln-dried (to SPIB 
specifications) stock. Step 
up your profits through 


satisfied customers. 


e ARKANSAS SOFT PINE 
e ROYAL OAK FLOORING 
e ROYAL OAK TRIM 


e WOLMANIZED® LUMBER 


Owe Signature x ow the Lumber You Buy 
is Youn assurance, of Quality 


TO YOUR CUSTOMERS 
MAKE FORDYCE YOUR DEPENDABLE SOURCE FOR 
A COMPLETE SUPPLY OF WELL MANUFACTURED 


ARKANSAS SOFT PINE and SOUTHERN HARDWOODS 
Boards — Dimension Red & White Oak 
Finish e Red & Sap Gum 
Satin-like Ash Elm Hickory 
Interior Trim Cypress 


LUMBER COMPANY 


Ss e20 F¥ 4 8, ARKANSAS 
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to maker. The system is designed for 
safer, more enjoyable living and 
brings complete intercommunication 
as well as radio all through the house. 
The units can be flush-mounted or 
surface-mounted, making the system 
adaptable for homes already construct- 
ed, as well as for new construction. 
Talk-A-Phone Co., Dept. AL, 1512 S. 
Pulaski, Chicago 23, Ill. 
Circle No. 233 on Coupon, page 268. 





Squeeze-Bottle Oiler 

Squee-Zit, a revolutionary new plas- 
tic squeeze-bottle oiler that squirts 
one drop or a full stream of oil with 
easy control, is announced. Oil sup- 
ply in the new dispenser is always 
visible. The oiler can sit straight up 
or on its side and will not leak. A 
double-gasketed aluminum protective 
cap prevents spilling. Ideal for home 
and auto, farm and road machinery, 
workshops. etc. Squee-Zit comes in 
two sizes—4 and 8 ounces. Butler 
Stamping Co., Dept. AL-17, Butler, 
Penna. 

Circle No. 234 on Coupon, page 268. 





All-Vinyl Weatherstripping 

Made of rigid vinyl and flexible 
vinyl seal, Duraflex Vinl-Stop seals 
out rain, snow drafts, odors and in- 
sects completely around the door, it 
is claimed. Vinl-Stop is easy to in- 
stall, requiring just three simple 
straight saw cuts, corners are pre- 
coped to eliminate mitering, says man- 
ufacturer. Vinl-Stop is marketed in 
white or jet black for photographic 
dark rooms. Can be painted with most 
paints, says maker. The Duraflex Co., 
Dept. AL, 3500 N. W. 52nd St., Miami 
42, Fla. 

Circle No. 235 on Coupon, page 268. 
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Ridge Fashion Panels 

Fashion Panels of carved raised 
Ponderosa pine to decorate garage 
doors, door entrances and shutters all 
in matching design are announced. 
These handsome square panels are 
available in a variety of carved de- 
signs in 8” x 8”, 12” x 12”, 14” x 14” 
and 16” x 16” sizes. Also diamond- 
shaped panels are included with this 
new line. They are easily applied to 
any surface with glue, nails or screws, 
says manufacturer. Ridge Door Co., 
Dept. AL, Drawer 1112, Monmouth 
Junction, N. J. 

Circle No. 236 on Coupon, page 268. 
































Insulating Panels 


Bird & Son announces full produc- 
tion of its newest line in asbestosized 
insulating panels — Bird Plantation 
Stone. It has a crisp design with a 
unique overall color effect, covering 
all of the embossed areas with com- 
plimentary colored granules modify- 
ing the scoring lines. This manufac- 
turing process highlights the three- 
dimensional effect of the design and 
utilizes Bird’s special-developed tech- 
nique in duplicating the actual appear- 
ance of real hand-hewn stone. Bird & 
Son, Inc., Dept. AL, Washington St., 
East Walpole, Mass. 

Circle No. 237 on Coupon, page 268. 


Pre-Built Sink & Cabinet Tops 
Sani-Top now optionally offers all 
materials and accessories plus special 
mechanical preparations with Mono- 
form pre-built sink and cabinet tops. 
The new Monoform provides for a 4” 
scribe at the top rear of the coved 
backsplash. Several standard lengths 
have been added so that units cur- 
rently are available from a choice of 
471%", 591%”, 71%”, 96” and 120” 
lengths. Among the accessories which 
can be obtained are sinks, sink frames, 
faucets, moldings and trims. Sani-Top, 
Inc., Dept. AL, 4610 S. Main St., Los 
Angeles 37, Calif. 
Circle No. 238 on Coupon, page 268. 
(continued on page 246) 
















Heavy Duty Steel Bracket 


for straight or flare style 













BRASS LEGS. 


Tapered all steel brass 
finish, rust resistant. 
Made in popular 
sizes, automatic self- 
leveling glide, tilts, 
swivels, adjusts to 
straight or flare style, 
complete with heavy 
duty bracket 


made of genuine 
hardwood beautifully 
tapered, in popular 
sizes from 31/2” to 28” 
Swivel glide or solid 
\ brass ferrule, heavy 
© duty steel bracket 


, 













Hairpin leg made of 
heavy steel in 5 sizes, 

| easily attached, available 
if in black, brass or 
copper finish 


BED SPRING LEGS 


Gracefully tapered of 
genuine hardwood 

Patented steel clamp 
converts any coil or 
flat spring into a 
Hollywood bed. 7” in 
height comes in 
mahogany, biond or 
unfinished. 



























SHELF SPACERS 


Revolutionary new way 
to build bookcases, room 
dividers, step tables 
and shelves. Made 

in two sizes of 
genuine hardwood. 


SHELF BRACKETS 


Heavy duty wrought 
iron for sheives, 


| doorways, flower 
\ boxes and signs. 
+ 
























































| <<) — 
Send for 
FREE CATALOG 


showing complete line 
of the world’s finest 
bed and furniture legs 





DENNIX Bee 
F 33-04 DOWNING ST. 


PRODUCTS CO. 


FLUSHING 54, N.Y 





Circle No. 193 on Coupon, page 268. 
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5-in-1 Liquid Spray Kit 

A complete lawn and garden 5-in-1 
Liquid Spray Kit is announced. The 
single package, contained in a fitted, 
self-storing carton, provides every- 
thing the average home gardener 
needs for fertilizing and spraying the 
modern automatic way, without pre- 
mixing, it is said. Included is a pistol 
grip hose sprayer, one pint each of 
Lebanon’s fish base fertilizer 10-6-8, 
insecticide, nutritional spray and crab 
grass killer. Lebanon Chemical Corp., 
Dept. AL, Lebanon, Penna. 

Circle No. 239 on Coupon, page 268. 





Known for extra good quality 


Here is Redwood at its best. Nothing sur- 
passes Rockport’s Certified Dry Redwood 
Bevel Siding and Finish. Rockport also 
takes pride in giving excellent service on 
mixed car requirements. 


SPECIFY ROCKPORT. LOOK FOR 
THE END STAMP—“ROCKPORT” 


Rounds Lumber Company is exclusive 
distributor for Rockport Redwood and 
sales agent for other leading Redwood 
mills. Rounds also represents producers 
of top quality Douglas Fir, White Fir 
and Ponderosa Pine. 





ROUNDS LUMBER CO. 
General Office, CROCKER BUILDING, SAN FRANCISCO 4, CALIFORNIA, YUkon 6-0912 * Teletype SF-898 
9233 DENTON DRIVE, DALLAS, TEXAS * 430 N. WACO AVE., WICHITA 1, KANSAS 


Circle No. 114 on Coupon, page 268. 





New Door Canopy 


A new packaged door canopy is 
being made in marquee style with flat 
roof. It is said to fit the architecture 
of older homes. The item is known as 
the “Regency.” It is made in 48” and 
54” widths. Both project 40”. Two- 
color combinations are red and white, 
green and white, and blue and white. 
It is made of zinc-coated steel treated 
for paint adhesion. It is packaged as 
a knocked-down unit. Leigh Building 
Products Div., Dept. AL, Coopersville, 
Mich. 

Circle No. 240 on Coupon, page 268. 


I-XL Introduces Pearltone 


Beautiful custom hardwood kitchens 
with a new limed oak finish known as 
Pearltone are available. Pearl grey in 
color, the kitchen cabinets are offered 
in an extensive range of types and 
sizes to accommodate all of the modern 
appliances, built-in or free-standing. 
There is nothing to cut, fit or finish; 
all units are stock items, shipped ready 
for use. Ideal for either new construc- 
tion or remodeling, maker says. I-XL 
Furniture Co., Dept. AL, 67 W. Divi- 
sion St., Chicago 10, III. 

Circle No. 241 on Coupon, page 268. 


Nylon Drawer Rollers 


Tiny Tot nylon-bearing drawer roll- 
ers are said to be easily installed on 
any type case or drawer, either center 
guide or side guide construction. Pack- 
aged eight rollers in a polyethylene 
bag attached to a 4”x5%” display card 
on which illustrated installation in- 
structions are printed. A larger pack- 
age with 30 rollers in the envelope is 
also available. Edsco Products, Dept. 
AL, 2319 W. Washington Blvd., Los 
Angeles 18, Calif. 

Circle No. 242 on Coupon, page 268. 
(continued on page 248 ) 
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Keep cellars dry ... drain wet spots... 
make septic tank filter beds work better 


The scientific design of Orangeburg Brand Perforated Pipe . . . 
with two rows of 5°," holes, on 3” centers, 100 degrees 
apart . . . increases drainage capacity ... creates uniform 
seepage . . . Unique Snap Couplings maintain positive 
alignment . . . prevent silting . . . Lightweight 8-foot lengths 
grade easily, install easily, save time and cut cost. Orangeburg 
Perforated comes in 4” size . . . it is the ideal pipe for founda- 
tion drains, septic tank disposal fields, land drainage. 


Orangeburg Perforated Pipe keeps Unique Snap Coupling maintains 
cellars dry. Makes efficient, long- alignment, gives permanent joint 
lasting foundation footing drains. cover, permits seepage at joint. 


ORANGEBURG ..... 
perforated pipe 


For house sewers, run-offs from downspouts and other tight-joint ¢ . 
drainage lines use Orangeburg Brand Root-Proof Pipe. i 


Make sure you get genuine Orangeburg. Look for the Brand Name 
on Pipe and Fittings. Write Dept. AL-97 for more facts. 


ORANGEBURG MANUFACTURING CO., INC., Orangeburg, N.Y., Newark, Calif. 
A 


BUILDING PRODUCTS MERCHANDISER Circle No. 173 on Coupon, page 268. 








NEW PRODUCTS 


(begins on page 226) 





improved Fireplace Unit 

An improved unit, named the Pace- 
maker, is constructed so that masons 
can work directly on the steel form 
from hearth to flue, which saves labor 
time and assures operating efficiency. 
Like other Heatilator fireplace units, 
the improved unit circulates warm air 
directly into all corners of a room, 
says maker. Included in the new unit 
is the patented Heatilator Pressure- 
Seal Damper. Heatilator, Inc., Dept. 
AL, 100 E. Brighton Ave., Syracuse 


5, N. Y. 
Circle No. 243 on Coupon, page 268. 


Corner Clamp 

Holding of mitered corners is the 
job of this Norton corner clamp. It 
has single locking side jaws said to 
take up any variation of error made 
in eonstruction. Clamps will take up 
to 3” stock. Built of cast metal. Avail- 
able in display package containing 
three clamps. Rocco Products, Inc., 
Dept. AL, 2916 Fourth Ave. S., 
Minneapolis, Minn. 

Circle No. 244 on Coupon, page 268. 


Compact Wall Heater 


For the homeowner who has added a 
new room, converted his garage or 
somehow created additional living 
areas in his home, a new answer to 
the problem of heating these modern- 
ized areas is announced. A new com- 
pact wall heater, only 7%” deep and 


24” high, allows placement through 
virtually any outside wall. It doesn’t 
have any chimney or require any cost- 
ly ducting or recessing in its installa- 
tion, says maker. It is fully automatic 
and operates on almost all types of 
gas. H. C. Little Burner Co., Inc., Dept. 
AL, San Rafael, Calif. 
Circle No. 245 on Coupon, page 268. 


Low-Cost Belt Sander 


The low-cost of the Model 153 has 
been achieved through design and 
production economies without sacrific- 
ing the quality and performance de- 
manded by the professional wood- 
worker. A Universal 115 volt motor 
which powers a 3” x 21” belt, will 
produce perfect, silk-smooth finishes 
on any surface, maker says. Trigger 
switch and push-button lock provides 


(continued on page 272) 
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Mnutiation ... 





Whereas, We are sole agents in the United States for leading 
mills in Sweden producing hardboards and insulation 
. and, 


boards .. 


Whereas, Our own warehouse carries the largest stock in this 
country of varying thicknesses of hardboard, from 2 
mm to 3%”, in sizes up to 4’ x 12’, in standard, oil- 
treated, oil-tempered and ivory-faced boards... and, 


Whereas, We offer a “‘cut-to-size” division in Philadelphia, as 
well as similar facilities ex mill, Sweden . . . NOW, 
THEREFORE, 


Be You Resolved, nat 


You can save money, save time, save worry, by let- 
ting us handle your hardboard requirements . ; 
and, that 

You are, herewith, cordially invited to write us, wire 
or call us collect, if you think — as we are confident 
— we can be of service. 











/ 
NORJAC TRADING CORPORATION 


P.O. BOX 7282 © PHILADELPHIA 1, PA. / Warehouse: 2200 RICHMOND ST @ GA 5-4200 
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Uke Best Selling 


steel products for CITY < FARM come from 


CONTINENTAL 


a vat fy) FLAME-SEALED® 
i Het Ue FENCE—Triple 
, protected against 
FENCE rust, with famous 
TAL Pioneer or Cham- 
pion knots. Sizes 


and spacing for all 
needs. 


a 


di 


rf SS 
Whether you are located in a busy city or a rural town you AGAINST RUST 
can profit most by selling the Continental line—83 sales- AND GU TEED! y | 
proved steel products all from one producer, all from one : ARAN ‘ T 
convenient source. i) ew - Gok. g tec + ee, Ae 
And that’s because the Continental line is so varied that 4 i 1 pa iis 
you can stock the items most in demand by both city and 
country customers...from nails to poultry netting, from 
barnyard gates to clothesline wire. There are 15 kinds of 
fence alone! 
Start with Continental’s new brilliant-bright Ornamental 
Lawn Fence. See your Continental Steel man or write today. 


a 


he 
ie! 
5! 
We 
144 


EELEE NE 
Serre 


Leen 


GALVANIZED WELDED WIRE FAB- 
. RIC—Rigid, one-piece construc- 
tion; smooth, uniform mesh. 
Ideal for pens, cribs, tree and 
flower guards—1001 uses. 


WELDED REINFORCING FABRIC— ‘ ; ESHA TE 
The ‘“‘backbone”’ of every con- peal hd FAO TEU CER BSD Itt 
crete job. Adds 30% greater wee Paes Mee Ma0 OLE RS h 
strength, controls cracking. vmerap Fit et ie 

Four sizes, for most require- 
ments. 


peeenne wins FOR AUTOMATIC ~ wwii A, 
BALERS—Easy handling, smooth ; N FE W: 
feeding. Fits all popular makes. gtr. - BRIGHT LOOK 
tp 4 sell oigaiaepg dl 2 : IN ORNAMENTAL FENCE 


TYL-LYKE BIN DOR—For eleva- New patented process 
tor loading, ventilating. 3 styles . makes brightest ornamental 
of easy-laying steel roofing, fence ever seen. It's the ex- 
siding. : citing news in fence. In sin- 
NAILS—10,000 kinds and sizes of * ae gle and double picket. Also 
Nails—for every purpose. aoe flower border. 


CONTI 


4 

* * 
MePAS 
gi gy? th ‘ 
HPSS 


‘eee ed 


te | 
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Tape Rule in New Package 


A new, 
and versatile new merchandiser 
White Clad Tape Rules is announced. 
Printed in dark green and bright yel- 


self-demonstrating package 
i for 


low, the new package permits the 
tape rule to be examined and the blade 
to be extended without removing the 
tape rule from the package. The new 
merchandiser is of all-steel construc- 

tion and is furnished with removable 
legs so that it can be used either as a 
free-standing display or as a wall 
rack. It is 21” long and only 61%” deep 
with the legs oT The Lrfkin 
Rule Co., Dept. AL, Saginaw, Mich. 

Circle No. 246 on Coupon, page 268. 





DENISTON 


“LEAD-SEAL” 


TRIPLE- 
LOCK 


YY. 


DRIVE SCREW 


Also SHANK 


furnished 
in Ring 
Shank and 
Straight 
Shank 


“LEAD-SEAL’ 


The Nail with the Patented BUILT-IN Protection 


Protection and conservation of farm 
buildings, stored crops, equipment and 
machinery have always been important 
to farmers. Today, in order to meet the 
increasing demands on the farmer for 
greater and more economical production 
to satisfy the country’s multiplying needs, 
proper protective measures are more vital 
than ever before. 


Deniston’s patented ‘‘Lead-Seal”’ 
metal roofing nail with “Triple-Lock” 
and Drive Screw shank is one means of 
aiding the farmer. It was developed spe- 
cifically to insure against roof leaks which 
develop in metal roofs when applied with 
ordinary roofing nails. 


Deniston standards for raw materials 
and manufacturing are maintained at the 
highest level—the finished product repre- 
sents the finest that modern manufactur- 
ing can provide. All Deniston nails can 
be shipped in either 50 lb. or 100 lb. 
sturdy 3-ply corrugated color-board car- 
tons with hand grips for easy handling. 


Build up your roofing nails profit 
this year. Start by selling and recommend- 
ing Deniston ‘“‘Lead-Seal”’ roofing nails. 
Ask your jobber or write to us direct for 
descriptive circulars and complete price 
information . . . no obligation. 


30 Years of Quality Nails 


THE DENISTON COMPANY 





49th & South Western Avenue ° 


Chicago 9, Illinois 


IN CANADA: EASTERN STEEL PRODUCTS CO., LTD., PRESTON, ONTARIO 
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B 
GREAT TOOL 
FORA 
GREAT GUY’ 


Suburban Logger 


The Shopmate Power Tool Christ- 
mas promotion features an unusual 
new power tool combination called the 
Suburban Logger. It is a dual purpose 
unit that can be used either as a chain 
saw or regular 644” power saw. Many 
of the 15 featured items in the promo- 
tion will carry special holiday wrap- 
pings on the cartons and the tools 
themselves will be in pliofilm bags 
carrying the promotion’s theme, “A 
Great Tool for A Great Guy.” The 
promotion will be nicknamed “The 
Buyers,” because in almost every case, 
the manufacturer has thrown in 
something extra. Portable Electric 
Tools, Inc., Dept. AL, 320 W. 83d St., 
Chicago, III. 

Circle No. 247 on Coupon, page 268. 


Sells All Sunbeam Tools 
A colorful new all-metal display is 
designed to help dealers sell the com- 
plete line of Sunbeam electric tools. 
The entire T-100 Sale-O-Rama dis- 
play, a complete Sunbeam electric 
tool headquarters, takes up an area 
only 31” wide, 16%” deep and 31” 
high. The fast-selling accessories to 
the various tools are grouped together 
on a special revolving unit at one side 
of the display. The motion of this 
revolving unit calls attention to the 
entire display and makes the acces- 
sory grouping a complete department 
in itself. Sunbeam Corp., Dept. AL, 
5600 W. Roosevelt Rd., Chicago 50, 
Ill. 
Circle No. 248 on Coupon, page 268. 
(continued on page 252) 
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Quick way to say DICKS-ARMSTRONG-PONTIUS 


putties and glazing-caulking-sealing compounds 


bright new packages to boost sales 


big dealer benefits like these! 
aaa 


DAP does more than put fine quality putties and popular items—helpful hand-out folders that bring 
glazing-caulking-sealing compounds in eye-catch- in repeat business—colorful posters, window 
ing packages that sell easier and faster for dealers. streamers, advertisement easels, special promo- 
DAP pre-sells MILLIONS with a strong, year- tions that build store traffic and identify your store 
round national advertising program in The Sat- as DAP headquarters. Most important... 
urday Evening Post, Popular Science, Popular DAP satisfies your customers. You can count on 
Mechanics, Sunset, Family Handyman and other finest quality. Two of the oldest and best-known 
leading magazines. Your customers will know the names in the business—now combined as DICKS- 
DAP name, recognize DAP packages, understand ARMSTRONG-PONTIUS—put over 150 years of 
DAP uses and benefits. skill and experience behind each DAP product. 
DAP merchandises, too! Dealers get attractive DAP has the line and program for you. Call your 
self-service display cases that multiply profits on wholesaler or send the coupon for full facts. 


World’s Largest Manufacturer of Putties and Glazing-Caulking-Sealing Compounds 


DICKS DICKS-ARMSTRONG-PONTIUS, inc. 


ARMSTRON G General Offices: Dayton, Ohio 


Please rush more information on DAP products 


PON Ti U s, inc. and DAP dealer benefits: 


General Offices: Dayton, Ohio NAME 








(Formerly The Dicks-Pontius Company, its ADDRESS 
subsidiary, Landen Putty Works, Inc., and 
The Armstrong Company.) CITY ZONE_____STATE 
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You Save ¥ Ways 
By building your own 
TECO 
TRUSSED RAFTERS 


Using Teco Design Data 
and Wedge-Fit-Split Rings 


—Only a minimum of equipment is 
needed. 

—Fabrication is simple with Teco 
Fabricating Bench Design. 

—Bore and groove in one operation. 


2 ne 


—Ship Teco trusses folded — save 
35% shipping space per truss. 

—Ship knocked down — save 80% 
shipping space per truss. 


3 ASSEMBLY 


—Assembly is fool-proof — no jig is 
needed. 

—Teco Wedge-Fit split rings auto- 
matically align truss members. 

—Truss assembles only one way — 
the right way. 


Send for Free Teco Fabricating Bench 
Design and step-by-step’ data on 
“How to Build Teco Trussed Rafters’’. 


TIMBER ENGINEERING CO. 
1319 18th Street, N.W. 
Washington 6, D. C. 


AL-576 


1 am considering trusses for 
homes. 

Please send me Free copy of Teco 
Fabricating Bench Design and ‘How to 
Build Wood Frame Teco Trussed Roafters’’. 
Name 
Firm 


Street 


City, Zone, State 








Circle No. 178 on Coupon, page 268. 
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3-Way Door Chimes 


A new self-contained portable op- 
erating display to demonstrate three- 
way door chimes housed in natural 
wood cases is announced. The operat- 
ing display demonstrates the pleasant 
tones of the new Sylvan Chime, said 
to be the only door chime in its price 
range available in natural wood fin- 
ishes and three-way operation. Cus- 
tomers can operate pushbuttons to 


sound single note, two note or con- | 


signals from. self-contained 
adequate for 

Edwards Co., Inc., Dept. 
Norwalk, 


tinuous 
batteries, 
operations. 
AL, 90 Connecticut Ave., 
Conn. 

Circle No. 249 on Coupon, page 268. 


All-Purpose Keyhole Saw 


A colorful wall or counter display 
to help merchandise its all-purpose 
keyhole saw, which is claimed to cut 
in every direction, is announced by 
Great Neck Saw Mfrs. Known as the 


No. 80 All-Purpose Keyhole Saw Dis- 


play, it consists of six complete key- 
hole saws and six all-purpose keyhole 


blades. The pistol grip, gold alloy key- | 


hole handles stand out colorfully 
against a black background and the 
tough-as-a-diamond tungsten _ steel 
blades are arranged in a slot for the 


convenience of self-service customers. 


Great Neck Saw 
Mineola, N. Y. 
Circle No. 250 on Coupon, page 268, 
(continued on page 254) | 
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Every Homeowner's a 
Red-hot Prospect for -.. 


Sealer-strip 


Aluminum and Felt 


Weatherstripping 


for windows and doors 


White Metal 
and Felt Weatherstrip 


No rattles © Stops drafts © Holds heat inside © Keeps 
out dirt and cold © Saves on heating costs ® Can be 
installed in minutes. 


aluminum-felt weather- 
readily installed by 
anyone in minutes. What’s more, it 
can be used where units are ‘“‘out of 
square” and will cover extremely wide 
cracks. Each attractive 2-color box 
contains 17’ of Sealer-strip, with nails 
and installation instructions. 


Maal 


Quick Sales... 
Nice Profits! 
4 


This unique 
stripping can be 


COMPLETE LINE OF NA- 
TIONAL AND COLUMBIA 
WEATHERSTRIPPING °* 
“TRIPL-TITE’’ ALUMINUM 
SIDING * PORCELAIN 
ENAMEL BUILDING 
PANELS AND SIGNS 





Write or wire for details! 


NATIONAL METAL 
PRODUCTS COMPANY 


Weatherstrip Division 


2 Gateway Center, Pittsburgh, Pa. 
Circle No. 179 on Coupon, page 268. 


September 2, 1957, AMERICAN LUMBERMAN AND 














Give products a head start with LIFE 


Home handymen just naturally go for the 
products that are advertised in LIFE. And so 
do the people who call in an expert to do their 
home-improvement projects. 

That’s because people respond so enthusi- 
astically to LIFE . . . to its exciting word-and- 
picture stories and its compelling ads. 

LIFE reaches 3 out of 5 households in an 
average community in 13 weeks. Right where 
you sell, LIFE makes new customers. 


It’s smart to draw these customers into your 
store by featuring LIFE-advertised brands and 
displaying the ‘‘Advertised-in-LIFE” selling 
symbol. You’ll move more merchandise, faster, 
easier. 

Write LIFE’s Building Products Merchan- 
dising Department, 9 Rockefeller Plaza, N.Y. 
20, N.Y., to learn how you can tie in with the 
selling power of “‘Advertised-in-LIFE” at the 
point of sale. 


Audience source: A Study of the Household Accumulative Audience of LIFE. 


LIFE is read by 12,000,000 households weekly 


people RESPOND ito 


BUILDING PRODUCTS MERCHANDISER 
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BEST PROFIT |benatenery 
PAC KAGE 





HOME REMODELING 


made to sales promotion manager 
Clarence E. Sutton, Masonite Corp., 
Dept. AL, 111 W. Washington St., 
Chicago 2, Ill. 
Circle No. 252 on Coupon, page 268. 
(continued on page 258) 














Mason's Tool Display 

This display of 38 best-seller ma- 
son’s tools is designed to help you 
to increase sales. The tools are well 
preserved with a _ special rustproof 
lacquer assuring that they will have 


rion navy ory cour | Sipe” valcke the tea | SPACKLING COMPOUND 


seller assortment, occupies a_ wall 
ADJUSTABLE WROUGHT IRON RAILING PRE- | —) 200 of 36” x 48”. It will out-sell FOR REPAIRING 


PACKAGED FOR THE DO-IT-YOURSELF MARKET | and out-profit loose tools on the coun- HAIR-LINE CRACKS, HOLES 
Railing sections (4 or 6 ft.) adjust to ter from two to five times, says man- IN PLASTERED SURFACES 
any angle. Pre-drilled newel post and ufacturer. John Stortz & Son, Inc., f ; 
adjustable fittings make installation a Dept. AL, 210 Vine St., Philadelphia | For pre-painting preparation—the 
6 


. . , Penna. “ ” 
breeze. Requires no detailed diagram- oar | smooth way to “crack-proof” plaster 


ming or measuring—cuts necessary walls, seal open joints and cracks in 
inventory tO a minimum. $ 

a woodwork, fill nail and screw holes, 

3 Basic Parts Work "The Big Addition" smooth rough wallboard, cover checks 


Wrought Iron Wonders! | A new film, “The Big Addition,” has and knots in wood. Can be sand- 
been released by Masonite Corp. for | ons ; H 
showings to trade factors and con- | papered to velvet finish. WEN net shrink 
ree groups. Running 20 minutes, or fall out. Available in 1, 5 Ib. cans; 
the film relates how a typical Ameri- | . 

re name # consults with its lumber | 100 th. drums; 300 &. drums. 

dealer in planning a recreation room | 

and garage to give additional room for | Onder from your wholesaler. 
family activities. The story includes 

a tour of a hardboard plant in Ukiah, CONSUMERS GLUE CO. 
Calif., and detailed construction views. 1515 N. HADLEY ST ST. LOUTS 6. MO 
Requests for the free film may be 


Circle No. 180 on Coupon, page 268. 





Complete floor display unit and 
merchandising package supplied CHANGE SAWMILLS GALES 0. 
with initial order. Includes dis-  aeetenmemnneenemnnndl ae 


play cards, licerature, planning MANUFACTURERS DISTRIBUTORS 


charts, order blanks, instruction 


Sicossenes hecaea SOUTHERN and WESTERN WOODS 


Versa Products Company 
Lodi 1, Ohio 








Since 1879 Representing: 
Yoncalla Lumber Co. 
Douglas County, Oregon 


oo. 1400 R. A. Long Bidg. 
" ad Mey Kansas City 6, Mo. rwx xc-s0« 


Send complete details on Versa Railing to: 


NAME 





FIRM 





ADDRESS 








JOBBER 

2 ee ee ee ee ee ee oe ee 
Circle No. 181 on Coupon, page 268. Circle No. 182 on Coupon, page 268. 
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redwood 
information 


chart *2 


“STANDARD REDWOOD PATTERNS 
AkD LUMBER ESTIMATOR” 


& @ Here is the second in a series of 
practical and helpful wall charts de- 
signed by the Simpson Redwood Com- 
pany to help you sell more redwood, 


one of your most profitable sales items. 


Redwood Information Chart No. 2, 
“Standard Redwood Patterns and Lum- 
ber Estimator,” is a handy reference 
wall-chart, size 814” x 22”, printed on 
heavy card stock. Illustrates all of the 
common redwood patterns, showing 
dimensions and pattern numbers—plus 
the conversion factors for estimating 
board feet. For your free information 
chart just fill out coupon and mail. 


Watch for Simpson full-page, full-color 
ads in the Saturday Evening Post. 


REDWOOD FACT: 

Redwood has the lowest volu- 

metric shrinkage of any commer- Simpson Redwood Company 

cial American wood. It shrinks 235 Montgomery Street, Room 3108, 
and swells less and has less ten- San Francisco, California 


dency to cup or warp in changing 
moisture content. For a moisture Redwood Information Chart #2 
“Standard Redwood Patterns” 


content change of 1% the volu- 
metric change is only .24%. r a Redwood Information Chart #1 
“Grades and Their Uses” 


Only the finest redwood NAME 


Céears this brand. 
FIRM NAME 


ADDRESS 


SIMPSON REDWOOD COMPANY | zont__sta 


ARCATA, CALIFORNIA—Sales Office, 235 Montgomery St., San Francisco. Regional Offices: 
Atlanta, Chicago, Cleveland, Dallas, Kansas City, Los Angeles, Minneapolis, New York—Mills 
at Arcata, Eureka, Klamath, Korbel, California. Member California Redwood Association. eee ee eee ee oe oe ee oe 
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JUST RELEASED! / 
A NEW DELUXE COUNTER DISPLAY 


JUST 1&6 SQUARE INCHES OF SPACE ON 
YOUR COUNTER WILL INCREASE SALES 


Each display contains one dozen FLETCHER 
glass cutters with LUBRICONE IMPINGED wheels. 

Simply slide this colorful display out of its 
cardboard sleeve and it is ready to go to work for 


you. 


It will stand on a counter or hang on a wall 


panel. It is compact. It is easy to handle and store. 

These cutters are guaranteed to give 100% 
service. Customer satisfaction with every FLETCHER 
glass cutter sold is your most valuable asset. 








WE WILL EXHIBIT AT THE 
NATIONAL HARDWARE SHOW 
NEW YORK OCT. 14-18, BOOTH 56 








THE FLETGHER-TERRY COMPANY 


910 SOUTH ST. 


@ FORESTVILLE, CONN. 
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FOR THOSE FAST IMPULSE SALES / 


Quick Assembly 
Easy Arrangements @ 


Great Strength— Heavy 
Duty Construction @ 


Larger Display Areas 
—CompleteAdjustability @ 


New Stylized Design 
—Mar Resistant Finishes @ 


visit US AT THE 


1957 NRLDA 
BUILDING PRODUCTS 
EXPOSITION « PHILADELPHIA 


W. C. Heller & CO. 


The big, new Heller Flexible View dis- 
play fixtures incorporate style, grace 
and beauty into a practical display that 
can be profitable to you. Your mer- 
chandise is always at proper, conveni- 
ent level, attractively displayed where 
customers can see and buy... more! 

Available in an amazing range of en- 
gineered sizes to match every need, 
Heller fixtures have the dollar-saving 
conveniences you can’t afford to miss. 


Write for Catalog SL —today! 


Montpelier 
Ohio 


Circle No. 124 on Coupon, page 268. 


more and more dealers are saying 


“Let’s handle 


* 


GRIFFIN’ 


Also in 
Square 
Corners 


“The dependable line of hinges to 
handle”. . . that’s the trade’s way of 
saying “We like to sell Griffin prod- 
ucts.”” Order from our full line of 
wrought steel butts — plus a com- 
plete line of shelf hardware—in the 
selections you know your customers 
want. 


GRIFFIN 


“since 1899” 


MANUFACTURING CO. ERIE, PA. 
See us at booth #32 at the National Builders Hardware Show in Chicago. 


Circle No. 123 on Coupon, page 268. 


NEW VISIPAKS~ 
Order by the carton 
of individual 
carded items. 








Cited fav life... C37 y 


sf 
Hl 


BRAY ZT DUTT 
CLOSER 


leaf type 
auxiliary spring 
eliminates bounce 


The new Ideal Heavy Duty 
Closer No. 15 provides finger- 
tip opening and “‘bounce”’ free 
closing of heavier-than-average 
and standard combination 
storm and screen doors. An 
external leaf spring compen- 
sates for “‘build-up”’ of the in- 
ternal coil spring on the open- 
: ing cycle and smoothly releases 
we -~ energy on the closing cycle to 
A complete line of Ideal door Sive greater latching power. 
closers are available through Internal parts are lubricated 
leading wholesale hardware for a minimum of 10 years. 
and building supply jobbers 
or write us. 


IDEAL BRASS WORKS, INC. Adeal 


250 East 5th Street « St. Paul 1, Minnesota 
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“On the basis of price 
and operation over rough terrain, 
I selected the Sherman Fork Lift” 





if 
fy! 
” 'o im _,- Saa 


J = i 
Modern materials handling comes 
to the small yard, too 
That even small building supply yards can profit by using 
a Sherman Fork Lift is proved by the experience of Hudler- 
Moore Lumber Company, La Marque, Texas. This enter- 
prising dealer has all materials delivered in palletized lot 
sizes. Then his Sherman takes over. Mounted on a Ford 
Tractor, the Sherman Fork Lift easily moves all supplies 
around the unpaved yard. It stores them in a fraction of 
the time formerly consumed. And it delivers just as fast. 
Hudler-Moore think nothing of loading and delivering 
5300 feet of lumber in less than an hour. Not only does 
Hudler reduce his cost of filling orders, but he has gained 

the satisfaction of his customers. 

No matter what size yard you operate, it will pay you 
to investigate the Sherman Fork Lift. Write today for 
Bulletin No. 1169. 


Sold and Serviced by your local 
FORD TRACTOR DEALER 


PRODUCTS, INC. 
ROYAL OAK, MICHIGAN 
DIGGERS « FRONT END LOADERS © FORK LIFTS* 


® 
inl Matt 


*Manufactured Exclusively for Sherman Products, Inc., by K-D Mfg. Co., Cleburne, Texas 
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SALES AIDS 
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Model Home Displays 

Five colorful new Model Home Dis- 
plays are now available from Insulite 
for use as sales tools for home build- 
ers. These displays each consist of 
two signs plus a product sample 
mounted on a black metal stand. The 
top sign points out the quality fea- 
tures of a particular Insulite product, 
while the lower sign describes to the 
buyer some of the benefits and advan- 
tages of that product in the home. An 
actual sample of the featured product 
is mounted on the stand for the pros- 
pective buyer to examine. Insulite, 
Dept. AL, 500 Investors Bldg., Minne- 
apolis 2, Minn. 

Circle No. 253 on Coupon, page 268. 





4 Ca. RARE WARE COE woomene HT wr. 
Sample Board that Sells 

Selling is said to be made easier by 
the use of a new multiple purpose, 
lightweight sample board developed 
by Penn-Akron Hardware Corp. Meas- 
uring 7%” x 9144”, salesmen may also 
put these boards in and carry them 
around in their briefcases. Finished 
in natural wood, the boards show the 
actual items off to advantage against 
a natural background. Penn-Akron 
Hardware Corp., Dept. AL, Woodside 
4a, AN. . 


Circle No. 254 on Coupon, page 268. 


Selling New Ironwork 

A new 12-page catalog of standard 
ornamental iron is available from the 
Tennessee Fabricating Co. Entitled 


“There’s Nothing New Under the Sun,” 


the booklet gives a step-by-step story 
of how to sell ornamental iron with a 
new approach. It is now possible to 
employ “step-up” selling for the first 


time with the TFC line of grille work 
—a good-better-best technique where- 
by the manufacturer produces three 
lines of ornamental iron to fit any 
pocketbook or customer-requirement. 
The three lines have been named Bud- 
get, Pace-Setter and Imperial orna- 
mental iron. Lewis Curtis, Tennessee 
Fabricating Co., Dept. AL, 1490 
Grimes St., Memphis 6, Tenn. 
Circle No. 255 on Coupon, page 268. 


The Carey Theatre 


A new sales method built around a 
small portable slide projector, known 
as the Carey Theatre, now is being 
offered for use in selling Roofmaster 
large-size self-sealing shingles. It 
was tested for about a year in connec- 
tion with Carey Fire-Chex shingles 
and the response was tremendous, 
maker says. Other products chosen 
for the new merchandising treatment 
include Ceramo, Carey’s asbestos side- 
wall shingles and Cork-Back shingles. 

(continued on page 260) 











Dollars 


The 


SAW HORSE 
BRACKETS 


THAT NEST TOGETHER, TAKING 
LESS COUNTER SPACE. 


TWO SIZES 


for 1” x 4” and 
for 2” x 4” Lumber No. 1 
No. 2 
Saw Horse Set 
EACH SET FOR ONE SAW HORSE PACKED 
COMPLETE IN COLORFUL BOX. 


FLAT TOP 
STYLE 


for Light or 


Heavy Lumber No. 24 


Bracket Set 


CHAS. O. LARSON CO. 
STERLING « ILLINOIS 


Circle No. 127 on Coupon, page 268. 


by the pound... 


it’s not a new way of measuring 
savings ... just a reminder of what 
an ounce of prevention can add up 
to. And it has special application to lumber yards where 
the hazard of fire may outweigh but never obscure the 
additional threat of costly damage by explosion, wind- 
storm, hail, vehicles, aircraft, smoke and riot. 

These things are insurable, in one low cost dividend 
paying comprehensive form. 


Ask any of us for complete information 


“The Lumber Mutuals” 


Central Mutual Insurance Co. 
Van Wert, Ohio 


Lumber Mutual Fire Insurance Co. 
WRITE Boston 15, Massachusetts 
OR Lumbermens Mutual Insurance Co. 
PHONE Mansfield, Ohio 
THE ’ : 
Pennsylvania Lumbermens Mutual Insurance Co. 
NEAREST Philadelphia 7, Pennsylvania 
OFFICE Indiana Lumbermens Mutual Insurance Co. 
Indianapolis 9, Indiana 


The Lumbermens Mutual Casualty Company 
Chicago, Illinois 
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reat new line of weatherstripping 


40% Margin on all three products 


WEATHERSTRIP 
Draf Tite is an exclusive combination , 
of wool-pile fibers and aluminum. | Number Pkgs. Dentin List 
Won’t rust or corrode. Lasts for | in UnitCarton | Price =| Price 
years. Seals house doors against cold 42 | $14.28 $23.76 


drafts, dust and dirt. The most effec- ($1.19 ea.) | ($1.98 ea.) 
tive weatherstrip on the market. es ee 














* 
WEATHERSTRIP 
Completely seals out cold drafts, or rug surfaces. Slides easily without 


dust and dirt. The thousands of pile dragging or bunching! Won’t freeze, 
ends adjust perfectly touneven floors stick or mat when wet! 


Dealer 
Price 





$4.92 
(41¢ ea.) (69¢ ea.) 











Length 36 inches 


GARAGE DOOR BOTTOM 
TTT CTANSTRE WEATHERSTRIP 





A long-lasting, live-rubber weather- [ ; —ONits 
strip for the bottom of overhead- | No. CARTON 
type garage doors. Excellent as a | A-4838 6 $1.77 $2.95 
weatherseal, StanStrip also cush- | auagse 17 329 
ions closing impact, prevents rot- 
ting, scarring or splintering. Stays 
flexible at sub-zero temperatures. 


* Trademark 


DEALER LIST 
PRICE PRICE 














3.54 5.90 
21.00 37.00 


| A-4846 ‘16 feet 
| A-4801 100 feet 





6 
| A-4840 l0feet 6 2.21 3.69 

3 

1 








For a profitable season...check your wholesaler. ..stock up now 


The Stendard Product Ce 


LEXINGTON, KENTUCKY 
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HACKSAW jE 
BLADES 4 
ARE EASIER 
TO SELL 


EACH BLADE — 


Clearly Marked 
Tooth Size and 
What it Will Cut 


“ffs d hy 


300) © ve) | 
QYVGONVLS 


EACH BLADE — 
Marked for Front End 


EACH BLADE — 


Top Quality 
The Best in Blades 
Since 1880 


EACH BLADE — 


Painted, Looks Good, 
No Rust, No Scale 


1sl 


ALL BLADES — 


Factory Guaranteed 


Ask your jobber for GRIFFIN 
HACKSAW BLADES, COPING 
SAW BLADES, SCROLL 

SAW BLADES; or write for 
additional information and 
dealer prices. 


SNOILO3S WNIGIW 
ONY 3did ‘Si108 SLND 


rig  # 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N. Y. 


~~ Circle No. 183 on Coupon, page 268. 
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SALES AIDS 
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The colored slides of products in use 
give customers something to look at 
while they listen to a professionally 
prepared sales talk. The Philip Carey 
Mfg. Co., Dept. AL, Lockland, Cin- 
cinnati 15, Ohio. 

Circle No. 256 on Coupon, page 268. 


Aluminum Household Hooks 
A new display of chromium-plated 
aluminum hooks for the home is avail- 
able. These hooks were carefully 
chosen as the five most popular kinds 
in household use today. Replacement 
hooks are inside the easily opened dis- 
play case, which holds one or two 
dozen of each kind. Every hook is in- 
dividually packaged with screws in a 
transparent polyethylene bag. The 
Safe Padlock and Hardware Co., Dept. 
AL, Lancaster, Penna. 
Circle No. 257 on Coupon, page 268. 


Display Features 12 Samples 
A new point-of-purchase counter dis- 
play that includes actual color samples 
of fiberglass-plastic panels is an- 
nounced. The three-fold display has on 
its left side 10 color samples of Resolite 
translucent panels. The panels are 
used for awning and patio covers, par- 
titions, screens, skylights and sus- 
pended ceilings. A color picture of the 
panels in use as a patio cover forms 
the center of the display. The right 
side of the display features actual 
samples of two special type of Reso- 
lite panels, Security Jr. and glazing 
flats. Resolite Corp., Dept. AL, Zelien- 
ople, Penna. 
Circle No. 258 on Coupon, page 268. 








FIRST WITH “SKIN PACK’ 
VISUAL CARDED FASTENERS 


Pacers 


® Quick turnover 
® Impulse sales 
© Self service 
® Greater profit 
USE) takes the modern ap- 
proach in packaging 
as well as product display. 


KEEP IN MIND 


Many items purchased in your 
store will need to be fastened to 
walls, floors, ceilings, etc. 
U.S.E. Rack display makes SELF- 
SELECTION a quick service — 
saves you time. 





FAST SELLING 

U. S. E. Products 
are nationally ad- 
vertised. 
Refills available 
from your jobber 
packaged 25 cards 
per box. 


FREE RACK — Easy to set up. 
PUT THIS U.S.E. DISPLAY 
TO WORK IN YOUR STORE. 


Suggested Selling Price $14.75 
ky Dealer cost 9.70 


/s Profit $ 5.05 
§ ~~ ORDER THROUGH YOUR 
Gs, JOBBER OR WRITE 


MASONRY ANCHORING, FASTENING, DRILLING AND ALLIED PRODUCTS 


U. S. EXPANSION BOLT CO. 


YORK, PA. DEPT. AL-9 
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The STYLE LEADER 


VISIT US... 


September 22-25, 1957 
at the 

N. B.H. A. Show 

Booth 133 

Conrad Hilton Hotel 


Chicago 





WESTERN LOCK MFG. CO. 


The Style Leader in Reside ntial Lockse ts and Builde rs Hardware 
2075 BELGRAVE AVENUE, HUNTINGTON PARK, CALIFORNIA 





Big Top Drum Lid 

A new self-closing lid to convert 55 
gallon drums to sanitary refuse con- 
tainers is now available. This new Big 
Top drum lid offers an efficient method 
of utilizing empty drums as trash or 
refuse containers and for bulk storage 
of supplies. The Big Top also reduces 
fire hazards. Both the cover and inner 
hinged flap of the new drum lid are 
made of 22-gauge steel and finished in 
gray enamel. The flap opening has the 
word “Push” embossed in red letters. 
The lid has a 23%” I.D. while the 
dimensions of the flap opening are 
16%” x 15%”. The Witt Cornice Co., 
Dept. AL, 2121 Winchell Ave., Cin- 
cinnati 14, Ohio. 

Circle No. 259 on Coupon, page 268. 


NEW STU a 


Provides Low Cost Heat 

A new, compact portable heater, Cub 
Model 90, is designed to provide “the 
lowest cost heat you can use”, says 
maker. Weighing only 76 pounds, it is 
claimed to deliver 90,000 BTU at an 
operational cost of only pennies per 
hour. At the flick of a switch, the new 
unit also provides radiant heat at no 
extra cost. The new Cubs are extremely 
easy to service and maintain; standard 
replacement parts are available every- 
where. Burns kerosene, diesel or No. 
2 fuel oil. The Silent Glow Oil Burner 
Corp., Dept. AL, 850 Windsor St., 
Hartford 1, Conn. 

Circle No. 260 on Coupon, page 268. 


Mechanized Concrete Mixing 
Twenty-five cents per yard is your 
labor cost to mix, transport and de- 
liver concrete with Drive-A-Mix, a 
completely new and _ self-sufficient 
mobile concrete mixer, says manufac- 
turer. With Drive-A-Mix, two men 
can mix and deliver 20 cubic feet of 
concrete every four or five minutes, it 
is said. Drive-A-Mix moves under its 
own power at a road speed up to 12 
mph. Easy to operate, it mixes as it 
travels. The Drive-A-Mix portable 
batcher has a self-contained power 
unit and can supply more than one 
Drive-A-Mix per pouring job. Good- 
All Electric Mfg. Co., Dept. AL, 120 
First St., Ogallala, Nebr. 
Circle No. 261 on Coupon, page 268. 
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Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 


ANDERSON, CALIFORNIA 
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P.O. Box 137 — Tel. 3663 


@ FABRICATED BOXES 


Mill ville, Ga. Macon, Ga. 
Ark +, Ga. Chase City, Va. 
Jackson, Ga. 





Jeffreys - McElrath 


MANUFACTURING COMPANY 


MACON, GEORGIA 
@ DOMESTIC AND EXPORT 


@ CRATES — PALLETS 
@ SOUTHERN HARDWOODS 
@ YELLOW PINE LUMBER 
@ OAK FLOORING 


Daily Capacity 300,000 feet 
Factory Locations 


Keesville, Va. 
Raleigh, WN. C. 


ORNERS 


for ASBESTOS SIDING 

LAP OR BEVEL SIDING 
WOOD SHINGLE SHAKES 
PLYWOOD OR HARDBOARD 


BUGHER MFG. CO. 


COLORS 
TO MATCH 
EVERY MANU- 
FACTURER’S 
ASBESTOS SIDING 


MADE OF 
ALUMINUM 








Send for Full De- 
talls, Samples and 


xford, N. C. 301 E. Lincoln Road, Kokomo, Ind. 
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The “gold pan” days are over, but... 


GREEN GOLD still grows on 
‘CAMINO’S 85,000 acre tree farm 


M 
My 


And the finest lumber you can buy comes from Camino's "Green Gold" forests. 


Progressive in forest policies, Michigan-California 
is equally progressive in manufacturing methods. 
The Camino sawmill is modern, well-equipped. 


El Dorado County, once the heart of the gold 
stampede, is the source that today provides the 
beautiful Pine and Fir saw logs which are being 
turned into building lumber, shop lumber, pattern 


lumber of unexcelled quality, grade for grade. Its crews are well-trained. Grading is reliable. 


Put us to the test on your next order. Let us demonstrate how you can benefit by 
ordering your lumber from the land of green gold, Camino, El Dorado Co., Calif. 
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NEW EQUIPMENT 


(begins on page 262) 





PATENTED 
VISEAOCE 
mon aimoe seis 


Marvel Jr. Scaffolding 


The new Marvel Jr. line of light- 
weight tubular steel scaffolding, rec- 
ommended only for light duty work, 
is so light in weight that two men 
can easily carry a 10’ tower, elimi- 
nating the use of casters on small 
jobs. No tools are required for erect- 
ing or dismantling, says manufac- 
turer. It is desirable for light duty 
jobs up to 40’ because of its ease in 
handling. Available in panels 4’ x 4’, 
4’6” x 4’ and 6’ x 4’, including braces 
and standard accessories. Marvel 
Equipment Corp., Dept. AL, Oshkosh, 
Wis. 
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Hendrick Panel Saw 


The addition of a new model to the 
line of Hendrick Panel Saws is an- 
nounced. Now available is Model 
MLR-P, which is designed for fabri- 
cators of plastics and laminates who 
require perfectly jointed cuts in flat 
stock. The Model P saw mounts solid 
ground and polished rails of 2” diam- 
eter steel shafting and produces cuts 
to within a tolerance of .008” in a 
41%’ pass. The %4” saw arbor is pro- 
vided with the same heavy self-align- 
ing ball bearings as supplied in stand- 
ard models. Hendrick Mfg. Corp., 
Dept. AL, Marblehead, Mass. 
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Calculates and Adds 

Figuring lumber prices per board 
foot and other lumber figure problems 
are simplified by a new automatic 





When answering advertisements 
please mention 


AMERICAN LUMBERMAN 





printing calculating machine that 
needs no specially trained operator. It 
multiplies, divides, adds and subtracts 
through only one control and only 10 
numeral keys, according to the maker, 
who says that it is designed to save 
idle machine time for the small office. 
The operator “flicks” the Simpla-Key 
for function desired and then enters 
the figures on the keyboard as she 
would write them on paper. Victor 
Adding Machine Co., Dept. AL, 3900 
N. Rockwell, Chicago 18, IIl. 
Circle No. 264 on Coupon, page 268. 








LUMBER DEALERS! 


SHUTTERS 











Get your share of this profitable business. 


64 stock sizes available for immediate de- 
livery. No inventory needed! May be in- 
stalled by any home-owner. Write for price 
list and particulars telling why this is a 
good item for you to handle. 


TUMLOO £20 West 45th Street, New York 36, N. Y. 

















Exclusive 
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19800 FITZPATRICK 








Distributorship 
Available 

















DETROIT 28, MICHIGAN 





Circle No. 186 on Coupon, page 268. 











STARRY-KELLY 


LUMBER COMPANY, INC. 


Specializing in Ponderosa Pine 
and Associated Species 
* 


Kiln Dried - Air Dried - Surfaced - Rough 


HANDIEST TOOL IN YOUR YARD 





YARD and INDUSTRIAL STOCK 


Sales Agents & Wholesalers 


1120 Old National Bank Bldg.—SPOKANE 1, WASH. 
Phone TEmple 8-1448 Teletype SP-175 

















One man using a WHEEL-IT does the work of a man 
and a truck or two men. 

Send for the facts—HOW TO GET MORE WORK 
DONE WITH LESS MAN HOURS. 


HAWKEYE INDUSTRIES, 820 Vivian, Longment, Colo. 
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BUILDING PRODUCTS MERCHANDISER 


STARTS 
WITH QUALITY 
IN THE TREE 


Pickering’s saw logs come from the west slope 


- of the Sierra Nevada mountains, up 4,000 to 6,000 


feet, where the finest and largest stands of timber 
reach their best development. Due to favorable 
growing conditions this high-altitude timber is of 
exceptional quality and, because of its inacces- 
sibility it has been difficult to harvest and has 
remained a virgin forest of the highest quality. 


Starting with fine natural quality in the tree, 


Pickering maintains this quality throughout its 
operations — sawing, milling, drying, grading, 
shipping. Pickering’s mills are modern, its crews 
well-trained, its management experienced. 


Result: When you specify Pickering’s “GOLD 
MEDAL” lumber, you get the finest 
quality. 


SUGAR PINE, PONDEROSA PINE, 
WHITE FIR, INCENSE CEDAR 


At .left: Giant Pickering 
Sugar Pine tree—234 feet 
tall, taller than a 15-story 
office building. Believed to 
be the largest standing 
Sugar Pine in the world. 
Over 500 years old, 10° 9” 
in diameter breast high. 


Write today for a copy of 
Pickering’s color brochure, “Timber.” 


Standard, California 


(near Sonora, Calif.) 


TELEPHONE TELETYPE 
Sonora—JE 2-7141 Sonora 116-U 





FIRST PRIZE winner last year was F. C. 
(Jack) Terzia, Bastrop, La., left, shown 
receiving his award from Art Hood, Amer- 
ican Lumberman. Jack's customer started 
by purchasing a set of hand tools but by 
skillful handling and service this was 
swelled to nearly $23,000 over a period 


of time. 


Win a Free TRIP to the NRLDA Exposition 


Enter Our Creative Selling Contest 


Here’s an easy contest to enter! 


Just send us a letter describing sales which 
have been boosted by smart suggestive and 
related selling in your operation. 

Last year hundreds of entries in our first con- 
test dramatic: ally proved that lumber dealers 
were sharpening their sales methods. This year, 
with business more competitive, we anticipate 
even more interesting examples of profit- 
making creative selling. 

A few examples from the 1956 contest may 
be helpful in deciding what to submit. Last 
years winners told us that: 


An inquiry on a remodeled bathroom led to the sale of 
a new shower, stool, lavatory, floor covering and plastic 
wall tile, plus all the accessories in addition to the original 
construction order. 


—Andy Scudder, Dunlap & Co., Inc., Columbus, Ind. 


A roof leak in a motel led to the sale of shingles, then 
gutters and downspouts, new ranges and refrigerators and 
finally wall-to-wall carpeting, which we stock. 


—E. R. Nailor, manager, Nailor Lumber Co., 
Port Angeles, Wash. 


A sale, which started with an order for 50# nails resulted 
in the sale of redwood beveled siding and thick-tab shingles, 
which resulted in a related sale of $370.57. 


—Howard Ashford, Farmersville Yard, 
United Lumber Yards, Modesto, Calif. 


When a customer asked for a price on a flush birch door, 
we pressed for details and found he was finishing the inside 
of his shell home. Our final sale included doors, jambs, 
casing, base shoe, window stool, locks, hinges and nails in 
the amount of $289. 

—Fred D. Phelan, Carter-Lee Lumber Co., 
Indianapolis, Ind. 
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Please keep in mind that entries should re- 
port actual creative experiences which paid off 
at the cash register. We will, in time, prepare 
editorial features in American Lumberman de- 
scribing what each winner did to increase his 
sales by suggestive or related selling. They 
must not be theory, but rather methods tried 
and workable. 


Contest awards 


The first award is a trip to the National 
Retail Lumber Dealers Exposition, November 
4-7, 1957, at Philadelphia. The winner's trans- 
port: ition and that of his wife will be paid by 
American Lumberman along with $100 for 
expenses. 

In addition 12 impressive wall plaques will 
be given to those winning honorable mention 
awards. The plaques are handsome and would 
be desirable wall decoration in any office. 
Deadline near 

The contest closes October 1, 1957. Where 
possible, we hope to make the awards with 
appropriate ceremony at the NRLDA expo- 
sition at Philade ‘Iphia. News releases will also 
be sent to the winner's newspapers for local 
publicity. 
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Last Call for American Lumberman's 


HOME MERCHANDISING CONTEST 


HOME MERCHANDISING at Southport Lumber Co., Southport, Ind., revolves 
about a recently launched Lu-Re-Co panel house program. Above, right, 
salesman Bob Alspaugh explains the plan to builder Harold Nibarger. 


This brand new contest is right up the 
alley of the dealer who believes and can 
prove that there’s more to getting business 
than a cut price. 

All over America more dealers each 
month are discovering new methods of get- 
ting and retaining new home business at a 
profit for themselves and the contractor- 
builder. American Lumberman’s new con- 
test is quite simple . . . completely con- 
structive. 

Here are just a few of the methods now 
being used by progressive dealers in cooper- 
ation with new home customers. It indi- 
cates what we are looking for and will heip 
plan your entry. 

® improved home building techniques, using 


Lu-Re-Co or other methods that contractors and 
consumers find to their advantage. 


® all phases of promotion of new homes with 
the dealer playing a key selling role. This in- 
cludes advertising, open houses, special events 
of all kinds. The end result being the creation of 
home sales by the dealer with the contractor 
doing what he does best—supplying the crews, 
sub-contracts and labor supervision on the job. 


© promotion of homes within the store itself, 
including displays, photos of cooperating con- 
tractors homes, planning centers and merchan- 
dising of the estimating department, architec- 
tural plan services, etc. 


* methods for keeping contractors happy 
and cooperative under the dealer control of the 
sale of the new home to the consumer. 


BUILDING PRODUCTS MERCHANDISER 


Awards worth winning! 


First prize in the contest is transportation 
for two to the National Retail Lumber Deal- 
ers Association exposition, November 4-7, at 
Philadelphia. In addition, $100 will be given 
the lucky winner for expense money. 

Honorable mention plaques will be 
awarded to 12 runner-ups in the contest. 

Award winners in most cases will be fea- 
tured in future issues of American Lumber- 
man. All entries that do not win will be care- 
fully evaluated and, if published, each deal- 
er will be paid regular space rates for his 
entry. 


Entering the contest is simple: 

Just write us describing your new 1957 
methods for securing new house sale vol- 
ume. The list given is just a guidepost and 
vou may have additional ideas now being 
used successfully. 


Contest closes October 1, 1957 
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Wheels Help Warehouseman 


Upper storage bins in the lumber warehouse are 
easy to reach at Markel Lumber Co., New Orleans, 
La. Owner Norbert Markel has fixed the lumber bin 
catwalk so a two-step platfom can be rolled back 
and forth on it. When the warehouseman has to 
reach an upper bin beyond his normal reach from 
the catwalk, he rolls the platform over, locks it in 
place and stands on it. Rails are of steel angle 
screwed down to the catwalk floor so as to form an 
inverted “V”. Wheels on which the platform rolls 
are V-grooved steel sheaves which fit neatly over the 
steel track. 


FOR INFORMATION ON 21 22 23 
41 42 43 


Advertised Products 61 62 63 


81 82 83 
Circle the numbers at the right which appear 
under the advertisements on which you 
wish datc. 


FOR INFORMATION ON 


“What's New” Items 


2s 
ay 
65 
8s 


Signs Pre-Sell Customers 


Seasonal signs attached to their overhang always 
keeps Street Supply, South Hadley Falls, Mass., up- 
to-date. The signs are painted on hardboard, which is 
nailed to wooden frames. Thumb screws secure the 
signs at the top and they are clamped into place at 
the bottom. Store management believes that these 
signs give impressions that store is well stock witn 
seasonal supplies and consequently helps presell the 
customer. 


Steel Rails Hold Lumber 


Salvaged steel rails to which feet and end-grabs 
have been welded provide sturdy, long-lived blocks 
on which to place packages of lumber for handling 
by fork truck and lumber carrier. The novel platforms 
are in use at Berwyn (Ill.) Lumber Co., where they 
were developed. The hand-grabs at either end of 
the block make for easy handling. 


10 1% 12 14 16 17 18 19 20 
27 30 31 32 34 36 37 38 «39 «40 
47 so 51 52 34 56 57 S58 59 60 
67 70 71 «#72 74 76 77 78 #79 80 
87 90 91 92 94 96 97 98 99 100 


101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 
141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 
181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 


136 137 
156 157 
176 177 
196 197 


138 139 140 
158 159 160 
178 179 180 
198 199 200 


201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 


221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 


Circle the code number at the right which 
corresponds to the number listed at the end 
of that particular ‘WHAT'S NEW” item. 


SEPTEMBER 2, 1957 


Nome 


241 242 243 244 245 246 247 248 249.250 251 252 253 254 255 256 257 258 259 260 
261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 
281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 


Position 





(Pleose Print) 





Street. 








Mail to American Lumberman & Building Products Merchandiser, 139 N. Clark St., Chicago 2, Ill. 
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ALL THE FEATURES 
TO CUT YOUR LUMBER 
DELIVERY COSTS! 


DEALERS SAY... 
"lt pays 
for itself in 
delivery efficiency and 
advertising value" 





NOW AVAILABLE WITH DUALS 


With no sacrifice in over-all length, 
maneuverability or time saving fea- 
tures —the ‘'Lumberjack, Sr."" pro- 
vides the additional carrying capaci- 
ty of dual rear tires. 





WRITE 
for complete 
information 


COMMERCIAL BODY CORPORATION 
233 W. Garden St. © DeKalb, Illinois 
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Is YOUR SIGN, 
“OF PROFIT! 


When you X-hibit 
ROGERS GLUE 
You have X-clusive 
coverage of the hobby 
trade 
And make X-tra PROFIT! 


“Glueky” tells home craftsmen that ONLY 


YOU SELL ROGERS .. . the best liquid fish 
glue. National advertising in Do-It-Yourself 
publications informs customers and pros- 
pects that their Local Store can supply them 
with Rogers Glue. They know, too, that 
\ Rogers Glue is always easy to spread... 
“Glueky”\ ready to use. Just a little does a lot, because 

Rogers Glue is laboratory-controlled for 
clarity — uniformity — superior strength. Do-It-Yourself 
fans wiil come to you and only to you — for Rogers 
Glue, to complete their favorite projects. Be sure you 
have enough on hand to meet the demand . . . and make 
extra profits on tie-in sales, Order Rogers Glue from your 
jobber right away. If he can’t supply you, write us 
immediately. 


Over 3,885 Ibs. 
Shearing Strength 


GUY TF: 


We songs? Glue - ROGERS | nl r 
per Square Inch. 
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pusiness, PAYS OFF” 


Your Winslow representative can call on you, at your convenience, and prove, 
with "details and facts'', how you can set up a profitable Winslow Ready-Mix 
plant at a reasonable overall lavesiment. 


Here are some 
typical dealer 
reports... 


“our Binanbatch in- 
vestment paid for it- 
self in approximately 
one year” . “big | 
increase in tie-in sales | 
since handling Ready- 
Mix in our yard” 

“we get additional bus- 
iness in our area be- 
cause we sell Ready- 
Mix.” Take advantage 
of the Binanbatch 
Ready-Mix profits . . . 
have our representa- 
tive prove to you a 
minimum investment 
puts you in the Ready- 
Mix business. 


Send coupon for 


complete details. Actual photograph, Ready-Mix  instaila- 


tion at Huston Lumber Company—at Carey 
Ohio 


WINSLOW SCALE CO. 
P. ©. Box 1198, Terre Haute, ind. 
Please send information on Bin for Ready-Mix 





Name 
Address 
City 
State 
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We had to put on extra hands — since we 
started suggesting ‘““SScotcn” Brand Masking Tape 
with every paint sale! 





ORL ANN RR RTE. 
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Technical Data 

Lift Truck. Engineering, design 
and construction features that com- 
bine into operating, performance and 
maintenance advantages for users of 
the recently introduced Allis-Chalmers 
FT-100 lift truck are outlined in a new 
illustrated piece of literature (BU- 
334A). Specifications cover the 10,- 
000-pound lift truck and the 230 cu. in. 
Allis-Chalmers engines available in 
gasoline, LP gas and diesel models. 
Buda Div., Allis-Chalmers Mfg. Co., 
Dept. AL, 1126 S. 70th St., Milwau- 
kee 1, Wis. 
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Fiberglas Awnings. An eight-page, 
two-color brochure, “How to Control 
the Sun,” traces the history of shad- 
ing devices from the earliest begin- 
ning to the latest innovations in 
translucent fiberglas awnings. It tells 
what to look for in awnings, stressing 
the importance of color. Charts show 
how Ray-O-Lite awnings control heat. 
For a copy of Booklet 57-IB, write 
Ray-O-Lite Corp. of America, Dept. 
AL, 316 Peachtree St., N.E., Atlanta 
8, Ga. 
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“Why stop with a top?” That’s the 
question asked by a new, four-color 
folder devoted entirely to residential 
installations of Formica laminated 
plastics. The folder contains color 
photos showing where Formica has 
been used on the walls of living rooms, 
kitchens, bathrooms, playrooms, fam- 
ily rooms, etc. Other color photos de- 


NEW POTN TS 


pict Formica on cabinets and doors. 

Formica Corp., Dept. AL, 4614 Spring 

Grove Ave., Cincinnati 32, Ohio. 
Circle No. 267 on Coupon, page 268. 


Exterior Sidings. Recommended 
methods of applying and finishing 
Masonite Ridgegroove and Panel- 
groove exterior sidings are explained 
in detail in a four-page bulletin. The 
technical bulletin (No. A-245-2) is 
said to represent a new approach in 
presenting such information, with 
emphasis on illustrations. Masonite 
Corp., Dept. AL, Suite 2037, 111 W. 
Washington St., Chicago 2, III. 
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Gas Fork Trucks. Gasoline or LPG- 
powered fork lift trucks with capaci- 
ties of 5,000 and 6,000 pounds are de- 
scribed in two new bulletins. Bulletin 
1348A covers the Model FG-60 and 
Bulletin 1395 covers the Model FG-50, 
two models in Baker’s FG series 
which includes models ranging from 
2,000 to 7,000-pounds capacity. The 
four-page, two-color illustrated bulle- 
tins contain complete coverage of the 
trucks’ features, tables and charts of 
dimensions and performance data. The 
Baker-Raulang Co., Dept. AL, 1250 W. 
80th St., Cleveland 2, Ohio. 
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“Formica Commercial Interiors” is 
the title of an eight-page, full-color 
booklet, which discusses Formica wall 
treatments showing illustrations of 
recent commercial and _ institutional 
buildings where Formica laminated 
plastics have been used for fixtures 
and “on-the-job” wall applications. 
The booklet shows how new Formica 
application techniques have made For- 
mica-surfaced walls a practical, eco- 
nomical reality. Color photographs 
show special Formica silk-screen jobs, 
as well as many of the 70 Formica 
colors and patterns. Formica Corp., 
Dept. AL, 4614 Spring Grove Ave., 
Cincinnati 32, Ohio. 
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Plywood Distributors Handbook” is 
a handy-sized volume, 7” x 9”, con- 
taining complete pricing, discounting, 
footage and weight tables, along with 
other miscellaneous tables of daily use 
to the industry. The book provides 
the user with a method of merchandis- 
ing for any dealer or distributor in 
the lumber, millwork, building mate- 
rial, door and plywood field. Price is 
$10. postpaid. John Eells, Inc., Dept. 
AL, P. O. Box 22060, Los Angeles 22, 
Calif. 

Circle No. 271 on Coupon, page 268. 
(continued on page 272) 








them. 





Write today— 


1341 TEMPLE 





HOW TO INCREASE 
YOUR PLUMBING SALES 


Plumb Shop Merchandiser racks all the flexible tubes, fit- 
tings and valves necessary for water supply hookup to 
sink, basin and toilet. 


Chrome-plated copper 
tubes are mounted on cards 
that hang from the back 
panel of the merchandiser. 
On the inside of each card 
are step-by-step instruc- 
tions telling what supplies 
to buy, and how to install 


Any combination of fittings, 
valves, etc., to meet code 
requirements, may be se- 
lected right from the tray 
of the merchandiser. 
pocket is clearly marked 
with size, part number, pic- 
ture and price. 


A 122-piece assortment 
{including metal display) is 
only $46.87, and sells for $71.27, a full 66% markup. 


© 
PLUMB {3 SHOP 
DETROIT 1, MICH. 


Each 
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READYBUILT 


(Reg. U. S. Pat. Off.) 


FIREPLACES 


@ Lends unsurpassed beauty and charm to homes, old 
and new! The modern fireplace that fulfills all modern 
day requirements—used with gas or electricity. 

@ Large variety of attractive models in brick, stone, wood, 
etc., available! 

@ Furnished complete ready to be installed in hour's time 
of handyman! Shipped anywhere! 

@ Sold through authorized dealers, Write for catalogue 
and dealer’s discounts. 


THE READYBUILT PRODUCTS CO. 


1709-23 McHenry St. 


Baltimore 23, Md. 
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Double award winners 


use PALCO Architectural Quality Redwood 
for exterior and interior design 


GERHOLZ COMMUNITY HOMES 
DISPLAY THIS VERSATILE WOOD 

THAT WILL OUTLAST THE LONGEST 
MORTGAGE IN STYLE AND DURABILITY 


The homes of Westgate Park 
in Flint, Michigan, have been recognized by wide 
publicity and two coveted national awards. The 
photographs above show typical examples of the 
way in which Builder Robert P. Gerholz and Archi- 
tect William K. Davis of Daniel & Associates have 
capitalized on the timeless intrinsic beauty of red- 
wood. Highest dimensional stability and ability to 


ARCHITECTURAL 


or write for copy 


Speily the leit in duo DAQLGO? | = 


THE PACIFIC LUMBER COMPANY | ™: 


Since 1869 * Mills at Scotia, California 


35 E. WACKER DRIVE 
CHICAGO 1 


100 BUSH STREET 
SAN FRANCISCO 4 


See Sweet's Architectural File, or send coupon for 
7“ your personal copy of this aid to redwood specification. 


2185 HUNTINGTON DRIVE 
SAN MARINO 9, CALIF. 


—— 


1936 Award of Merit 

i Resadevtta! Design and Constra tron 

The National As- 
j sociation of Home 
| Builders recog- 
vehwtoee bo nized Gerholz 
CommunityHomes, 
Inc., with its Award 
of Merit in Neigh- 
borhood Develop- 
ment. 


7. o , F 
warkeby Barer msenuk, Wormas Lie 





- " 7 j 
| 
House & Home presented its 1956 Award of Merit 


in Residential Design and Construction to Gerholz 
Community Homes, Inc. 


= ao 


resist all forms of deterioration are of prime impor- 
tance in selecting Certified Dry PALCO Archi- 
tectural Quality Redwood, for the lending agencies 
and home owners today insist on materials that 
will protect their investments. It will pay you to 
insist on the premium quality of PALCO Redwood 
— for you pay no extra premium in cost. 


THE PACIFIC LUMBER COMPANY 
100 Bush St., San Francisco 4, Calif.—Dept. AL 


Please send me without obligation a reprint of the Architectural 
File Bulletin outlining specification data, PALCO Redwood pat 
terns, sizes, grades, grains, etc 








Company 





Address 





City 





MEMBER OF CALIFORNIA REDWOOD ASSOCIATION 
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NEW LITERATURE | NEW PROOUCTS 


(begins on page 270) | (begins on page 226) 





Hardwood Flooring. A new leaflet 
explains to the contractor, floor layer 
and do-it-yourself builder the rules to 
follow in eliminating moisture and ex- 


‘y 
pansion from kiln-dried hardwood 


) 
tlooring. The leaflet also deals with the i = 
subject of nails and lists the sizes and — 


Consumer Data | 
| 








kinds recommended for fastening 


hardwood flooring. Maple Flooring a ae i . 
+a lg : S E 5 E : WG-1 steel sliding window. Slide-View 


Manufacturers Assn., Dept. AL, 35 E. PI v 
Wacker Drive, Chicago 1, III. Door & Window Co., Dept. AL, 521 N. 
Circle No. 272 on Coupon, page 268. ' LaCienega, Los Angeles, Calif. 
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instant control of the tool. Weighing 
Refinishing and Painting. An illus- | rg = ig hme y are ' 

trated, 28-page booklet, “How to Re- Paetaatiahla® hi SPR Co, Dept. AL, Improved Calking Gun 

move and Restore All Finishes,” gives | 114 Exchange St., Syracuse 8, N. Y. The handi-calk calking gun is now 
do-it-yourself fans step-by-step in- | Circle No. 274 on Coupon, page 268. so sturdily constructed that it can 
structions for removing paint, build- withstand professional abuse, maker 
ing fine Te Rage tips on | says. It features brilliant orange elec- 
painting and paint brush care, time- 7 oT trostatically sprayed baked enamel fin- 
saving fix-up hints and expert advice | New Pull for Sliding Door ish that +S saeenitonaite Scuble. The 
on restoring antiques. Each step is An improved steel sliding door, gun barrel has been extra-reinforced 
illustrated and explained in simple, | model G-1, features a new black and for greater strength. Other improve- 
non-technical language. This booklet | lucite ful]l-grip pull which is said to ments include positive, no-jam trigger 
shows that modern furniture refinish- harmonize with any decorative scheme. mechanism: no alle. steel alloy plung- 
ing with the new modern removers, The door is made of 14-gauge steel. i 
like Savogran’s Strypeeze, is a far cry Continuous channel mohair on all sides 
from the old-fashioned scrape and | of the sliding section seals against the When answering advertisements 
sand method. The Savogran Co., Dept. weather. These improvements have | c 

AL, 25 Huntington Ave., Boston, | also been incorporated in the model please mention 

Mass. | TG-1 “Thermoslide” door for one-inch AMERICAN LUMBERMAN 


double glazed units and in the model 
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For lasting Beauty and Protection— USTIC 5*¥E,0% teansrortarion 


° ico Ohio WE CAN 
choose ike Ridge py en woo . VA.--Bayard, Elkins, SERVE 
Re NCE Alexander, Webster YOUR 
Springs, Fort Springs TRUCK 

Decorator Styling and Write For Catalog §VA.—Clinchburg 
-Superior Craftsmanship are 
carefully blended to 


bring you the finest in 
overhead doors! 











RGR 3SS\.Ses 
|| senten Tyee PICKET WOOD PRODUCTS CO. 
in our complete line, there is a Ridge Door for every home, taste and budget. | RESIDENTIAL TOLEDO, OHIO 


Circle No. 189 on Coupon, page 268. 











Circle No. 191 ¢ on Coupon, page 268. 





PLYWOOD -» HARDBOARD | ye 


HOW TO INSULATE HOMES AND FARM 
BUILDINGS 


Pe NAW CUO O as seis cece 00500 as vsdssoicn eee 


Isn'tita fact that how to apply insulation is becom- 
ing a big question from more of your customers 
every year? This book, in condensed form, helps 
your sales staff supply builders, farm and home 
owners with the answers and the insulation. 204 
pages, 117 illustrations, 19 tables. 


AMERICAN LUMBERMAN, INC. 
139 NO. CLARK ST., CHICAGO 2, ILL. 














MICROWOOD® CONSTRUCTIONAL PANELS 


POPLAR « MAHOGANY ¢ BEECH 


and other species 








KYS HOLLOWCORE DOOR FILLERS 


HOENIG PLYWOOD CORP. 


280 Madison Avenue, Dept. L. 
Tel. MUrray Hill 5-2280 New York 16, N. Y. 





Enclosed is my check in the amount of $3.25 for 
the above book. 


Name 





Addre 














City, State 
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duce light transmission on new pieces. FHA. Leigh Building Products Div., 
It is available in five colors plus clear. Air Control Products, Inc., Dept. AL, 
It has a drying time of 20 minutes to Coopersville, Mich. 
a tack-free state. Coverage is 300 Circle No. 278 on Coupon, page 268. 
square feet per gallon when sprayed 
on. One coat may be brushed on, but 
spray methods are recommended to 
eliminate streaking. Corrulux Div., 
L-O-F Glass Fibers Co., Dept. AL, Box 
20026, Houston 25, Tex. 
er rod, and form finger recesses for Circle No. 277 on Coupon, page 268. 
comfort grip of any hand. Handi-calk 
Div., Dept. AL, 2366 Woodhill Road, 
& leve sland, Ohio. 

Circle No. 276 on Coupon, page 268. 





Improves Bathroom Design 
Separate mirrors and cabinets for 
bathrooms is an idea said to make for 
more versatility in design. The mirrors 
may be used alone or in combination 
Economy Roof Ventilator with one of several cabinets. Pictured 
as a possible mirror-cabinet combina- 
tilator with increased free area is tion: a three-part wing mirror and 
announced. The new ventilator is avail- directly below i a8 surface cabinet. 
able in aluminum (No. 408) and gal- : hese eee tp iL = ae — 
- vanized steel (No. 508). It has an 8” vang on the wall with screws. 1e 
Resurfaces Glass Fiber Panels diameter opening, offering 50% sq. in. Philip Carey Mfg. Co., Dept. AL, 
Corrucote is a new coating to resur- of free area in a highly compact de- Lockland, Cincinnati 15, Ohio. 
face old glass fiber-reinforced plastic sign. It is securely weather-baffled and Circle No. 279 on Coupon, page 268. 
building panels. It is also used to re- has an 8-mesh screen approved by (continued on page 276) 


A new low-cost, circular roof ven- 





2 | | iecceaae See tC K / WORKS LIKE MAGIC 
| A SELLS LIKE 
eT Dealers’ = fe ale SILA-TEX 


Own Type of Sign rariaee 
ATTRACT the eye and you 
attract business! : PA | N T 
BUT do it with a sign in 1 coat seals, covers cracks, repairs, renews, 
harmony with your busi- redecorates fast and easy, at low cost! 
ness. Trio Raised Letters Your customers will love the way 
are made of high-density, SILA-TEX transforms broken, 
plastic-bonded, cross- shabby walls into smart, modern 
grained laminations ee NEW WALLS with wide variety 
Positively no grain raising of interesting textures. Anybody 
THEE The a a shrink or break. can do a professional job with this 
vom eaee a Any size, any color. magic-worker that’s so easy to use 
PINDIVIDUALITY PAYS. Your ...in WHITE and 10 SMART : 
_ Sign is custom-designed to COLORS. Dries fast, stays hand- Ideol for: 
B fit your needs and your some. Small investment serves this SMOOTH PLASTER 
— budget. Baked 3-coat finish big-profit, easy market for you. PAINTED WALLS 
oh for lifetime beauty. Rust- ah ate aed ‘eal 25-Ib. b WALLPAPER 
. . y . pkgs. and economico . bags. FIBRE BOARD 
proof mountings. Widely Write for details, prices, giant sales kit. and all 
CONSTRUCTION co, used and recommended WALL BOARDS 
throughout the lumber in- 
dustry. Send at once for 


* Bulletin No 59 Tamms INDUSTRIES, INC. 


TRIO LETTERS Incorporated 
| 329 Woodlawn Ave. Aurora, Hl. 228 North LaSalle Street + Chicago 1, Illinois 
Circle No. 144 on Coupon, page 268. Circle No. 145 on Coupon, page 268 
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American 
Lumberman 


Classified 
Advertising 





Terms — Cash With Order 

Minimum Charge $6.00 

Rates. 

| Time —25c per word for each insertion. 
Minimum charge of $1.25 per line. 

3 Times—20c per word for each consecutive 
insertion, Minimum charge of $1.00 
per line, 

Add $1.50 per insertion for blind ads bear- 

ing box number. 

No agency commission or cash discount 

allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of publi- 
cation. Advertisements are set in uniform 6 
point style. No cuts or special borders allowed. 
Replies forwarded without additional charge. 
Count five words to a line and when less are 
specified or used, regular line rate is charged. 
When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED | 





SITUATIONS WANTED 





BUSINESSES FOR SALE 








TWO DETAILERS AND BILLERS—Large archi- 
tectural mill work company in Ohio has open- 
ings for two detailers and billers with estimat- 
ing experience. Must be qualified to make 
shop drawings for all types of public and 
Private buildings. Excellent opportunity and 
good salary with all social benefits to right 
men. Please give experience, age, availability 
and if possible a sample of drawing. Perma- 
nent employment. Reply Box X-30 American 
Lumberman, Inc. 


SALES MANAGER 


A rare opportunity for the right man. One 
of mid-west’s leading lumber and building 
supply operations is now offering an oppor- 
tunity to join their successful organization, 
with or without capital investment; this is 
a well-established firm doing business well 
into the seven figures, without too much 
pushing.’ However, it is their desire to 
forge even further ahead in their field and 
they are looking for a man with a record of 
creative sales ability. Person selected must 
also have a good reputation for honesty. ca- 
pacity for hard work, a sincere desire to make 
money: position has high earning potential; 
salary open. Send full resume which will be 
x in strictest confidence. Write Box No. 
Y-29, American Lumbermon, Inc. 





OPPORTUNITY 
Wanted an experienced office man in front 
office of large lumber company in Chicago. 
Write to Box Y-38 American Lumberman, Inc. 


Yard Manager — Sales Manager — Experi- 
enced mature healthy industrious anxious. 
Guarantee sales increase and net profits. 
OPPORTUNITY prime objective. Address Box 
Y-42 American Lumberman, Inc. 





SALES REPRESENTATIVES 
WANTED 











Commissioned sales representatives needed 
for some choice protected territories. We 
manufacture quality residential and commer- 
cial locksets, selling to lumber, building mate- 
rial and hardware trade. Box X-34 American 
Lumberman, Inc. 





$100 EXTRA A MONTH FOR YOU as agent for 
weekly newspaper advertising service for 
lumber dealers. All ads directed to vast and 
profitable remodeling market. Hundreds of 
dealers now using successfully but many 
cities and towns are open for exclusive fran- 
chises. Requires very little effort and no extra 
calls. Simply talk it up to your dealers who 
are looking for professional advertising help 
at lowest cost in field. No sales cost, no in- 
vestment, no service problems, and you do 
not have to be an advertising man. Accounts 
are handled direct by well known advertising 
authority in industry. Territories open on 
first come, first serve basis. Send for full de- 
tails. Describe lines and territory covered. 
Address Box Y-32, American Lumberman, Inc. 





HEAD MILLWRIGHT — MASTER MECHANIC 
Position open for topnotch man _ thoroughly 
qualified to superintend and work with op- 
erating millwrights, electricians, mechanics 
and machinists maintaining sawmill, planing 
and moulding mills, dry kilns. 50 million an- 
nual production. Salary open. Long term op- 
eration. Do not apply unless thoroughly quali- 
fied. Outline qualifications and references first 
ae Address Box Y-39 American Lumberman, 
ne. 





WANTED: Retail lumberman who has had ex- 
perience as assistant manager and feels ready 
to assume responsibility of the managership 
of a good retail lumber yard in a prosperous 
County Seat Town. Address Box Y-40 American 
Lumberman, Inc. 





Wanted — Young experienced retail lumber- 
man for second man in aggressive firm. Write 
United Lumber & Merc. Co., Glenwood 
Springs, Colorado. 





SITUATIONS WANTED 











Sales or Management 
Age 34. 11 years proven sales record, last 
eight years selling and promoting building 
materials in N. Ohio. College, Top References. 
Address Box Y-4] American Lumberman, Inc. 





BOOKKEEPER 
Prefer distribution yard, wholesale or some 
manufacturing. Consider any vacancy. Famil- 
iar lumber terms. Been self employed for some 
time. Desire otherwise. Middle age. Address 
Box Y-48 American Lumberman, Inc. 
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SALES REPRESENTATIVES 
AVAILABLE 











LINE WANTED 
Successful Wisconsin and Upper Michigan 
Specialty Wh ler — over 350 dealers Lum- 
ber, Block, Ready-Mix, Paint, Hardware. Es- 
tablished eight years, now ready to promote 
additional line. Address Box Y-44 American 
Lumberman, Inc. 








BUSINESS OPPORTUNITIES 








*‘Men Buy in the Cheapest Market and Sell in 
the Dearest.’ Buying or Selling, Boats, Ply- 
wood, Lumber, Flooring, Ott Tilt-Top Lawn 
Edgers. Write particulars attention, Wilson & 
Co., Nationwide Distributor, Norfolk, Va. 





BUSINESSES WANTED 











Wanted — Lumber Yard. Prefer + sng 4 Kansas 
City. Consider any location. Address Box Y-43 
American Lumberman, Inc. 





WANTED — RAILS 











RAILS, New and Relaying 
Bought and Sold 
1000 Good Serviceable 
Kiln Trucks in stock 
M. K. FRANK 


480 Lexington Ave., New York 17, N. Y. 
401 Park Bldg., Pittsburgh 22, Pa. 


Two profitable retail building material yards, 
central Iowa, average gross sales of the two 
yards past 6 years $245,000.00 One yard towns, 
1000 population, good buildings and equip- 
ment, located on main street. Will sell to- 
gether or separately. Reason for selling is 
health. Address Box Y-26 American Lumber- 
man, Inc. 





For Sale—Lumber and Building Material Yard. 
In good Indiana city. Selling due to death of 
owner. Would consider selling stock and 
equipment and leasing buildings to reliable 
party. Address Box Y-35, American Lumber- 
man, Inc. 





FOR SALE 


Old established retail lumber yard located in 
small city in fine agricultural area in eastern 
Wisconsin. Buildings and equipment in excel- 
lent condition. Address Box Y-36, American 
Lumberman, Inc. 





For Sale: Old established country town lum- 
ber yard situated in an excellent farming 
community in Central Western New York. 
Railroad siding on property. With or without 
inventory. Address Box Y-37, American Lum- 
berman, Inc. 


Lumber and building supply business just 
south of Buffalo, N. Y. Includes all buildings— 
trucks and equipment — clean inventory — 4 
bedroom house and approximately 3 acres of 
land. Health of owner torces sale. Inventory 

lus $5,000 down, terms balance. Heim’s Lum- 
oe, Springville, N. Y. 





FOR SALE 
Yard in eastern Nebraska town, located in 
rich farming community. Comparatively small 
investment will handle. Owner wishes to re- 
tire. Address Box Y-45 American Lumberman, 
Inc. 





FOR LEASE 

Modern millwork plant which can be easily 
converted to furniture plant. Completely 
equipped, 2 moulders, 2 surfacers, straight 
liné rip saw, drum sander, shapers, chain 
mortiser, etc. Modern Moore Automatic Dry 
Kilns, 2 track, up to date maintenance am 
for equipment, plenty of raw materials avail- 
able. This plant located in Georgia with any 
amount of yard space desired. Can be seen 
in operation any time by appointment. Address 
Box Y-46 American Lumberman, Inc. 





FOR SALE: Farm wagon bed factory and gen- 
eral woodworking plant located in central 
Illinois. Recently in production of Chief 
Bemidji Wagon Boxes. Good market. Sale de- 
sired because of death of owner. For infor- 
mation contact: Mrs. Harold Beyers, 18 Prog- 
ress, Pana, Illinois. 





Best building material business in best tourist 
area of Michigan. Modern salesroom and 
warehouse, private siding. Excellent pres ects. 
Owner retiring. Will lease land and buildings. 
About sixty thousand will handle stock and 
equipment. Address Box Y-47 American Lum- 
berman, Inc. 
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USED MACHINERY FOR SALE 








ENGINE FOR SALE 
Left hand, 14x20, Stanwood & Gamble, to- 
gether with all ry ies. First- 
class condition: can be seen in operation until 
September 15th. Will accept pine house build- 
ing as part payment. 
TERZIA LUMBER & HARDWARE, INC. 

Box 1531 Dial FA 3-7736 





Monroe, La. 





MISCELLANEOUS FOR SALE | 





CARPENTERS APRONS 
Write tor prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis. Minn. 


INTRODUCTORY OFFER 


FREE—Latest complete catalog—FREE. Get ac- 
quainted special low prices on full line plumb- 
ing. heating, hardware, specialties. 


SEABOARD PLUMBING SPECIALTY CORP. 


1007 Atlantic Ave. Dept. AL—Brooklyn, N. Y. 
SALESMEN WANTED ALL TERRITORIES 


BUSINESS CARDS — Simulated Engraved. Save 
Money! 1-Color Cards, $4.50 thousand; 2-Color 
Cards, $5.25 thousand. Compare with those 
costing up to $20.00 thousand. Write for free 
samples — BURLESON PRINTING SERVICE, 
Bloomingdale, Michigan. 


SELL E-Z-ON 
All Metal, Interlocking 
WEATHERSTRIP 


Permanent, efficient. easy to install E-Z-ON 
all metal interlocking weatherstrip keeps out 
cold. Protects from drafts. Corrects loose fit- 
ting doors and windows with no interference 
in normal operation. Peak season profits NOW! 
Write for complete details and prices. 


ROBERT N. BALTZ & COMPANY, INC. 
1009 Harvard Terrace, Evanston 6, Illinois 


Also Caulking and Glazing Compounds 


THE ESTIMATOR 


537 Simplified Tables of Sizes, Weights, Types. 
Uses, Properties and Quantities Required of 
Building Materials, $2.00 postpaid. 
Lowell Roberts, Inc. 
553 Carroll Street, Akron 4, Ohio 





RAILS — FOR SALE 








Reconditioned steel rails, 25% and heavier 


for dry kiln or other purposes. 


Midwest Steel Corporation 
518 Dryden Street 
Charleston 21, West Virginia 





BOOKS FOR SALE 











LIGHTNING VENEER CALCULATOR 
Vermeulen $5.00 
Aid to veneer manufacturers and users of 
veneers for an accurate, handy and simple 
calculator. Tables cover all dimensions from 
1/16 inch to 48 inches wide and from | inch 
to 144 inches long. 


HOW TO INSULATE HOMES 

AND FARM BUILDINGS 

Paul Dunham Close $3.25 
Isn't it a fact that how to apply insulation 
is becoming a big question from more of 
your customers every year? This book, in con- 
densed form, helps your sales staff supply 
builders, farm and home owners with the 
answers—and the insulation. 204 pages, 117 
illustrations, 19 tables. 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ill. 
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Dealer News 





H. PARK ARNOLD, Glendale, Calif., re- 
tail lumberman, elected 1957-58 president 
of Kiwanis International. 


California Dealer Heads 
Kiwanis International 


“You don’t have to be a wealthy 
man to be active in a community 
service organization like Kiwanis,” 
says H. Park Arnold, retail lumber 
dealer recently elected to the top 
post in Kiwanis International. 

Arnold is associated with Fox- 
Woodsum Lumber Co., Glendale, 
Calif., which has 30 employes in- 
cluding seven in the mill. It sells 
small contractors, who specialize in 
building custom houses and also en- 
joys a heavy pick-up trade. 

“I’d like to urge every lumber 
dealer to be active in local civic 
work,” Arnold added. “Of course. 
many are working in service clubs 
and serving their communities as 
councilman, mayor, planning com- 
mission members and the like. 

“Kiwanis is interested in foster- 
ing many of the things we lumber 
dealers believe in—better housing, 
for example. We work on these 
matters right in the local commu- 
nity. Our lumber and _ millwork 
membership classification is a high- 
ly respected one.” 

Arnold has a 100% Kiwanis at- 
tendance record for 33 years. He 
has been president of his local Ki- 
wanis club, lieutenant governor, 
district governor and international 
treasurer. 

Active in the lumber industry, 
Arnold is a past-president of the 
Southern California Retail Lumber 
Association and a past-member of 
the executive committee of the Na- 
tional Retail Lumber Dealers As- 
sociation. 

Born in Kansas where his father 
ran a small retail yard, he moved 
to California in 1908, has been as- 
sociated with Fox-Woodsum Lum- 


ied 


ber Co. in Glendale since 1937. 














( Here's the one thar \ 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


WILL NOT SHRINK it WORKS BETTER, 


STICKS AND STAYS pyr 
—_—_—_—_. 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
os year after 
year.” What’s more, 
Durham’s Rock- 
Hard Water Putty 

ives you by far the 

st profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 192 on Coupon, page 268. 





Recommended Reading for Lumber Dealers: 


THE 
FUTURE 
OF WOOD 


(Weyer- 
haeuser 
Timber 


Company 
Report) 


This far-reaching report on the future market 
and supply of lumber contains new information 
vital to plans of every jiumber and building 


products dealer 





AMERICAN LUMBERMAN 
ROOM 2000, REPRINTS 

139 NORTH CLARK STREET 
CHICAGO 2, ILLINOIS 


Enclosed is....... 
please send me 


return mail 
NAME 
COMPANY. 
ADDRESS 


CITY 
STATE 

















NEW PRODUCTS 


(begins on page 226) 





Prefabricated Chimney 

A new package chimney has been developed to more 
than meet the additional safety factor required in colder 
Canada, says manufacturer. The chimney is constructed 
entirely of stainless steel and aluminized steel with min- 
eral insulation. The maker states it can’ be installed in 
less time than the average prefab chimney so that im- 
portant savings can be afforded the builder and owner. 
McQuay, Inc., Dept. AL, 1600 Broadway, Minneapolis 13, 


Minn. 
Circle No. 280 on Coupon, page 268. 


Metal-Reinforced Panels 

A new line of glass fiber-reinforced plastic panels fea- 
turing embedded aluminum or steel diamond mesh is an- 
nounced. Called Security Junior, the new translucent 
panels may be used for protective skylights, windows, etc. 
The plastic sheets are available in both standard Resolite 
and in a special, highly fire-retardant type, in clear and in 
five colors. The panels are available in lengths of 8’ and 10’ 
and widths of 1’, 2’, 3’ or 4’. Resolite Corp., Dept. AL, 
Zelienople, Penna. 

Circle No. 281 on Coupon, page 268. 


The New Orleans Doorway 

A louvered doorway the do-it-yourselfer can easily in- 
stall, the New Orleans doorway is an authentic replica 
from old southern mansions. Of California kiln-dried sugar 
pine, 14%” thick, the doors are trimmed and sanded ready 
to finish. Handsome in traditional or contemporrary set- 
ting. Louisiana Louvres, Inc., Dept. AL, 1015 El Centro 
St., South Pasadena, Calif. 

Circle No. 282 on Coupon, page 268. 


Aluminum-Bonded Flashing 


Called Aluminum-Champ, a new aluminum-bonded flash- 
ing and general waterproofing material is announced. Low 
in cost, but long on performance, it’s recommended for 
use as door and window drip cap flashing, sill flashing 
corner flashing, sidewall fiashing and concealed vallev 
flashing. A flexible, laminated material, Aluminum-Champ 
is made of top quality Alcoa aluminum bonded to heavy- 
duty creped paper and reinforced with glass fiber yarns 
Available in 2 and 4 mil weights, 120’ rolls in widths 
from 4” to 48”. Ludlow Papers, Inc., Dept. AL, Needham 
Heights, Mass. 

Circle No. 283 on Coupon. page 268. 


Grout Ad-Mix and Mortar Bond 

Tile-Weld, a colorless, paint-like emulsion, is the latest 
in the line of bonding agents manufactured by Larsen 
Products. When added to ordinary white Portland cement 
grout, Tile-Weld makes grout adhere better to sides of 
tile, says manufacturer. When used as a liquid lath, it 
will bond a mortar bed to any sound clean surface, it is 
said. In addition, Tile-Weld may be used as a_ primer- 
sealer. Larsen Products Corp., Dept. AL, 4934 Elm St., 
Bethesda, Md. 

Circle No. 284 on Coupon, page 268. 


Plastic Skylight 
The old bugbear of trying to read waybills in the dark 
or wrestling freight with one hand while holding a flash- 
light in the other now is a thing of the past. Strick Plas- 
tics announces a plastic skylight, said to be completely 
watertight and weatherproof, which admits more than 
50% daylight without materially reducing strength of 
construction. Ideal for installation in the roofs of trailers 
and freight cars, the panels let in enough light to read 
even the small print of shipping labels, it is said. Strick 
Plastics, Dept. AL, Perkasie, Penna. 
Circle No. 285 on Coupon, page 268. 
(continued on page 278) 








PORTABLE-HEAVY DUTY 


Lesto ELECTRIC HAND SAW 


@ SAWS LIKE A DREAM 


@ PRECISE AS A 
SWISS WATCH 


@ FINEST BALANCE 
a @ LEAST VIBRATION 
‘. 8 BALL AND ROLLER BEARINGS for all moving parts 


Turn it on, guide it... a Lesto saw will do the rest. Operat- 
ing at a rate of 2300 strokes a minute, LESTO cuts finer 
than sandpaper-smooth, reaches hard-to-get-at-places. 
VERSATILE! RUGGED! POWERFUL! 

The LESTO Saw has many talents. With its 20 different 
blades, it cuts hardwood, softwood, plywood, formica, 
pressboard, plastic, metal, abrasives. It’s a rip, cross-cut, 
coping, keyhole, band, scroll and jig saw—7 saws in 1! 
LESTO has a PLANETARY GEAR-—the best known mecha- 
nism to convert the rotary motion of the motor to the 


reciprocating motion of the blade. 
Service and Parts Available Nationally—-SAWS ¢ DRILLS ¢ SHEARS e NIBBLERS 


See Your Jobber er Write Direct. 


VICTOR J. KRIEG, ‘Ine. 


PRECISION-MADE POWER TOOLS 


611 BROADWAY, NEW YORK 12, NEW YORK 


Circle No. 137 on Coupon, page 268. 





By the Soa By the Sea, 


“Lauderdale 
\’By-the-Sea 


new vision in a relaxed, economical 
feng vacation awaits you in beautiful “-“= =" - 
Lauderdale-By-The-Sea—on the Atlantic Ocean one mile 
North of Fort Lauderdale. 
Deluxe rooms, efficiencies, and one and two bedroom 
apartments available—ideal for the couple or entire family 

—and all at reasonable rates. 

Lauderdale-By-The-Sea is a complete community with fine 
shops and restaurants. Enjoy shopping, dining, bathing and 
sunning on our mile long beach. Golf, fishing, and all 
resort activities available. 

Look for our highway office located in the Civic Center on 
Highway AIA in Lauderdale-By-The-Sea. 


Lauderdale 
for FREE By-The-Sea Apt. Assn. 


folder & approved accommodations 


information 4201 North Ocean Blvd. 
write Lauderdale-By-The-Sea, 
Florida | 


Circle No. 138 on Coupon, page 268. 
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Advertisers’ 


Abesto Mfg. Corp. 
Acme Appliance Mfg. Co. 
Adjusta-Post Mfg. Co. 
Admiral Corporation 
Adrian Peerless, Inc. 
Aetna Plywood & Veneer Co. 
Alberta Forest Products Assn. 
Aldor, Ine. “ae 
American District Telegraph Co. 
American Floor Machine Co. 
American Lumberman 
American Machine & Foundry Co., The 
American Sisalkraft Corp. 
American Steel & Wire Div., 

U. S. Steel ... 
Armstrong Cork Co. er 
Arrow Fastener Co., Inc. 


Barrett Div., 

Allied Chemical & Dye Corp. 
Bennett Mfg. Co., Richard C. 
Bestwall Certain-teed Sales Corp. 
Bilco Co., The 
Bolta Products Div., 

The General Tire & Rubber C 
Borden Co., The, 

Chemical Div. 

Bostwick Steel Lath 
Brown-Graves Co, 
Bugher Mfg. Co. 
Bunyan Lbr. Co., Paul 
Buss Machine Works 


California Redwood Assn 
Celotex Corp., The 
Central Mutual Insurance Co, 
Chicopee Mills, Inc., 

Lumite Div. 
Clarke Sanding Machine Co. 
Cleveland Steel Specialty Co., Inc.. 
Closures Sales Corp. 
Colorado Fuel and Iron Corp., The 
Columbia-Geneva Steel Div. 
Combination Door Co., The 
Consumers Glue Co. 
Continental Steel Corp. 
Copeland Lbr. Co, 
Curtis Companies Ine, 


DeKalb Commercial Body Corp. 
Deniston Co., The 

Dennix Products Co. 

DeVac, Ine. 

Devoe & Raynolds Co., 

De Walt, Inc. 

Dexter Lock Division, 

Dexter Industries, Inc. 

Dicks-Armstrong-Pontius, Inc. 
Dodge Corp., F. W. 
Donley Brothers Co., 
Douglas Fir Plywood Assn. 
Duo-Fast ‘ ; 
Durham Co., Donald 
Dur-O-waL Div., 

Cedar Rapids Block Co. 


Eells, Ine., John 

Elder & Jenks, Ine. 

Evans Products Co - 
Exchange Sawmills Sales Co. 


Fastener Corporation 
Fletcher-Terry Co., The 
Flynn Mfg. Co., Michael 
Ford Div. of Ford Motor 
Fordyce Lbr. Co. 
Forest Products Div., 

Olin Mathieson Chemical Corp. 
Frantz Manufacturing Co. 


General Bronze Corp. 
General Tire & Rubber Co.,, 

Bolta Products Div. 
Georgia-Pacific Corp. 
Gering Products, Inc. 
Gerrard Steel Strapping Div., 

U. S, Steel Corp. pi ; 
Getty & Co., Inc., H. 8S. 
Goodman Lbr. Co. 
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Index 


Grant Puliey & Hardware Corp. 
Greenlee Tool Co. 

Griffin Co., G. W. ... 

Griffin Manufacturing Co. 


Hammond-California Redwood 
Sub of Georgia-Pacific Corp. 
Hanna Paint Mfg. Co., Inc., The 

Hawkeye Industries 

Heatilator, Inc. 

Heller & Co., W. C. 

Hobbs Wall Lbr. Co 

Hoenig Plywood Corp. 

Holt Hardwood Co. 

Homasote Company etiin-« 
Home Maintenance & Improvement 


Ideal Brass Works, Inc 

Indiana Lmbermens Mutual 
Insurance Co, . 

Insulite Div., 
Minnesota & Ontario Paper Co, 


Jaeger Machine Co., The 
Jeffreys-McElrath Mfg. Co. 
Jones & Laughlin Steel Corp. 


Kaiser Aluminum & Chemical 

Sales, Inc, 

Kennatrack Corp., 

Sub. of Ekeo Products Co 
Kimberly-Clark of Michigan, Inc 
Klean-Strip Co., Inc., The 
Knape & Vogt Mfg. Co. 

Krieg Ine., Victor J. 
Kyanize Paints, Inc. 


Larson Co., O 

Lauderdale-By-The-Sea Apt 

Leigh Building Products Div., 
Air Control Products, Inc 

LibbeyeOwenseFord Glass Ci 

Life ‘ 

Lockwood Hardware Mfg. Co. 

LeOeF Glass Fibers Co. 

Long-Bell Division, 
International Paper Co 

Louisville Cement Co. 

Lucas & Co., Ine., John 

Lufkin Rule Co., The 

Lumber Mutual Fire Insurance 

Lumber Mutuals, The 

Lumbermens Mutual Casualty Co 

Lumbermens Mutual Insurance 

Lupton Windows 


Macklanburg-Dunecan Co 
Magna Power Tool Corp 
Mall Tool Co., 

Div. of Remington Arms Co., 
Malta Mfg. Co., The 
Marlite Div. of Masonite Corp. 
Masonite Corporation 
Mastic Tile Corp. of America 
Mauk Lbr. Co., The C. A. 
Mauk Seattle Lbr. Co 
Maze Co., W. H. 
Mechanix Illustrated 
Medford Corporation ‘ 
Michigan-California Lbr. Co. 
Mid-States Steel & Wire Co, .. 
Millers Falls Co. ie 14 
Minerva Aluminum Co, 
Minnesota Mining & Mfg, Co 
Minnesota Paints, Inc. 
Monarch Marking System Co., The 
Multiplex Display Fixture Co, 


fational-American Wholesale 
Lbr. Assn, 

yational Gypsum Co. 

ational Hardware Corp 
itional Manufacturing Co. 
yational Metal Products Co. 

National Plastic Products Co., 
Nevamar Div. a ar i 

Nichols Wire & Aluminum Co. 

Norjae Trading Corp. 


Orangeburg Mfg. C 
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Pacific Lbr. Co., The eteara 

Pack River Tree Farm Products 

Pennsylvania Lumbermens Mutual 
Insurance Co, 

Per-Fit Products Div., 
Spickelmier Industries, Inc. 

Perma Products Co., The 

Perry Furniture Co 

Pickering Lbr. Corp. 

Pioneer Plastics Corp 

Pittsburgh Plate Glass Co, 

Plumb Shop p 

Plywood Service, Inc. 

Preway, Inc. 

Protection Products Mfg. Co. 


Readybuilt Products Co., The 
Red Devil Tools 
Reflector-Hardware Corp. 
Republic Steel Corp., 
Truscon Steel Div. 
Reynolds Metals Co 
Richards-Wileox Mfg. C« 
Ridge Door €o° 
Rockport Redwood C 
Roddis Plywood Corp 
Rogers Isinglass & Glue 
Rounds Lbr. Co. 
ReOeW Sales Co 


Ruberoid Co., The 


Sargent & Co 

Saturday Evening Post, Th 
Sherman Products, Inc. 
Simpson Redwood Co 

Southern Lbr. Co 

Southern Oregon Plywoods, In 
Southern Screw Co. 

Standard Products Co., The 
Stanley Steel Strapping, 

Div. of The Stanley Works 
Starry-Kelly Lbr. Co., Ine. 
Stortz & Son, Inc., John 
Studebaker-Packard Cor 
Superkleen Div., 

Devoe & Raynolds Co., Inc. 


Tamms Industries, Inc 
Taylor Made Garage Doors, Ine. 
Tennessee Coal & Iron Div. 
Tennessee Stove Works 
Thilmany Pulp & Paper Co 
Timber Engineering Co. 
Trio Letters In 
Truscon Steel Div 

Republic Steel Corp 


Tumlo 


Twin Harbors Lbr. C« 


nion Lbr. Co. 
S. Expansion Bolt 


S. Steel Corp 


. 
{ 
U. S. Plywood Corp 
t 
I 


S. Steel Export Co 


United Steel Fabricators, Inc, 


Versa Products Co 
Virden Co., John C 


Visking Co., 
Div, of Union Carbide Corp 


Wasco Products, Ine 
Weather-Proof Co., The 
Wells Lbr. Co., J. W. 
West Coast Lumbermen’s Assn 
Western Lock Mfg. Co. 
Western Pine Assn. 
Weyerhaeuser Sales Co 
Wheeling Corrugating C« 
Whirlpool Corporation 
Williams Co., The 
Winslow Scale Co 
Winter Seal Corp, 
Winton Lbr. Sales Co 
Wisconsin-Michigan Page 
Wood Products Co 


Youngstown Kitchens 
Div. of American-Standard. 


Zonolite Company 





The brain is a wonderful instrument. It starts working the 
moment you get up in the morning and doesn’t stop until you get 


to the office 
“ae 


Lifeguard: “Sir, I have just resuscitated your daughter.” 
Father: “Then, by gosh, you'll marry her.” 


* ca 5 


Frankly, the only time we ever get carsick is when the payments 
come due the first of the month. 
* * * 
Gentleman of the old school (as they finished dinner): “My dear, 
how about a demitasse now?” 
Girl of the new school: “I knew it! You weren't treating me 


like this for nothing.” 
* * * 


Don’t be caught with your plywood sheathing down. Stock up at 
MAUK—the MAUK Lumber Co., that is. 
* * * 


Simple Celia says some men are so broad minded they can’t 
think of anything else. 


* * x 


who told me this story. 


Ran into Ken Midlund the other day, 
yard one 


Swears it happened to him on his way to the lumber 
morning. 

Ken was walking 
clutched at his sleeve and 
of coffee?” 

Ken was a little early that morning and decided to take the time 
to talk to the feller. He said, “Why should I give you money? 
What happened to get you in this state of affairs?” Frankly Ken 
expected to hear a tale of business lost through an excess of wine 
as Ken always said is the only worthwhile way 

but what the feller told Ken was a topper. 

“A terrible catastrophe, sir,” replied the down-and-outer. “Two 
years ago I was a prosperous business man like you. I worked 
industriously. On my desk was the motto: Think Constructively! 
Act Decisively! Money poured in and then, and then—” the feller’s 
shoulders shook convulsively “And then, one day, the cleaning 
woman threw away my motto!” 


at the heels type man 
a cup 


a down 


along when 
“Ten cents, sir, for 


whined, 


or women, which, 
to lose a business 


> es 


Do You Know What Dep't: 

Do you know what alcohol ts? 
everything but secrets 

Do you know what a drunk driver is? 
before the hearse. 

Do you know what MAUK is? The 
you're stocking for quality. 


MAUK Seattle Lumber Go. 
Seattle 5, Washington 
& 2 -2® 


The G. A. MAUK Lumber Go. 
Toledo 8, Ohio 
Circle No. 146 on Coupon, page 268. 


A fiery liquid good for preserving 
He who puts the quart 


name to remember when 








NEW PRODUCTS 


(begins on page 226) 





Hinge Butt Templet 

An easy-to-use hinge 
butt templet can be set 
up quickly and adjusts in 
seconds for 3” to 4%” 
hinges on all doors up to 
7’ high. Porter-Cable Ma- 
chine Co., Dept. AL, 115 
Exchange St., Syracuse, 
N. ¥. 


Circle No. 286 on Coupon. page 268. 


For Heavy Cooking 

Roper’s 40” Extra-Ca- 
pacity series offers six top 
burners, two ovens and two 
broilers. Each oven is in- 
dependently controlled. 
Geo. D. Roper Corp., Dept. 
AL, 340 Blackhawk Park 
Ave., Rockford, Il. 


Circle No. 288 on Coupon, page 268. 


Door Hardware 


M-D folding door hard- 
ware may be used on all 
doors from %” to 1%” 
thick. Completely packaged 
for 4-panel or 2-panel 
doors. Macklanburg-Dun- 
can Co., Dept. AL, P. O. 
Box 1197, Oklahoma City, 
Okla. 

Circle No. 287 on Coupon, page 268. 


Wilson Window 


A new type aluminum 
combination window fea- 
tures ease of removal of 
sash or screen for washing 
the prime window. L. S. 
Wilson Mfg. Co., Dept. 
AL, 7421 S. Loomis, Chi- 
cago, Ill. 

Circle No. 289 on Coupon, page 268. 








Name 


pee resees : a 


| pees,» J MOULDING BOOK - 


Makes it easy to select nt order = sien the 
patterns you want for any use. Shows over 250 
mouldings in actual size perspective, with full de- 
tail of outline, and description of dimensions, 
price and use. 

AMERICAN LUMBERMAN, INC. 
139 NO. CLARK ST., CHICAGO 2, ILL. 


Enclosed is my check in the amount of $1.00 for 
the above book. 


. $1 





Address 





_City,S State 


September 2, 1957, AMERICAN LUMBERMAN 





fer the smart meadow 
lech that brings added 


chat cucty Nom... 





This interior sliding door is a space-saving 
innovation for bypassing doors or doors that 

















slide into their own recessed pockets. 


With this type of door there is never a sacrifice 
of valuable floor space—as would be required 
with the conventional swinging door. 











It’s ideal for clothes closets, supply and storage 
cabinets—or as room dividers in the home, 
office or factory. 


Hangers have large 1% inch diameter wheels 
of Nylon—they never need lubrication. 


A specially designed rail made in 44, 56, 60, 
68 and 92 inch lengths, provides a rigid track. 


Two styles — 





each with distinctive 


features 


* y * 


& 


Fits any thickness of = 
door. sa Simple to install No. 182 Single Wheel ane No. 185 Two Wheel Hanger 


Vylonal NANUFACTURING CO + f7E746NS 


Circle No. 147 on Coupon, page 268 


a > 





STAYS WORKABLE LONGER 


To get a good bond between concrete blocks, the brick- 


layer must shift and adjust each block to its final 


position, before the mortar has stiffened. 


Brixment makes it easier for the bricklayer to do this. 
Brixment mortar stays plastic longer in the wall be- 
cause it has high water-retaining capacity, which pro- 
vides greater resistance to the suction of the block. 
This gives the bricklayer more time to adjust and shift 
the block to its final position, while the mortar is 


still plastic enough to form a good, tight bond. 


Louisville Cement Company . . . Louisville 2, Kentucky 


Circle No. 148 on Coupon, page 268. 





